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Television, unlike many major appli- 
ances, enjoys a quick trade-in turnover. 
Already, within a two-year period, the 
demand for big-screen TV is bringing 
repeat sales before set breakdowns. 
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with the 
BUILT-IN ELECTRIC 
HOT WATER TANK 
“Hygienic Clean” Whirl-Serub Washing and Rinsing 
I Action — DISH+A-MATIC impeller whirls water at high 
velocity to remove even stubborn grease, 


Forced-Air Drying — impeller fan forces warm air Over 
dishes leaving them completely dry and Sparkling. 


that Super-heats water 


10 pasteur ting 180 


DisH+asMatic automatically does a complete service for six. Does pots 

and pans, too! Operates so quietly you can hardly hear it. Sell all three 

—beautiful electric sink model, lefr, compact cabinet model, below, 

and drop-in unit for present kitchen counters. Also—feature the new 
Apex WAST E+AsmaT ic ste Disposer—the per. Apex ROLL*AsWay for volume sales in the rental 
Sect tie-in 5 & model, WASTE+4. 


feature that permit; 
andard sink drain 


and cottage market, 





> 
Ready for the Huge Rental Market 


APEX 02-22 -w 


; ‘ i Beautiful, C ompact 
Here's a volume sales-maker that’s ideal for 4 cit | Cabinet Model 970.1 
home demonstration—perfect for the rental home we with glass look-in 
market—and sure-fire with the summer cottage i eer top.Same unit avail. 
trade. Rolls UP to sink —attaches to able with solid top 
hot water tap. Washes—double-rinses 4s Model 970, 
~air-dries—shuts off automatically. 
Does complete service for five. 
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eiaidabannsaiiiaegaiaae NEW JUICE CRAFTER 


Now you can juice a pitcherful without ever stopping 
See TV's Top Dramatic Show . . . WESTINGHOUSE “STUDIO ONE”. . . Every Week to remove the pulp or clear the strainer. 





(Accessory) Model FJ-511 7 45 


you CAN BE SURE..1F rs Westinghouse estan 


Pi Tok. DISHWASHER. : IRON . ELECTRIC SHEET. + ROASTEROVEN + 
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Westinghouse, F001 





A Perfect Kitchen Mate 
to America’s Leading Roaster 


It’s new in design... new in styling .. . opens up a whole 
new market. Never before a mixer so powerful! Never a 
mixer so loaded with features! Never at a price so low for so 
much! The new Westinghouse Food Crafter has everything 
a woman wants, and the power to do everything BETTER. 
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This new Food Crafter is sure to meet with such popular 
acceptance that under current conditions we will not be 
able to keep up with demand. Your distributor will do his 
utmost to fill your orders, but please be patient if shipments 
are slow during the initial production. 


LOOK! IT’S GOT POWER TO DO EVERYTHING BETTER 


THE MIX-DIAL UP FRONT 


The Mix-Dial is up front for easy visibility... 
for setting with a flick of the thumb . . . for 
one-hand operation by either right or left- 
handed people. It’s clearly marked for six 
basic jobs. Has 20 different speeds. 


SHORT CUTS FOR MIXING 


The Food Crafter short-cuts those in-between 
mixing steps. Ingredients can be mixed all at 
once, all together. No need to shift speeds 
when the going gets tougher. Set the Mix- 
Dial just once and let ‘er spin. 


WESTINGHOUSE ELECTRIC CORPORATION 


‘ye 


THE MERRY-GO-ROUND BOWL 


Positive, constant rotation of both large and 
small bowls at a low, even speed. Spring 
tension on beater mountings insures proper 
contact between beaters and bowls. No turn- 
table adjustment is ever required. 


NO MUSS...NO SPATTER 


With either dry or liquid ingredients, there's 
no muss, no spatter. That's because perfect 
mixing action draws ing togeth 
through the Tru-Shaped beaters and circulates 
the mix through and through the blades. 


HY * 





Electric Appliance Division 





ONE-HAND PORTABILITY 


Easy, one-hand portability. No triggers to 
pull, no buttons to push. Simply tilt the 
mixer head back and lift it off the base for 
use at range or any other work surface. Long 
cord gives extra reach. 


THE HANDY, PITCHER-TYPE BOWL 


Here’s a brand-new idea . . . self-contained, 
pitcher-type juicer bowl. Clear, durable 
plastic with graduated markings from 6 to 
24 ounces. It measures the juice, pours easily 
. . » handy for serving. Easy to clean. 


Mansfield, Ohio 





TOASTER WASTE-AWAY ELECTRIC GRIDDLE MIXER + WOME FREEZER 
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Whats the Big dea‘? 


Enter this CONTEST for all registered A. O. Smith 
dealers and salesmen 


REGISTERED A. 0. SMITH 
DEALERS AND RETAIL SALESMEN: 


if you haven't been told about this BIG 
IDEA Contest, get in touch with your A. O. 
Smith water heater supplier at once for 
details and official entry blanks. 


Get your entry in promptly—you may mail 
as many entries as you like although only 
one prize can be won by an individual. 
Your BIG IDEA has a chance to win. 


Don't delay—the contest closes on April 
30. It takes time to sort and select winning 
ideas. So, mail your entry NOW! 


CONTEST CLOSES APRIL 30th | 


FIRST AWARD PAYS 


OO woe 


10 VALUABLE AWARDS 


— plus Merit Award Certificates 


BIG or SMALL 
EQUAL CHANCE for ALL 


Here's your chance to win up to $1,000.00 
for just a few minutes of your time. You'll 
gain national recognition if your BIG IDEA 
wins one of the 10 valuable awards. 


This is a big opportunity to capitalize on 
your practical selling experience with Per- 
maglas water heaters, and make your ideas 
pay off double—in sales and in prize awards. 


Judges are editors and publishers of lead- 
ing trade magazines and professionally 
concerned with successful merchandising. 


Winners will be announced June 1,1951 


It's easy for anyone selling Permaglas at 
retail to enter and win this BIG IDEA 
Contest. On the entry blank provided, all 
rules and necessary information are given. 
WHAT you say, after that, NOT HOW 


A. ©. Smith Corporation 
Water Heoter Division, Dept. EM-451 
Kankakee, Illinois 


am {a registered A. O. Smith 
1 would like to be j dealer or dealer's salesman. 


Please send me an entry blank in the BIG IDEA Contest and all par- 


ticulars about the contest. 
Name 
Firm Name 
Address 


City 


you Say it, is what counts in this contest. 


it’s the idea, and not the language or your 
method of presentation, that will be judged 
in determining the awards to be given. 


HOW OTHER DEALERS AND 
SALESMEN CAN WIN, TOO 


The A. O. Smith BIG IDEA Contest is not 
closed to you. There is time for you to 
participate and win, too, if you'll act quickly. 


Ask your A. O. Smith water heater supplier 
how to become an A. O. Smith registered 
dealer, so you and your salesmen will also 
be eligible to enter and win. 


Use the Coupon to get complete informa- 
tion, entry blanks and the essential facts 
about A.O.Smith Permaglas Automatic 
Water Heaters—NOW! You can’t lose! 


Ap 


8y/ 


Dig down into 

your practical selling 
experience and you ‘ll come 

up with the idea we’re seeking 
to reward. Do it NOW. 


O.Smith 


AUTOMATIC WATER HEATERS 


Boston 16 + Chicago 4 + Dallas 2 « Denver 2 * Detroit 21 + Houston 2 
Los Angeles 12 * Midland 5, Texas * Milwaukee 2 * New York 17 * Philadelphia 3 
Phoenix + Pittsburgh 19 « Salt Lake City 1 * San Diego 1 * San Francisco 4 * Seattle 1 
Tulsa 3 * Washington 6, D.C. + International Division: Milwaukee 1 


Licensee in Canada: John Inglis Co., Ltd. 
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The National Appliance-Radio-TV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


By ROBERT W. ARMSTRONG 


Jes: because January and Feb- 
ruary were the best two first-of- 
the-vear sales months that most 
eastern dealers ever had is not, ac- 
cording to some of them, any reason 
for jubilation. For true to the in- 
dustry tradition of comparing last 
month with the best month in his- 
tory, a few merchants are complain- 
ing that January and February 
weren't as good as last July! 

And, despite still booming sales of 
automatic washers, dryers, freezers, 
electric ranges and two-temperature 
refrigerators (in about that order of 
demand), there are unhappy hints 
in the air that a slump is on the way. 
The combination of anticipatory, se- 
curity, scare and panic buying, con- 
tinuing high production levels, 
higher prices, Regulation W, and 
the 6,485 other 
some merchants, burning up the 
1951 market before the year is half 
over. So they’re beginning to cast 
worried looks at the calendar and 
predict that, come late May or June, 
demand may curl up and die. Ap- 
parently, a few dealers already have 
felt the first rough edges of a de- 
cline. One of New York City’s best 
known and most thriving discount 
houses has just announced, for ex- 
ample, an increase in customer dis- 


variables is, say 


counts on electric housewares from 
20 and 25 to 30 percent, and an in- 
crease from 10 to 15 percent on ma- 
jors. And then there is the continu- 
ing emphasis by manufacturers on 
the need for real selling. It’s good 
business, of course, for producers to 
keep retail outlets on their toes, but 
in this instance, at least, they seem 
to be practicing what they preach 
with increased advertising and pro- 
motional budgets. 


Change of Emphasis. February 
found dealers out on Long Island, 
New York, making some decided 


changes in their buying pattern. 
Perhaps more than in any other sec- 
tion of the East they had previously 
bought too heavily in TV, but the 
sales slowup (recognized by price 
cuts by at least two manufacturers 
at this writing) prompted a new em- 
phasis on white goods, stimulated in 
part by continuing high demand and 
dropping supplies of automatic 
washers, dryers, freezers, electric 
ranges and dishwashers. According 
to some informants, dealers had 
stopped buying haphazardly just 
for the sake of stocking warehouses 
and were turning to purchases that 
would meet their present needs. 


Another Notch in the Belt. By 
early March the reports of growing 
scarcities were beginning to come 
from other sections of the East. 
3oston reported, for example, that 
“appliance deliveries are beginning 
to slow up here, though demand is 
at high levels still. Some customers 
have acquired the habit of placing 
multiple orders for white goods and 
accepting the first delivery and can- 
celling others.” In greatest demand 
in the Boston area, says one distrib- 
utor, are refrigerators, sinks, ranges 
and automatic washers. But, despite 
tight supplies, some Boston mer- 
chants feel that “replacement busi- 
ness bids fair to occupy a larger 
area in the trade this spring.” 

A Buffalo, N. Y., dealer says, 
“White goods supplies are tighten- 
ing up and may be off 25 percent by 
the middle of the year,” but he finds 
refrigeration sales triple 1950, tele- 
vision a little ahead, washers way 
ahead, ranges about even, table 
model radios very strong, and freez- 
ers strong, but hurt by shortages. 
Another dealer in the same area 
claims dishwashers and dryers are 
impossible to obtain, automatic 
washers almost so, freezers difficult 
in the wanted sizes, TV adequate, 
some refrigerator models scarce and 
ranges plentiful. But a third Buffalo 
retailer can’t get enough electric 
ranges, although he seems to have 
“adequate” stocks of other items. 
(Maybe these two fellows should 
get together.) 


Scarcity in Philadelphia. Two 
Philadelphia sources report tight 
supplies of automatic washers; one 
says dryers are his other major sore 
spot and the other can’t get enough 
ranges and nine and 12-ft. freezers. 
Both could use more two-tempera- 
ture refrigerators, but some of the 
demand has slackened 

r'V in Philadelphia, as in most 
other major metropolitan areas, is 
slow, although one dealer claims 
that he is selling more three-way 
combinations of a luxury brand than 
any other type. But while TV may 
not be setting records in New York 
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and Philadelphia, a dealer in Spring- 
field, Mass., can’t get enough sets 
to supply a recently awakened de- 
mand. He estimates some 15,000 
sets now in a city which has no 
transmitter of its own and says, 
“We can just about keep even on 
sales and installations. I can sell 
a television set a lot easier than a 
refrigerator.” And, like other deal- 
ers, he’s got more orders for auto- 
matic washers and electric ranges 
than he can handle. So, to keep 
sales well balanced, he insists that 
no salesman take an order for an 
automatic washer unless he first 
sells a wringer type, and to sell an 
electric range a floor man must first 
qualify by writing a ticket for some 
other type of range. 


Hot Irons in Washington. The 
chief difference between the Wash- 
ington, D. C., record and that of 
other parts of the East is the tre- 
mendous and unexplained demand 
for electric irons. Dealers and dis- 
tributors report that ranges, refrig- 
erators, automatic washers, freezers, 
disposers, dishwashers and radios 
are all selling exceptionally well, but 
four firms are scratching their heads 
over the consumer quest for irons— 
not enough of which are available 
to meet the demand. 

As far as small appliances gen- 
erally are concerned, one big Wash- 
ington distributor says the name 
brands are moving very well and he 
is getting his expected allotments in 
on schedule. February sales, he 
says, were way ahead of January 
and 100 percent above February of 
1950 

One Capital distributor reports 
that air conditioners were moving 
well at this writing and declares that 
fan sales to dealers were already 
above June and July levels of 1950. 
TV moved well for some merchants 
during traditional Washington’s 
Birthday sales, but one dealer is 
having difficulty moving some re- 
cently introduced sets with 17-inch 
tubes, even with the assistance of 
heavy promotion, and one of the 
capital distributors candidly admits 
that “retail sales of TV have slowed 
up a bit.” 


Production or Sales? At the end 
of February the big question in 
some industry minds was, Which 
will come first—the slump in sales 
or the slump in production? One 
northern New York dealer finds 
both retail and distributor stocks 
heavy, especially in television, and 
expects plenty of merchandise 
through the first half of the year. 
And he’s afraid that if sales start to 
drag there'll be an outbreak of price 
cutting, “spoiling” what could 
otherwise be a very good appliance 
year. 


The Midwest 


By TOM F. BLACKBURN 
PELE TE SRE ES 


[* the Middle West the propa- 
ganda from Washington about 
35 percent excise taxes on TV and 
more restriction on appliances fell 
on deaf ears. 

Time was when any government 
chirp about future shortages 
brought the public on the run for 
a buying splurge, which is just 
what the government bureaucrats 
wanted to justify controls. This 
time, however, it looked as if the 
government had _ been _ hollering 
“wolf” too often. 

Prediction on TV. Said one of 
Chicago's astute merchants: “If 
there are any more TV excise taxes, 
I think the manufacturers will ab- 
sorb them because it looks as if tele- 
vision prices have hit the ceiling. 
Television is now in competition 
with the grocery basket. Offering 
free installation and service does 
not have the charm to make sales 
it once did, because there is not the 
mystery in installation any more. 
In fact, it is reported that one tele- 
vision maker has cut the prices of 
his line $40 to $60, which makes me 
think that this may become common 
all along the line.” 

Sears Roebuck & Co. are using 
an “oldie” which seems to be per- 
petually new. They have girls pass 
out handbills to people in the store. 
The idea is to let the customer 
onto a secret, unadvertised sale. 
One such handbill advertised a 
$4.29 flip-flop toaster at $3.66, a 
$6.95 heating pad at $5.88, a $24.95 
ac-de portable radio at $20.88, a 
$249.95 Coldspot refrigerator for 
$224.95, and $44.95 demonstrator 
vacuum cleaners at $19.88. 

With the draft breathing hard 
down the necks of so many young 
fellows there isn’t the twitter among 
credit men that one might suspect. 
While the government declares a 
moratorium on servicemen's debts 

(Continued on next page) 








new double-action 
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knife sharpener 


Every customer has a knife to sharpen 


America’s only double-action electric knife sharpener— 
two overlapping wheels hollow-grind both sides of blade 
at the same time. Anyone can use it—no skill required. 


When the carving knife grows dull, or the paring knife won't pare—it takes 
only a minute to sharpen them easily and safely, thanks to this revolutionary 
new product by Oster. The Oster sharpens any knife, large or small, thin 
edge, flat edge, or serrated. Simply pull the blade between the wheels, it 
comes out with a factory-sharp keenness. 


Underwriters’ Approved _— Nationally advertised 


OTHER NATIONALLY ADVERTISED OSTER PRODUCTS WITH EXCLUSIVE FEATURES 


THE NATIONAL APPLIANCE-RADIO-TV PICTURE 


CONTINUED FROM PAGE 5 





and boys who are tagged can sit out 
the war without paying a dime, 
nevertheless, few were so stupid as 
to take advantage of this during 
World War II. Once out of the 
army or navy, a dealer could put 
the clamps on them and they found 
they had destroyed their credit 
Fact is, most military people in 
World War II kept up payments on 
their military pay and cleaned up 
everything with their bonus when 
it was over. While credit men take 
the lofty view that it is unpatriotic 
to refuse credit to draft age appli- 
cants, the fact is that most boys in 
a period of uncertainty do not take 
on any obligations. 


Low Down on Deliveries. One of 
the best of Chicago's dealers is car- 
rying a 90-day inventory at the pres- 
ent moment and has it paid for. He 
discovered this week that he was 
getting his full allocation from one 
of the big name radio and television 
manufacturers for March. While 
dealers are generally slowing down 
on their purchases of television and 
radio, on white goods most of them 
are loading up for the spring de- 
mand. 

With dealers stocking up on re 
frigerators for spring, the Middle 
West expects the 9 to 11 cu. ft. re- 
frigerator to be in greatest demand 
and horizontal freezer compart- 
ments a popular feature. 

Incidentally, the customers are 
just as willing to take 1950 mer- 
chandise as the 1951 models be 
cause they fear that deterioration in 
quality has begun. This is true in 
the automobile business as well as 
in appliances. The lower priced 
television models are normally popu- 
lar because a great many buyers 
fear that a big investment in the 
home entertainment center may be 
made obsolete by color a few years 
hence and want a low priced model 
as a tide-over 

In Chicago, A. B. Johnson, assis- 
tant general manager of the Chicago 
Better Business Bureau points out 
that complaints are increasing over 
the sewing machine field, particu- 
larly rebuilts. It is the bait adver- 
tising that is catching the what-for. 

Most of the advertising in the 





In St. Louis, where the Union 
Electric Co. has a pretty good grasp 
of sales, the utility’s report on the 
movement of some appliances for 
eleven months in 1950 was 


11 Mos. 1950 1949 


Ranges 12,241 7,596 
Water heaters 4771 3,882 
Refrigerators 56,202 50,512 
Food freezers 4,544 2,252 
Automatic washers 8,367 4,102 
Conventional washers 21,767 18,460 
Clothes dryers 2,971 1,150 
lroners 4,430 5,182 
Dishwashers 668 528 
Vacuum cleaners 11,059 ~=11,055 
Television 79,662 34,385 


If you judge by St. Louis, it still 
looks like an awful lot of stuff is 
being moved and the cutback on 
1950 items will probably result in a 
normal year’s production because 
1950 was so much over par. 


Range Wiring for $7.50. A good 
electric code is a help in merchan- 
dising. In South Bend, Ind., where 
citizens have been getting three 
wire, 60 amp. service since 1932, an 
expert feels that a dealer can raise 
the price of his range $7.50 and 
make an offer of a free installation. 
The necessity of charging extra to 
make a device work after a customer 
has bought it often hurts sales 

A former regional manager for a 
big manufacturer who now is a 
dealer declares that manufacturers 
will avoid many sharp abrasions in 
their relations with dealers if they 
will set up an installation and serv- 
ice plan such as the automobile 
people employ. Automobile firms 
want you to bring your car in after 
1,000 miles for a tune-up. They get 
paid for the deal by the factory. It 
is perfectly possible for appliance 
manufacturers to set a price and 
give the dealer a rebate when he 
brings back a card from the cus- 
tomer signed to the effect that she 
has had an installation and demon- 
stration made in the home, and pos- 
sibly a follow-up by a home eco- 
nomist. This bundle-up of home 
demonstrations and __ installation 
would build good will and 
nate unnecessary service 
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LIQUEFIER-BLENDER 


hos the sanitary container 
that opens at both ends 
easy to empty, easy to clean 
Removable, leakproof con- 
tainer base fits standard 
Mason jar. The OSTERIZER is 
exclusively recommended by 
Gayelord Hauser, famous 
food authority 


only Oster 


MASSAGE INSTRUMENT 


gives a real Swedish-type 
massage. No other massage 
instrument hos the suspended 
motor action that delivers 
controllable, rotating-patting 
movements to the fingertips— 
several thousand movements 
per minute 
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2-BEATER 
PORTABLE ELECTRIC MIXER 


is so handy, so powerful, 
and so easy to use for every 
food mixing job—mixes 
mashes, creams, whips, and 
beats. The OSTERETT has 
more power per pound than 
any food mixer in the world 





only Ose 





AIRJET HAIR DRYER 


has the highly efficient jet 
design. Very lightweight and 
easy to use—hold in hand, 
stand on table, or tilt to any 
angle. Powerful motor speeds 
hot or cool air flow. The 
Oster AIRJET is America’s 
most beoutiful hair dryer 








Recommend 
electric housewares 
first for every 
gift occasion 


Choose 
OSTER first 
for every 
gift promotion 


JOHN OSTER MANUFACTURING CO., RACINE, WISCONSIN 
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Middle West has been on high 


priced television units put out by the The South 
factories. As a matter of fact, 


dealers report that sales hang around 
$200 to $275 level. One of the most 
noted promotions in Chicago in- 
cluded free installation and service 
with the television set 

A count of noses of the number of 
Chicago people who watched the 
public demonstration of the Colum- 
bia Broadcasting System on color 
television reveals that about 40,000 
passed through the portals of 
WBBM and Carson Pirie & Scott's 


loop store. 





St. Louis Finds 1950 Abnormal. 
The cut-price boys have not been 
washed out of the picture by the 
Korean war. The Chicago Tribune 
classified columns on home appli- 
ances for sale has one dealer offer- 
ing 1951 model brand name refrig 


By AMASA B. WINDHAM 


Y FP to the first of March, warn- 
erators at a discount, as well as UL ings were pouring out of the 
washers. Washing machines are be- manufacturing centers at a mile-a- 
ing rented at $4 a month. Continued on page 8) 
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BENDIX WASHER DEALERS © 


have the best deal there is == =. === 


World's most complete line of automatic home laundry equipment 


A complete line—with a great name behind it—with a wide range of 
prices—with a great advertising program—with sound merchandising 
and promotions—with consumer preference built up over 14 years. 
The name Bendix is synonymous with ‘‘automatic washer’’—that’s 


why it makes such a difference when you handle Bendix! 


BENDIX HOME APPLIANCES — Division Avco Manufacturing Corp., South Ber.d 24, Indiana 
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Electrical Contractor 
Lauds KLIXON Protectors 


as ‘‘Customer-makers”’ 


WILMINGTON, DEL.: W. G. Mayer, Assistant Treasurer, 
McHugh Electric Company, is a man in a position to know 
what he is talking about in his following strong indorsement 
of KLIXON Protectors. In Mr. Mayer’s own words: 


“We repair from 8,000 to 10,000 electric motors per year, 
about three-quarters of which are used in home appliances. Our 
experience in this work shows beyond question that KLIXON 
Protectors prevent winding burnouts. We believe that break- 
downs could be greatly reduced, and customer satisfaction in- 
creased, if all appliance motors had KLIXON protection.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Motor Burnouts 


The KLIXON Protectors illustrated are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like 
increased customer-preference, reduced 
service calls and minimized repairs and 
replacements, it will pay you well to ask 
for equipment with KLIXON Protectors. 


Automatic 
eset 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2504 FOREST ST., ATTLEBORO, MASS. 


LIxO 


rence name or 
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minute clip. The business forecasters 
repeated the theme like a broken rec- 
ord and the retailing magazines were 
all echo. The gist of the warnings 
was that production would be cut 
anywhere from 20 to 50 percent in 
the first half of 1951, and that short- 
ages were just around the corner. 

They certainly haven’t been felt 
at this writing. In this vast area 
from the Potomac to the Rio 
Grande, dealers are selling almost all 
kinds of appliances at a steady clip. 
The months of January and Feb- 
ruary, just as predicted, were ex- 
cellent and at least six of the 
South’s major cities showed an in- 
crease in sales volume over 1950 
figures, with department stores ap- 
parently sparking the parade. This 
was true despite two impossible 
weeks in mid-February when ice 
and snow invaded the area and cut 
shopping sharply. 

In only one field was there any- 
thing amiss—the television field, 
which will be summed up further 
on. But refrigerators, washing ma- 
chines, electric ranges and other 
major items were going very well 
in almost every corner of the South 
Inventories in these lines are steady, 
even with allocations, and there is 
no break in the buying wave. With 
increased employment, good wages, 
social security and other govern- 
ment handouts, buying continues 
even in the face of credit curbs and 
added taxes. The fact is, credit 
terms are still liberal, building is 
still at a peak all over the South, 
and saturation fairly low in many 
lines 


Some Items Drop. The month's 
survey did reveal a slight drop in 
such items as dishwashers, disposal 
units, ironers and dryers, but ele« 
tric housewares maintained an even 
pace. Power tools, farm machinery 
and commercial units also were sell 
ing well. Home freezers were 
among the appliances which took a 
seasonal drop, with a marked de 
crease in sales in almost every area 
except Lousiana Water heaters 
were moving steadily and were on 
the best seller lists in the Carolinas 
Almost all other 
appliances were selling well 

The department stores were get 
ting the bulk of the business in ma- 
jor lines, but many a smaller appli 


and Tennessee. 


ance dealer had begun to concen- 
trate on lighter stuff such as por 
table equipment, much of which was 
not affected by credit regulations, 
and was doing brisk business. This 
type of appliance was selling es 
pecially well in army and air force 
base areas and in government hous- 
ing projects 

rhe trend toward a rising por- 
table appliance market was evident 
in many quarters. Dealers in Louisi 
ana and east Texas were selling 


portable ironers and dishwashers 


at a good clip. In the Carolinas 
vacuum cleaners and sewing ma 
Miami 
1onths in 
radio with portable types in the 


i i 
vanguard 


hines were on the upgrade 


reported one of its best 


Television Takes Drop. Televi 
sion was again 
warnings men 


something else 
Despite the shortage 
ioned above, dealers were worried 
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over television inventories and had 
begun to make great efforts to un- 
load. For example, in Nashville, 
Tenn., TV seemed to have caught 
up with itself. One of that city’s 
largest department stores, Harvey’s, 
was offering a $60 trade-in for any 
make, model or condition of radio, 
toward the purchase of a television 
set. A competitor, one block away, 
was offering five name brand sets 
at $25 to $125 below list prices. Price 
cutting was just as much in evi- 
dence in Birmingham, Atlanta and 
New Orleans. 


Credit Curbs Hurt. An inquiry 
into the effect of credit curbs on 
appliance buying shows that dealers 
everywhere have felt it. Undoubr- 
edly the buying wave, which is bol- 
stered to a major extent by the 
international situation, is smaller 
than it would be if there were no 
credit curbs. As it is, one of these 
factors seems to just about balance 
the other and a rough guess is that 
for every potential “war scare” sale, 
there is a “credit curb” miss 

One of the largest dealers in 
Louisville declared that “credit reg- 
ulations have scared a lot of buyers 
off, even though they are able to 
make the increased payment with 
little trouble. It’s just the psychol- 
ogy of the thing, I guess. When 
the government starts regulating, 
they automatically resent it and 
won't buy. If that’s what the gov- 
ernment wants, looks like they’ve 
got it, but it’s tough on the mer- 
chant.” 

In New Orleans, on the other 
hand, credit curbs were not consid- 
ered as a heavy stumbling block to 
sales, except possibly in television. 
4 top wholesaler in that city said 
the easy-going Orleanians were tak 
ing the curbs in stride. Dallas and 
Memphis wholesalers agreed 


The Far West 


By CLOTILDE G. TAYLOR 


oe question as to whether or 
not inventories are too high is 
uppermost in dealers’ minds as the 
March tax period approaches. A 
slight drop in TV sales in Los An- 
geles has set some firms to jittering 
ind resulted in some price cutting 
(Continued on page 10) 
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bahay glad the Zellers waited 25 
years to tell us how well they liked 
their new Easy Washer. The Easy was 

a great value in 1925. But it’s an even 
greater value today! 


As the Zellers point out in their letter, 
Easy prices today are ‘‘very little more’’ 
than they were 25 years ago. And yet 
Easy’s value has gone up and up! Your 
customers get features that weren't 

even dreamed of in 1925. Features that 
combine to make the 1951 Easy Spindrier 
the most dramatic selling “floor show” 
in the washer business! 


We think every washing machine sales- 
man ought to read the Zellers’ letter. 

It should renew his confidence that he 
can demonstrate and sell Easy with 
positive assurance that it will give the 
customer top-quality performance 

year after year! 


Easy Washing Machine Corporation, 
Syracuse 1, New York. 














TTME-ly promotion for 


a sensational NEW gift item... 


i 
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4, 


NEW PROFITS and STORE ff ‘ 
TRAFFIC for dealers who 1 G . ron 


take advantage of this |i e@scesabeyndeas 
SPECIAL PROMOTION! 


/ electric clock 


Timed right for the greatest gift clock sales in history! 
A spectacular advertising campaign for the dynamic Jefferson 
“Golden Hour” Electric Clock is ready to hit the tremendous gift 
market at the height of the season! This special promotion will 
appear in the May 7 issue of TIME Magazine and the Spring and 
Summer issues of BRIDE'S Magazine...reaching more than three 
million prospective (and able-to-buy) gift buyers in practically every 


city, town and community in America. 





It’s your great opportunity to cash in on the unique electric 
clock that has stirred up more interest than any gift clock in years! 
Its sensational ‘“‘see-thru” dial makes an irresistible display wherever 
you feature it. Order them now...display them now...and watch 
sales and store traffic skyrocket! 


the sensational Gift Clock 
with the magic “See-thru” dial 


$2 2 a plus tax 
Call your distributor today! 


electric clock 


JEFFERSON ELECTRIC COMPANY, BELLWOOD, ILLINOIS 


PAGE 10 


THE NATIONAL APPLIANCE RADIO-TV PICTURE 





lotal of set ownership in the Los 
Angeles area had reached 877,421, 
by the first of the year, with 46,189 
sold during December. San Fran- 
cisco has had something of a tele- 
vision boom. Set ownership in this 
district went up 9 percent in De- 
cember, 11 percent in January. One 
prominent bay area dealer says 
February sales in both radio and 
['V have been about 85 percent 
those of January. He foresees a 
volume for the year equal to or 
ibove that of 1950, with little or no 
tage of supply. A western man- 
icturer is almost equally optimis- 
stating that redesign has by- 
passed material shortages. Use of 
valt in his product, for instance, 

is been cut by about 90 percent. 


February Sales High. From 10 
to 15 percent below January but far 
ibove 1950 is the record for appli- 
ince selling throughout most of the 
northern California area. Sales in 
he rural areas of Oregon and 
Washington are slightly down, but 


one music store in the Seattle area 


which specializes in appliances has 
ust enjoyed the highest sales rec- 
ord of its history. San Diego sales 
ire up both for last year and for 
the first two months of this year in 
all items except space heaters and 
ating pads, both of which may be 
redited to the relatively warm win- 
Arizona shows that the year 
hus far has been slightly below last 
vear in all items except freezers, 
radio, television sets and air con- 
ditioning. Denver sales are high, 
with a large proportion of replace- 
ment selling, refrigerators leading 
with trade-ins. Customers every- 
accepting 1950 models 
without question, even preferring 
hem to later types because of their 
fear of substitutions. There is little 
or no price resistance evident 
For the most part, appliances 
reaching the West are of good qual- 
ity with no apparent substitutions, 
and supplies have been ample to 
care for the demand, with some ex- 
eptions. Deluxe model ranges of 
the two-oven type are very scarce, 
Particularly 
favored models in other items are 
also hard to come by. There have 
been a few reports from southern 
California of tie-in sales, the dealer 
eing required to take a less-wanted 
item in order to get the appliance 
he wants, but on the whole, distrib- 
utors have had so few leftovers that 
there is little temptation for this 
practice 


vhere are 


us are also freezers. 


Distributors Seek Diversification. 
On the whole the dealers, most of 
whom have built up considerable 
inventories, are in a somewhat 
sounder position than are the dis- 
tributors, who live from one deliv- 
ery to the next, shipping out stocks 
as fast as they arrive. As the supply 
dwindles, they will have little or no 
warehouse reserves to keep them 
going. More than one western dis- 
tributor is exploring the possibility 
of taking over sub-assembly con- 
tracts under the defense program if 
sledding gets too hard. Others are 
exploring the possibilities of ex- 
panding their lines into diverse 
fields. One distributor has turned 
his entire basement area over to 
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service work, which he feels will 
improve his position, whatever the 
future may hold. 

Dealers thus far have not 
extended their activities far into 
new territory. Some of them have 
added new electrical lines or added 
related equipment they did not pre- 
viously handle, such as evaporate 
coolers, or farm pumping equip- 
ment. Later on, if the pinch is felt 
seriously, there will be more ex- 
ploring of the possibilities of such 
fields as furniture, housewares or 
gift lines. There seems to be little 
tendency to get back into the han- 
dling of records on the part of the 
many who dropped out of this field 
some time back 


California Boom. Reports from 
Sacramento on the sales tax indi- 
cate that appliance sales in Cali- 
fornia amounted to 90 million dol- 
lars in 1950, 67 percent above those 
of 1949, with television doing much 
to swell the total. There appears 
to be something of a boom in the 
state, employment standing at an 
all-time high. The local office of 
the Department of Commerce 
places California at the top of all 
states in the number of communities 
it boasts with more than 10,000 in- 
habitants. This means an increase 
in urban population, with a con- 
sequent change in buying habits. 
Western distributors report, for in- 
stance, that the rural market buys 
more dark-wood TV and radio cabi- 
nets, city dwellers more blond wood 
and modern types. Smaller freezer 
cabinets and more combination re- 
frigerators and freezers are bought 
in the cities. 

Records from the municipal util- 
ity district in Sacramento covering 
dealer sales for 1947 through 1950 
show that sales of both electric 
range and refrigerator have more 
than doubled in the four years 
Home freezer sales have shot up, 
placing them now among the four 
top major appliances, while home 
dryers have entered the picture in 
an important way during the past 
year. 


Utility Plans Flexible. A survey 
of utility plans for the coming year 
indicates that they are rich with 
promotional ideas on a_ flexible 
basis, ready to adapt the program to 
whatever the status of appliance 
supply may be. Seattle City Light 
now takes over the property of 
Puget Sound in that area and prom- 
ises to continue active promotion of 
the all-electric home on a favored 
rate basis. The city is back in the 
merchandising field with a limited 
program. Montana Power found its 
rural sales bonus plan for dealers so 
successful that it would like to re- 
peat it this year. Limiting factor 
may be supply of major appliances. 
Central Arizona has a program of 
ageressive selling in the form of 
dealer helps. From Hawaii the util- 
ity reports a continuation of its pro 
gram to replace loss of military load 
by pushing domestic 
sales. 

Both Arizona’s and San Diego’s 
frozen food and freezer fairs 
reflected the current freezer short- 
age by placing more emphasis on 

(Continued on page 148) 
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The Du Mont Story 


the most exclusive, basic, effective sales story 
in Television 


An Authorized Du Mont Dealer is much more than just 
another outlet for television receivers. His Du Mont 
Telesets* come straight from the laboratories where 


television itself was born... finely built by the world’s 
First in Development a 2 Aa 

a Sa tna! Wiidiid ‘ies Wieden eines os foremost manufacturer of precision instruments utiliz- 
very expensive laboratory curiosity. Dr. 
Du Mont developed this tube and made ing the Cathode Ray Tube...a manufacturer who has 
electronic television practical. Today... 
Du Mont is the foremost maker of preci- always I n and will always be first in electronic engi- 
sion electronic equipment utilizing the 
Cathode Ray Tube. , 

neering development. 


All the prestige that has been built around the 
name “‘Du Mont” by twenty years of electronic pioneer- 
ing and leadership goes with the Du Mont Franchise. 


First in Telecasting All the improvements discovered at the laboratories 
Du Mont operates the first television net- z 
work, whose key station, WABD, New are reflected in Du Mont Telesets. 
York, was the first fully equipped station 
on the air. As foremost maker of high- It all adds up to the most complete, the most 
fidelity, precision telecasting equipment, 

Du Mont has planned and built many 


lendiine television stations. logical, the hardest-hitting sales story in television, 


making a Du Mont dealership more than ever... 


television’s most coveted franchise 





First in Home Receivers 


ne osu i Du Mont built the first commercial home receivers in 1939. 
First in Radar In 1946 Du Mont brought out the first complete line of tele- 

In 1933 Dr. Du Mont filed a patent which vision receivers. Du Mont was first with the 19-inch tube, 
the 17-inch rectangular glass tube, the short-neck tube, now 
the giant 30-inch tube. No wonder the name Du Mont has 
come to mean “first with the finest in television.” 


the Army asked him to withdraw for se- 
curity reasons. The idea, developed in 
secrecy, became radar. Du Mont also con- 
tributed ideas for loran...and other elec- 
tronic devices for national defense. 





*Trade Mark 
Copyright, 1951, Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, N. J. and the Du Mont Television Network, 515 Madison Ave., New York 22, N. Y. 
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PRE-SELLING FOR 


FAMILY CIRCLE 
WOMAN'S DAY 


1 


mt ann 


YO 


AMERICAN HOME 
MODERN ROMANCES 
HOUSEHOLD HOLLAND'S 
PARENTS’ SUNSET 
a CHRISTIAN SCIENCE MONITOR J 
plus 21 State Farm Papers_blenketing the rural market. 








the washer with a 
trouble-free future! 


In buying a new washer, some important questions 


to ask ore: How long will it take me to do a week's 
washing? Will it get dirty work clothes really clean? What 


about repair bills and upkeep cost? How about life of service? 


Your Speed Queen dealer has plenty of evidence to 
you that a DOUBLE-WALL Speed Queen 
guarantee for fastest washdays, cleanest clothes, long 
lite service and freedom from repair bill worries. See 

your Speed Queen dealer, or write to the Speed 
Queen Corporation, Ripon, Wis. for the booklet 
“How | Wash 7 Loads Per Hour 
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A Lull in the Boom 


(By McGraw-Hill Dept. of Economics) 


the moment at least, gauging 


Foe 
} the general business outlook has 


regained some of the attributes of a 


sporting proposition. Along with those 


| of spring, there are enough harbingers 


of some let-up in the boom to intro- 
duce an element of risk in simply sing- 
ing the old refrain about rushing busi- 
ness and rising prices. 

after painstaking 
searching, we cannot find anything on 
the horizon which portends more than 


However, much 


a temporary lull in booming business 
and 


soaring prices. And, although it 


the line where we know 
more than we read in the papers, 


is outside of 
any 
we have no trouble envisaging inter- 
national developments—perhaps some 
aid to the beleagured Chi- 
nese in Korea—which would again in- 
tensify both the boom and the inflation 


Russian air 


Five developments appear to be pri- 
marily responsible for the considerable 
volume of feeling that the boom and in 
flation are tapering off. They are: 

1. The announcement that the Fed- 
eral Reserve Board and the Treasury 
are in full accord on steps to be taken 
in monetary and public debt manage- 
ment. Since the Federal Reserve peo- 
ple have been represented as avid for 
much more rigorous controls on infla- 
tion via credit controls such an agree- 
ment would imply that we'll get them. 


2. What looks like a considerable 
amount of languor in getting the de- 
fense production program rolling. This 
is hard to establish. But it is certainly 


| true that the automobile industry has 


been turning out cars at a record clip 
and television sets are running out of 
dealers’ ears—a situation hard to recon- 
cile with the emphasis on military pro- 
duction in the headlines. 


3. A big pileup of business inven- 
tories, held by citizens nervous enough 
to unload them if sagging prices ad- 
vised them to do it. This is true in 
the textile field, as well as in television 
and then appliance lines. 


4. A marked tendency of the stock 
market to droop. A positively dazzling 
postwar record of telling nothing about 
general business prospects has not, it 
seems, destroyed the prestige of the 
stock market as a totem pole. In the 
last few weeks, too, prices of the sen- 
sitive commodities have been easing 


| off. The Dow-Jones index of com- 


modity prices dropped about 3% be- 
tween mid-February and mid-March. 


5. An increasing volume of conver- 
sation about a Russian “peace offen- 
sive” which, in some way not very 
clearly disclosed, would convince the 
American people that we don’t need 
to mobilize to survive. 


NO MORE THAN A LULL 
We think that the agreement between 
Federal and the 
Treasury is important, but more for 


Reserve 3oard 
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the long-run business outlook (over 
the years) than for the immediate 
(near) future. The slownes: of the de- 
fense production program looks to us to 
be a reflection of the complexity of 
modern military production require- 
ments rather than stalling on the job. 
In any event, our inquiries indicate 
that the production facilities involved 
in the defense program will, in one 
way or another, continue to be 
stretched virtually taut. 

It strikes us as well within the realm 
of possibility that there may be some 
jittery unloading of inventories in the 
immediately ahead. If so, it 
would presumably knock down a num- 
ber of prices, primarily in the field of 
consumer goods. Some of the imported 
foods, cotton textiles, and perhaps tele- 
vision sets and other appliances seem 
likely candidates. This, in turn, might 


period 


lead to some reductions in production 
schedules. 


MR. WILSON AND WAGES 


But lest you become excessively pre- 
occupied with the vision of a large 
break in or consumer goods, 
turn your attention to the one of the 
momentarily submerged facets of the 
flamboyant conflict between Mobiliza- 
tion Director Charles Wilson and the 
labor leaders, ex 7 7 This 
particular facet is the labor leaders’ 
contention that it amounts to cruel and 
unusual punishment for Mr. Wilson’s 
stabilization crew not to approve a 
wage increase of more than 10 per- 
cent since January 15, 1950. While 
contemplating this atrocity, bear in 
mind the fact that a general round of 
wages on that order would add about 
$10 billion more to the income of the 
nation’s consuming public. That’s 
clearly enough to give consumer prices 
inother large upward jolt. 


prices 


Lewis. 


CAPITAL GOODS—SOARING 


Further to fortify the boom, if it 
should falter, is the truly collosal pro- 
gram of capital expenditures which 
American industry wants to carry out 
this year. 

The surge in capital goods, in fact, 
promises to keep heavy industry going 
in high gear at least until the military 
program gets going. It is not now 
possible to put precise dimensions on 
military production, but industry’s new 
plant and equipment program is a lot 
bigger than the military “hardware” 
program currently—and it promises to 
remain out in front for some time to 
come, 

For these going 
higher, soaring capital investment and 
the military program—it to us 
that American industry's productive 
facilities will be stretched taut for a 
long while to come. End 


reasons—incomes 


seems 
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Desk Fans 


MODEL 5462—50-60 cycle, Pe oscil. 
lotor, I-speed, delivers 700 C.F.M, 
opalescent Windsor green finish. 


MODEL 1049—50-60 cycle, 10” os- 
cilator, |-speed, delivers 600 C.F.M,, 
light ton finish. 


MODEL 451—25-60 cycle, AC. of 
D.C., 10” oscillator, 2-speed, delivers 
800 C.F.M. on D.C, blue-gray finish. 


Exhaust Fans 


NEW Model V-520A Challenger 
Vent Fan—50-60 cycle, 20” guarded 
blade, rubber mounted, delivers 3300 
C.F.M., black wrinkle finish; operates 
in either vertical or horizontal position. 


Model V-510, V-512, V-516 Chal- 
lenger Vent Fans— 10", 12” and 16” 
models, deliver 600, 850 and 1500 
C.F.M. respectively; light in weight, 
easily mounted in walls of light con- 
struction, 


Model V-105 Signal Ring Type 
Vent Fan—feother-weight model can 
be mounted on wallboard; features 10” 
quiet-type fan blade and cast — 
mounting ring; delivers 700 C.F 
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MODEL 361—<60 cycle, 12” oscillator, 
3-speed, delivers 950 C.F.M, block 
wrinkle finish. 


MODEL 1249—50-60 cycle, 12” os- 
cillator, 2-speed, delivers 850 C.F.M 
opalescent Windsor green fini 


MODEL 1251—50-60 To 16” os- 
cillator, 3-speed, oe 500 C.F.M., 
glossy black enamel fini 


MODEL 1649—50-60 cycle, 16” os- 
cillator, 3-speed, delivers 1250 C.F.M., 
opalescent Windsor green finish, 


Model V-312, V-316, V-318 Sig- 
nal Bucket Blade Exhaust Fan — 
12”, 16” and 18” models, deliver 840 
C.F.M. zero static pressure—1200 
C.F.M. free air delivery, 1260 C.F.M. 
zero static pressure—1800 C.F.M. free 
oir delivery, 2030 C.F.M. zero static 
pressure— 2900 C.F.M. free air delivery 
respectively; has fully enclosed, shaded 
pole, thrust-type boll bearing motor, 
operates in either horizontal or vertical 
position. 


Model V-124A Signal Bucket Blade 
Exhoust Fan — 24” model, 

delivers 4000 C.F.M.; has \. 
thrust type ball bearing capacitor 
motor, operates in either horizontal or 
vertical position. 


1951 


Pedestal Fans 


MODEL P-1251—50-60 cycle, 16” 
oscillator, 3-speed, delivers 1500 C.F.M., 

ish; telescopic floor 
stend provides height adjustment from 
4’ 6” to 7’ 6”—floor to center of fan. 


Floor Fans 


MODEL TF-12 Secretaire — 50-60 
cycle, 12” floor fon, 3-speed, delivers 
2400 C.F.M., beverage resistant, hand- 
rubbed, wood cabinet, walnut finish. 


MAIL THIS COUPON ie) >7-% & 





MODEL CF-20A Air Circulator— 
60 cycle, 20” blade, ge delivers 
3300 C.F.M.; telescopic floor stand 
provides height adjustment from we na 
to 7’ 6"—floor to center of fan; 

nwts allow fan to be hiked —varying 
angle of operation from vertical to 1 
degrees below horizontal, in 15 degree 
angles. 


Kitchen Vent Fans 


MODEL V-SOA Wall Fan — 50-60 
— 10” blade, !-speed, delivers 650 
C.F.M.; finish inside frame ond door 
white baked enamel, balance brown 
enamel, shutters aluminum. Available 
in A.C. or D.C. models and to fit wall 
thicknesses up to 24”. 


Window Fans 


MODEL W-101—50-60 cycle, 10° blade, 
\-speed, switch in cord, delivers 700 C.F.M, 


MODEL W-201—50-60 cycle, 20° biede, 
3-speed, switch on panel, delivers 3300 C.F.M., 
eversible. 


Model WR-122 Hectrically Reversible Win- 
dow Fan— 50-60 cycle, 12” biade, |- 
each way, switch on panel, delivers 900 

in both directions. 


Model WR-162 Electrically Reversible Win- 
dow Fan—50-60 cycle, 16” — 2- yr 
each way, switch on panel, delivers 1500 C.F.M 

ir ections. 


Model WR-202 eng Reversible Win- 
dow Fan—50-60 cycle, 20” blade, 2-speeds 


each way, switch on panel, delivers 3500 C.F.M 
Exhoust (intake slightiy less). 


Mea a bay at oY MY PO" tagy / 


Signal Electric Mfg. Co., Menominee 8, Michigan 


RUSH complete i: 


information 
COOLSPOT Fan Lines for 51. 


and discount schedule on the SIGNAL- 


1 am: (Check one) [) Decler* () Distributor 





“Hf Dealer, give us name and address of your Distributor 
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»«ssomebody came 
along with a sewing § “~ 
machine I can sell at a 
PROMOTABLE PRICE=— 
with a GOOD PROFIT...!” 


— Say Many of Our Satisfied Dealers and Distributors 


Now is the time to cash in on the terrific boom in Home Sewing. Look 
at the market! Over 100 million patterns sold to American women in 
1950 — more than a 50% increase over the last decade. Prouf that Home 
Sewing is in full swing — a continuing trend. Get your share. Stock up 
on these low-cost, high mark-up Universal Sewing Machines now! 


HERE ARE @ Goop 
REASONS WHY 
ALERT RETAILERS 
AND DISTRIBUTORS 
SHOULD STOCK... 


UNIVERSAL 


REG. U. S. PAT. OFF. 


SEWING MACHINES 


PRECISION BUILT FOR “A LIFETIME OF SERVICE!” 


The time is right. The Home 
Sewing Market has never been 
brighter. 


Universals are priced right. Many 
customers pay cash for Universalis. 


3 


Contact your nearest branch —don‘t delay — 
come in, let's talk it over! 


4 Your own private brand — if you wish. 


—s) 


all ted feat round full size 
machine head; 7 speed 1/15 hp AC DC 
Universal Sewing Machine motor; consoles, 
desks, and portables, wide choice of cabinet 
styles and finishes. 


National distribution. 3 main offices and 


warehouse centers, strategically located, to 
serve you. 





STANDARD SEWING EQUIPMENT CORP. 


LOS ANGELES 


GO 
CHICA et 


RK 
emp 1929 So. Halsted St. 


114 W. 27th St. 
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“it’s about tlme:-- 
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Free Photographs 
Build Extra Sales 


V HEN a Hempstead, N. Y., re- 

tailer tried to set up a newspaper 
ad featuring “the faces of our cus- 
tomers” and went around to collect 
photographs from some patrons of long 


| standing, he found that practically none 


of them had a recent portrait available. 


The discovery led him to develop a 
| clever, inexpensive merchandising idea 
| that any retailer can use any time of 


the year. 

He wanted to offer his customers 
free self-portraits with the purchase 
of a certain amount of goods, and he 
wanted to keep the amount low. What 


| he needed was a portrait studio that 
1 


| the sake of volume business. 


would do the camera work cheaply for 
Almost 


| immediately he found a new photog- 


rapher, 


| solicit the 





introduce himself 
who offered to take 
of each new customer free, 
for the store’s permission to 
sale of extra prints, color 


after the original was de- 


anxious to 
to the community, 
one photo 


in return 

work, etc., 

livered. 
Small Purchase Supplies 


Now the retailer displays colorful 
signs in his window and on his counter 
showing a typical 8x10 portrait, with 


| the tagline “An 8x10 Photo of Any 


Member of Your Family”. The copy 
below explains that the portrait will 
be furnished at the store’s expense with 
the first $5 spent by any new customer. 
Each purchaser gets a certificate au- 
thorizing the commercial photographer 
to take his picture whenever an ap- 
pointment can be made. The dealer 
tells the customer that the stunt is 
meant to build goodwill and welcomes 
him to the store. 

Word-of-mouth advertising has 
brought people miles out of their way 
to capitalize on the Hempstead re- 
tailer’s offer. He says, “The idea 


| seems to have particular pull because 


so many people never get around to 
having a portrait made until some- 
thing prods them into action. Our 
offer is the ideal prod.” End 








“WOULD YOU WRITE OUT AN ORDER FOR 

AN A-6 WASHER FOR THIS LADY, MAC?—MY 

DOCTOR SAID | SHOULD TAKE IT EASY FOR 
A WHILE.” 
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DEALERS RING UP 
ONE-FOURTH OF U.S. TOTAL 
| OIL FLOOR FURNACE SALES 


40,000 to 112,800 B.T. U. Output 
Seven Models 
Automatic or Manual Control 
Easy to Install 

Floor or Dual Wall Registers 

A Major Home Appliance 


KRESKY EVENHEAT MODEL... 
THE BIGGEST SELLER OF THEM ALL 


Why not let a Kresky district representative blueprint 
your share in Kresky’s ANNUAL QUARTER OF 
NATIONAL SALES PROFIT? If you'd like him to call, 
or if you want more information right away (or both!), 
just fill in and mail the coupon below. 


KRESKY MFG. CO., Inc. 


2nd and H Streets, Petaluma, California 
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25 per cent of the industry’s national sales. That’s the Kresky 
Story year after year. Such figures speak for themselves. 


They’re not surprising. 


After all, Kresky pioneered the oil floor furnace. It marketed 
the first one ever sold in America. 


Thanks to progressive engineering research, Kresky has 
never lost this original lead. Today — as always—“Kresky” 
means Sales Leadership in automatic oil floor furnaces. 


Heart of all Kresky Oil Floor Furnaces is the exclusive 
Kresky Forced Air Induction Oil Burner...the burner that 
revolutionized oil heating. 


It has imitators. But none of them has a// the features that 
make the patented Kresky burner what it has always been 
—the finest oil burner made. It’s still unequalled for clean, 
low-cost, automatic oil heating. 


i duly Oe 

iy vy ¥ Ip THE ORIGINAL 

Tie FORCED AIR 
INDUCTION 
OIL BURNER 


Actually prove this to prospects right in your store with 
Kresky’s Burner Demonstration Kit. It puts a real “hay- 
maker” in your sales talk. 


KRESKY MFG. CO., INC. 
2nd Street, Petaluma, California 


oO Ask your District Representative to call and pinpoint Kresky’s market in my area. 
oO Send me complete facts and figures on Kresky Oil Floor Furnaces by return mail. 


NAME COMPANY. 





ADDRESS. 

















A Good and 
Honored 


Name 


Amane 





The job is done. The Amana nameplate is being attached to the freezer. And now, 
another Amana is on its way to a dealer’s showroom. 


That Amana nameplate represents more than a piece of metal; it is the proud 
signature of every hand that helped produce the Amana freezer. The men who make 
Amana freezers ARE proud men... proud of their craftsmanship . . . proud of their 
inherent skills which have been handed down from father to son for many generations. 


This Amana tradition of fine craftsmanship inspires Amana dealers. They, too, 
share the pride of selling Amana, the finest of food freezers. Their Amana franchise is 
their badge of honor. Amana’s exceptionally complete line of both chest and upright 
model freezers, in a wide range of sizes, offers dealers the opportunity to satisfy the 
requirements of EVERY prospect, regardless of the size of the family or type of home. 
These obvious selling advantages, backed by hard hitting, national advertising and 
sales promotional material, assure Amana dealers of MAXIMUM profits . . . profits 
that grow with each passing year. 


Yes, more precious than riches or fame... 


is a good and honored name. 


a an ar AMANA REFRIGERATION, INC. 


FOOD FREEZER AMANA 16, IOWA 


‘BACKED BY A 
CENTURY-OLD TRADITION OF 
FINE CRAFTSMANSHIP” 
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No Dust Bag to Empty 


ROYAL “cylinder” Cleaners, 
Models 290-A and 280 are equip- 
ped with “Toss Out” paper bags. 
Great time and work savers. 











ROYAL Model 280—An efficient and well 
built cleaner—a rapid seller and profit maker. 
Has complete tool equipment and handy 
storage kit. Equipped with the new ROYAL 
“Toss Out” paper bags. 








Model 290-A 


Good Housekeeping 


* ae 
C245 aoveansto 1S 


ROYAL Model 290-A—No finer cleaner at any price. A com- 
plete, highly perfected home cleaning system that cleans with 
maximum ease and speed. New type, high speed motor - leakproof 
swivel nozzle. Complete tool equipment with convenient stor- 
age kit. ‘“Toss-Out” paper dust bags. 


ROYAL Model 270—A full size, full powered cleaner that will 


do a superb job and give many years of faithful service. Its low 


price and fine quality make it an outstanding value. 


ROYAL Model 250—A full powered cleaner that will outper- Se ee 
. . : are so only 
form many cleaners selling for almost double its price. Ideal for Sikenahs lena 
small homes and apartments because of the small storage space able local dealers. 


required. A fast-selling cleaner that pays you a good profit. 


Contact Your ROYAL 
Distributor Now 





Model 270 


Model 250 











a 3) Due to the scarcity of materi- 
= als, production of ROYAL 
Cleaners has been consider- 
ably curtailed. Get your share 


of ROYAL profits by order- 


leads the world for value 
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Fits both sash and casement windows — 


exhaust or intake — Nature's principle of 


FOUR WINDS 
Window Fan 


MODEL 4-Handsome, sparkling 
beauty in streamlined plastic de- 
sign; harmonizes with any interior 
furnishing scheme. Astonishing per- 
formance!—patented “louver- 
directed air" feature gives 45 to 
50% increased efficiency. Moving 
a larger volume of cool air, it 
quickly floods the room with fresh, 
cool comfort. 

Easy installation without tools; fits 
either sash or casement windows. 
No unsightly baffles or sliding 
panels. 

Adjusts to any direction; 3 speeds; 
either exhaust or intake. Portable 
for use in any room, any window— 
or on floor or table. 


room cooling! 5-YEAR GUARANTEE 


APRIL, 
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ta Comfort Sales, 


DIFFERENT ER-FLOW ACTION— almost double efficiency — smartly 
n modern plastic — this Welch Four-winDs window fan is the 





isation of the industry. It is the product — 


TO SPEARHEAD 1951 VOLUME SALES! 


ts all-purpose convenience — easy installation in sash or casement 
windows — and amazing louver-directed air action, are easily dem- 


Pol onstrated to any customer on-the-spot! 
Here is the NEW member of the famous Welch family of Air-Flight 
Circulators — offering superb quality and performance at a mass- 
market price. Other Welch models assure sales and profit opportunities 
at every price level. 
STRONG PROMOTIONAL supPORT makes these Welch Air-Flight Circu- 
lators and Window Fans a “main-line” activity. 


IMMEDIATE DELIVERIES. 


MODEL 15=Styled and 

priced to hit the mass MODEL 1I1-Same as Model 

market with a smash- 12 except black and clear 

wallop. Now in second plastic; widely chosen for both 

year of top popularity. home and office use; a volume 
number in sales and profits. 


TWIN-MASTER 


Reversible motors and 
blades—offers amazing 
results with 2-way 
action. 6-speed combi- 
nation control; exhaust 
or intake. Fits regular or 
casement windows, 
wood or metal, installed 
without tools. Handsome, 
yet unobtrusive—har- 
monizes with any deco- 
rative scheme; gray 
baked enamel finish. 





MODEL 12 Fast seller year 
after year; leader in style and per- 
formance, and in dealer profits. 
Mahogany and buff plastic. 





W. W. WELCH COMPANY 
GENERAL OFFICES: Glenn Bldg. 
Cincinnati 2, Ohio 


CIRCWLATORS 
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Your customers talk— 


when they own a 


automatic electric WATER HEATER 
<a AE SY 


. And how they talk—it’s something to tell their friends about. And natu- 
rally they recommend you as their dealer. How easy it is to turn these pros- 
pects into new customers when you can offer all the sales-appealing ‘‘plus’’ 
features of a D. W. WHITEHEAD Automatic Electric Water Heater. 


Among these many features are: Plenty of clear hot water * Economy 
* Trouble-free performance * Advance design * Precision engineering 
* Gleaming enameled casing * Table-top models for extra work space, 
upright models to conserve floor space * Adjustable thermostats * Extra- 
thick Fiberglas insulation * Underwriters’ approved heavy wiring * Double 
extra-heavy galvanized steel tank * Heat trap to prevent back circulation 
in piping * Heavy legs for sturdy support * Inlet and drain located to offer 
greatest installation convenience * Cathodic protection by magnesium rod 
* Easily removable porthole cover * Chromalox immersion heating unit 
* D. W. Whitehead also features an exclusive baffle at cold 
water inlet. This prevents mixing of hot water with incoming 
cold, insuring consistently even water temperature and 
greater economy of operation. 





Nationally Advertised - VV e 
LIBERAL 10 YEAR GUARANTEES Qo OVrEat 4 
ON EXTRA-HEAVY COPPER-BEARING fl. ; 


GALVANIZED STEEL TANKS 
WHEN ORDERED 


WITH CATHODIC PROTECTION D. W. WHITEHEAD MFG. CORP. 
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TEHEAD 


607 West Ingham Ave., Trenton 8, N. J. 
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“Sooner or later you : 
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me roduct, 
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PRODUCTS @i 


esl 


@ 
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Promotions” 


= 
ri 


for e Mhherws Dar y Gifl. ) 


(MAY 13TH) 


tr Gtlhs tothe Bride... 


Dreslo PRODUCTS will be in Great Demand! | . 





The only complete line on the 


ee. «i ee aes Here’s one of the 37 million hard-hitting full color ‘‘ad”’ messages 
pan tesneetd ... olla which will pre-sell PREsto Products in all leading national magazines, 
timed to drive home the PRESTO message at this peak gift and profit 
season of the year—May for Mother’s Day and June for brides! 
Get into the Presto Profit Parade! Feature Presto Products in 
your local advertising . . . and throughout your store! Join the smart 
PrEsTO Dealers who say... 
“It’s Fun to Make Profits the PRESTO Way!” 





FREE! 
Point-of-purchase displays, 
newspaper mats, etc., 


ie ennui: aaw ailes sent free on request. 

sensation in the electrical 

housewares field!... Opens a The most amazing steam or 

new profit-plus field for youl dry iron ever invented! . .. 

Tests in major markets prove Rapidly attaining leadership 

it sells on sight! in the electrical hovseware's 
field, and in tremendous de- 
mond everywhere! 


 Drcslo We Dneslb 


Dixie: Dixie Bryer iN Mews Steam ber « 


x ww 


‘ 


MAKERS F WOR FAM 


NP Wile). (Gm 1:14-3-10] 1 maeole) 43: mae). 1 7-\. bd Aue Ulieinitaban aaa: ial 


fics Brench ‘ 
EAU CLAIRE, WISCQNSIN Factories, LOS Angeles Calif. - Wallaceburg, Ont., Canada 
\ ’ | 


and Foct 
, 
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General Electric presents 


front-opening, easy-loading 








i we POPU BET AT prERNE BRET: 
1.2 OOD ao oO 


Fo 0. A 

Jop loadings so easy / jaz 
And see the extra 
counter space! 


~ a FO 


/ts perfect! 
g\ Hope my dealer has itl 





The new G-E can be installed in two ways— 


(1) as a separate unit that fits under existing counter tops, and 
(2) as a separate unit that stands alone! 
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its sensational new 


Automatic Dishwasher! 


Dealers can now offer customers a choice of G-E models! 
New Dishwasher provides extra counter space! 


iV" ITH THIS new addition to the great G-E Automatic 
Dishwasher line, you'll be able to answer the partic- 


ular needs of every customer! 


You can now offer a choice of the two leading types of 


automatic dishwashers—the top-opening model, and the 
equally popular front-opening one. A choice of G-E’s—a 
choice of the best! A double-barreled sales story for you! 


It’s good to know, too, that General Electric is backing 


its complete dishwasher line with terrific, all-out adver- 
tising and promotion. Another excellent reason why G-E 


dealers are in the best possible sales spot today! 


When introducing the great new G-E to your custom- 
ers, it will pay to remind them that they’re getting not 
only famous General Electric dependability, but a com- 
bination of worksaving, timesaving features that can’t 
be beaten by any other dishwasher. 


Here are the features of this new G-E Automatic Dishwasher 
that will help you sell! 


Front Opening —Glides out from under counter smoothly and 
easily—gives you extra work space on top at all times! 


Easy Loading — No tiresome bending or stooping! Glides out 
so far you have complete, easy access to all the racks! 


Completely Automatic — Turn one control and dishes, glasses, 
pans and silver are double-washed, double-rinsed and dried— 
sparkling clean! 


“Spray-Rub” Wash Action —Gets rid of sticky foods and 


grease! Gives uniform action for many dishes or just a few. 


Plastic-coated trays —@ smooth, soft vinyl plastic coating 
prevents chipping, and handles the finest china and glassware 
easily —safely. 


Calrod® Heating Unit — Provides extra heat the instant dish- 
washer starts. Keeps hot water hot during the double wash— 
double rinse! Dishes are washed to hygienic cleanliness! 
Drying by Electrically Heated Air —Calrod-heated air is 
circulated up around the dishes—drying everything to a 
erystal-bright glitter! 

Large Capacity —Washes complete family service for eight. 
Once-a-day dishwashing for the average family of four! 

Low Installation Cost —Wiring and plumbing readily acces- 
sible—designed for simplified, quick installation! 
Long-lasting Dependability — General Electric’s famous 
name assures you long years of top-quality performance! 





Trim and specifications subject to change without notice, 


You can put your confidence in— 


GENERAL @@ ELECTRIC 
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All the features that mean so much 
to every customer! Beautiful styl- 
ing: marvelous ‘‘waterfall’’ top 
flows over edge of range . . . one 
smooth, seamless surface to clean. 
No burner bowl seams, either . . . 
bowls are all part of the one-piece 
top! Gleaming acid and stain resist- 
ant porcelain enamel coats every 
range. This supreme quality Tita- 
nium finish is ever-white . . . is un- 
affected by fruit or vegetable acids. 

Dependable oven heat control! 


A complete, 1951 selection of won- 
derful, automatic electric ranges! 
Your customers will marvel at the 
many desirable features. 

Now just a glance at the beautiful 
backguard and they can select the 
heat intensity they want. A series of 
push-buttons (representing the 
7-heat intensities of each of the sur- 
face units) are colored from deep 
red (hot) to light pink (simmer). 
Through this graduated-color 
method, the modern cook can know 
the heat intensity before pushing 
any buttons! 

Quickly-cleaned flat coils spread 


MORE BIG NEWS! 


NEW! Sway 64s rancts 


Robertshaw precision thermostats 
accurately govern heat for perfect 
baking and roasting. Interval timer, 
built into fine electric clock (on top 
models) allows up to 4 hours exact 
timing. Ovens are extra-large, fully 
porcelain enameled, with rounded 
corners so easy to clean! 

High, swing-out, smokeless 
broiler! Fats can’t burn and cause 
unpleasant odors. Easy to reach! 
And there's a Murray Gas Range to. 
suit every kitchen, every budget. 


MONET MAKING NEWS! 


NEW! SEORRAW ELECTRIC RANGES 


the heat evenly . . . help make high- 
speed electrical cooking a reality. 
They can be raised easily, in posi- 
tion, and cleaned on both sides. 
Giant oven has clear-view, dou- 
ble-paned window that never 
steams up. Oven is inside illumi- 
nated, of course. And every Murray 
oven is Fiberglas insulated for top 
efficiency, cool kitchens. Depend- 
able Robertshaw controls, deep- 
well cookers, timed appliance out- 
lets, unit welded frames (for life- 
time service), silent nylon drawer- 
rollers are just a few more Murray 
features your customers will buy! 


DISTRIBUTORS AND DEALERS ! 


NEUR RAY CABINETS AND SINKS 


All-steel cabinet sinks with every 
modern convenience. 66” model has 
double drainboards and sumps, 
breadboard, cutlery tray, storage 
space galore, vegetable basket. 
Other models in 54” and 42” sizes. 

Beautifully styled wall cabinets 
with adjustable shelves, concealed 
hand grips, strong, semi-invisible 
hinges. Matching base cabinets, too, 


have sound-insulated doors, in ad- 
dition to silent, brass-runner draw- 
ers for that solid feel. Durable Vinyl 
plastic tops are wear and stain re- 
sistant . . . are edged with heavy 
chromium band for highest-quality 
appearance! Only acid and stain 
resistant porcelain enamel coat 
Murray sinks; hi-baked enamel on 
all cabinets. 


THE MURRAY CORPORATION OF AMERICA ¢ HOME APPLIANCE DIVISION « SCRANTON 2, PA. 
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ESPECIALLY 
FOR 


AUTOMATIC 
Clothes 
AND Dish 
WASHERS 








all’ CONTROLLED SUDSING 
5S CUTS SERVICE CALLS! 


No soap or messy suds to overflow, clog or slow 
down automatic washers when your customers use 
all. Fewer service calls—alll protects your washer 
profits, keeps customers happier. 


all‘ THOROUGH CLEANSING 
& CUTS SERVICE CALLS! 

IS THE PERFECT TEAMMATE alll, the complete detergent, includes softener and 

FOR AUTOMATIC WASHERS wetting agent, assures thorough, safe washing of 
Get the facts about alll’s action-stirring pro- all fabrics and soft, fluffy, fragrant clothes. alll cuts 
motion program, Blue Card Demonstration complaints and service calls! 
Plan, Store Clinics, Home Laundry Consult- 
ants, National Advertising, Special Local 
Promotions. Write for full information today. 1] a TRUE ECONOMY 

¥-F S CUTS SERVICE CALLS! 


One package of alll convinces most housewives of 
its greater efficiency and real economy. They save 
with alll! They repeat on alll! Perfect washings be- 


Te) come a habit with alll—free from problems and 
DETERGENTS, INC., Columbus, Ohio Pa service calls! 
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Here's a 
Super-Duper Promotion 


That Will Make Your 


May and June Sales 








‘specially Timed 


National Advertising 


... THE OVERTURE to these selling months is a powerful full-page color 
advertisement in the Ladies’ Home Journal, reaching one out of every two of your 
potential customers. Hundreds of women in your immediate neighborhood will see 
this ad on Horton’s automatic washer. Your local ads will tell them where they can 
buy. The ad is timed to hit the newsstands a few days before the first of May—to 


kick off Horton’s new... 


Easy-To-Use Promotion 
To Bring ‘Em In Quick! 


It’s Great! Its New! It’s a plan de- 

signed to create heavy store traflic— 

and to sell not just Horton products 

but every appliance in your store! Write “Joday for Complete Detactle; 
This sensational retail sales pro- 


motion is ready with a complete kit HOR ° CPN 


to furnish you a galaxy of merchan- 

dising aids—newspaper ads, display Washers. Dryers e lroners 
ideas, radio commercials, plus a dra- 

matic giveaway plan, complete with Horton Manufacturing Company 
souvenirs. You can move a lot of Fort Wayne, Ind. 
merchandise now! You can pre-sell 


a lot of prospects for the future! Horton Since 1871 
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Outdoor Activities Open New 
Sales Opportunities FOR YOU! 


Summer’s outdoor, away-from-home, on-the-go activi- 


The Sensational 
ZENITH UNIVERSAL’... 


A Universal Favorite! 
Owners rave about the Universal's ability to per- 
form with clarity and volume even in remote loca- + 
tions where many portables fail. Has an extra- $ 95 
powerful circuit with Tuned R. F. amplification, a 
more sensitive Alnico 5 Speaker, the exclusive Wave- 
magnet*, AC, DC or battery operation. Smartly Less Batteries 
styled buffalo-grained case in Black or Brown. 





ties call for Zenith Portable Radios—and promise you 
your biggest selling season. So cash in by tieing-in with 
Zenith’s big Portable promotion. Talk, show, dem- 


onstrate and sell Zenith Portables! 


World Famous and 
World's Finest! 
ZENITH TRANS-OCEANIC 


Extra-powered for long- 
range reception. Brings 
in Standard Broadcast 
plus international Short 
Wave on 5 separate 
bands. Plays anywhere 

on boats, trains, planes 
and is Humidity-Proofed 
against loss of sensitiv- 
ity. AC/DC or battery 


operation, $4)4251 


Less Batteries 


A Real Money-Maker! 
ZENITH 
TIP-TOP HOLIDAY* 


Stunning, streamlined 
and a standout perform- 
er! Lid swings up to re- 
veal giant dial—give 
tip-top tuning ease. Set 
plays when lid is up, 
shuts off when closed 
Handsome cabinet in 
Ebony or two-tone Blue- 
Grey plastic. AC/DC or 


battery... SQQut 


Less Batteries 


Popular and 
Profitable 
ZENITH ZENETTE* 


A giant in perform- 
ance—but tiny in 
size! Operates on 
AC/DC or battery 
Zenith built extra 
power into the 
Zenette to give extra 
enjoyment—and 
value. Ebony, Bur- 
gundy or White plas- 


tic case. $39951 


Less Batteries 


*Reg. U.S. Pat. Off. Suggested retail price. West Coast and far South prices slightly higher. Prices subject to change without notice, 


Here's an exciting-selling display for every 
Zenith portable! Put it to work in your 
window or on your sales floor and watch 


it turn store traffix 


a sales circus 


and street traffic into 


Your distributor has the details on this 
“Early Bird Display Special” but it’s 
on a while-they-last basis. It’s a real 
display bargain so don’t wait—ask 
your distributor today! 


eons ostancee RADIO 
and TELEVISION 


ZENITH RADIO CORPORATION 
6001 DICKENS AVENUE + CHICAGO 39, ILLINOIS 
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#®& Any dealer who wants an independent line as a price leader to beat the 

best that competition can offer has the tools to work with in Preway electric 
ranges. Solid sales appeal is packed into this well-balanced short line that gives 
women what they want .. . in style . . . in convenience features . . 
construction ... AND IN PRICE. 


. in quality 


Anyone who knows electric ranges at all — can rate these values by the simple 
expedient of a comparative score card. Try it. Get the facts; then draw your own 
conclusions. Do this and you'll see why Preway is the line in electric ranges — 
and gas ranges, too — that alert appliance merchandisers everywhere are using 
to their advantage. 
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New Line of Retrigerators 


every model New... top to 





Exclusive 











Seer 


[= 


SELF-D-FROSTER 


Here’s fast, completely automatic defrosting 
that’s really perfected. Defrosts itself in minutes 
—every night! Housewife sets time for defrosting 
once...then forgets it forever. It’s the biggest 
selling point in refrigeration history! 














Tell your customers the whole truth 








about self-defrosting! 


They hear plenty of claims about “automatic” 
and “no-defrost” refrigerators. But tell them 
how Norge—and only Norge—offers com- 
pletely automatic Jet Self-Defrosting. No 
hidden drain pipes to clog or corrode. No 








“counting buttons” to start the defrost cycle 
just at mealtime, or fail to start it at all if the 
user isn’t home to open the door! No frost to 
be scraped away .. . for Norge defrosts on 
schedule, every night .. . in minutes! 


uj of ttialolf. + + +s: 
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in design, style, new features! 


offers a Complete 
for 5/! 


bottom, inside and out! 














Smart new features make 


NORGE most convenient 
refrigerator ever designed! 


models. This is [T—the tren 
in styling, design, and we mt 
want, ask for, and buy. 5eé . “ 

"ut! You ll agree that the 
sade ‘Refrigerators are the hottest 
line in the appliance field. 





Nine brilliantly-planned — 
N EW from top to floor . e: oe 

out! They sparkle with new vi _ 
new design, and have dozens ie # 
fire selling features. NOT are — 
lineor a *face-lifting of last y 














elaine 





It’s the added features that sell 
eee and NORGE has them! 


Scores of them! Just what the little lady 
ordered and will immediately want when 
she sees the new NORGE. 

So, if you really want to make a cus- 
tomer out of a prospect in a big hurry, 
do this: 


SHOW "EM Norge’s full-length 


Handidor with shelves, exquisite new 
contour styling, Egg Nest, new Dial-A- 
Temp cold control, extra large Meat 
Keeper, and the dozens of other strong 
selling features. 


A model for every need... 
to fit every purse 
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TELL ’EM how the new Power King 


Rollator provides more cold with less 
current... how it wears iv and not oxt. 
Tell ’em about the exclusive automatic 
NORGE Jet Self-D-Froster ... about 
NORGE’S famous 5 year Protection Plan 
and One Year Warranty. 


SELL ’EM andiet the marvelous per- 


formance your customers will get from 
their Norge refrigerators make every 
new owner a Norge “‘salesman’”’... give 
you a steady flow of pre-sold prospects! 


1951 








recs ir | 


LOOK 


at these new, exciting, 
sure-fire selling features 


BOTTLE 
OPENER 


Right above the 
door latch. Per- 
manent. Ready 
for instant use, 











WATER 
WELL 
3 quart capacity. 
Push-button fau- 
cet. Grand for 
fruit juices, too! 
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PROMOTE NATIONAL BABY WEEK, APRIL 28th TO MAY 5th 


Almost half your customers* read Ladies’ Home Journal . . . and buy what they 
see in the Journal. That’s why advertisers invest more money in the Journal, per issue, 
than in any other magazine! These are your brand headliners in the Journal. For more 
sales, profits, prestige ... STOCK, PROMOTE, DISPLAY, ADVERTISE these brands! 


Air-Way Sanitizor Vacuum Cleaner 
American Beauty Electric Iron 
Arvin Automatic Electric tron 
Arvin Electric Housewares 

Arvin Lectric Cook 


Cadillac Vacuum Cleaners 
Caloric Gas Ranges 

Club Coffeeware 

Crane Bathroom Fixtures 
Crosley Electric Range 
Crosley Freezer 


Deepfreeze Electric Range 

Deepfreeze Home Freezers 

Deepfreeze Refrigerators 

DeVilbiss Vaporizers 

Dexter Twin Tub 

Dexter Twin Tub and Single Tub 
Washers 

Doray Defroster 


Easy Spindrier 

Electresteem Vaporizer 

Electresteem Vaporizer and 
Bottle Warmer 

Electresteem Vaporizer, Portable 
Steam Radiator, Electresteem 
Baby Bottle Warmer and 
Electresteem Baby Bottle Sterilizer 

Evenflo Nursing Units 





Farber Automatic Coffee Maker 

Farberware Stainless Steel 
Cooking Ware 

Federal Enameled Ware 

Firestone Home Appliances 

Fletcher’s Can-Well Canner 


Fletcher's Can-Well Cold Packing 
and Preserving 

Fletcher's Roastwell Roasting Pan 

Frigidaire Automatic Washers 

Frigidaire Electric Range 

Frigidaire Refrigerators 


G-E Automatic Blankets 

G-E Automatic Toaster 

G-E Automatic Washers 

G-E Iron 

G-E Light Bulbs 

General Air Conditioning Cooking 
Refrigeration Combination 


G-E Refrigerator-Food Freezer 
Combination 

G-E Refrigerators 

G-E Triple-Whip Mixer 

Gibson Electric Range 


Gibson Electric Ranges and 
Refrigerators 


Gibson's Refrigerators 


Hamilton Beach Mixer and Mixette 
Hardwick Gas Ranges 





Hotpoint All-Electric Kitchen 
Hotpoint Electric Ranges 
Hotpoint Refrigerators 


International Harvester Refrigerators 


Johnson's Waxes and Wax Electric 
Polisher 


KitchenAid Mixer and KitchenAid 
Electric Coffee Mill 

KitchenAids 

K-M Pop-Up Toaster and 
Waffle Baker 

Kold Pak Portable Electric 
Refrigerator 


L & H Lectro-Host Electric Range 
L & H Lectro-Host Refrigerator 
Lewyt Vacuum Cleaner 


Magic Chef Gas Ranges 

Maytag Washers and Gas Range 
Met-L-Top Ironing Table 
Mirro-Matic Electric Percolator 
Mirror Aluminum Utensils 
Motorola Clock Radio 

Motorola Portable Radio 
Motorola Radios 

Motorola Television 


Motorola Television-Radio- 
Phonograph 





Murray Kitchens 


New Home Sewing Machines 
Norge Gas Range 
Norge Refrigerator 


Perfection Electric Ranges 
Pfaff Sewing Machines 
Philco Refrigerator 


Philco Refrigerator and 
Electric Range 


Philco Television 

Philco Television and Television- 
Radio-Phonograph 

Presto Cookers 

Presto Vapor-Steam Iron 

Proctor Household Servants 


Regina Twin-Brush Electric 
Polisher and Scrubber 

Revere Ware 

Rid-Jid Ironing Tables and Ladders 


Servel Refrigerator 
Sunbeam Coffeemaster 
Sunbeam Ironmaster 
Sunbeam Mixmaster 
Sunbeam Toaster 


Tappan Gas Ranges 


Toastmaster Automatic Electric 
Appliances 
Toastmaster Pop-Up Toaster 





Toastmaster Toaster and 
Hospitality Set 
Toastmaster “Toast 'n Jam” Set 


Toastmaster Waffle Service and 
Hospitality Set 


Universal Coffeematic 
Universal Stroke-Sav-r Iron 


Verplex Lamps and Shades 


Wear-Ever Aluminum Cooking 
Utensils 

West Bend Electric Percolator 

Westinghouse Clothes Dryer 


Westinghouse “C 
Electric Range 


Westinghouse Frost-Free 
Refrigerators 


Westinghouse Home Appliances 
Westinghouse Laundromat 
Westinghouse Light Bulbs 
Westinghouse Refrigerators 
Whirlpool Automatic Washer 


Whirlpool Automatic Washer 
and Dryer 
White Sewing Machine 


der’ 





Youngstown Kitchens 


Zenith Radio-Phonograph 
Zenith Television and Radios 
Zenith TV-Radio-Phonograph 


* Nearly half—47.2%—of 72,012 women shoppers interviewed in 642 retail stores of all kinds reported they read 


LADIES’ HOME 
aurnedl- Largest newsstand sale of ANY magazine, weekly or monthly 
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HERE’S SOMETHING TO THINK ABOUT... 


-»oAND IT’S AVAILABLE ONLY 


i ie 


LLL 


Lh hhh hhh hhhhh hhh hhh 





IN WHIRLPOOL WRINGER WASHERS 


Here’s something new! It’s the WHIRLPOOL automatic 
accurator which times exactly each washing . . . eliminates all 
guesswork. When the selected wash period is finished, a bell 
rings and the washer shuts off automatically. It saves time 
and steps. Then there’s exclusive Surgiflow which creates ac- 
tive, more energetic water action to give unmatched washing 
ability. Yes... such extra conveniences and washing ability 
are wanted and purchased by housewives! 

And there’s more. There’s giant-size, 9-lb. capacity . . . big 
adjustable wringer with feather-touch release... splash- 
proof porcelain tub... convenient, waist-high surgiflow 


agitator control... sturdy all-welded construction... 
gleaming lifecoat finish . . . smarter design. 


Add all these features up and you get unmatched perfor- 
mance that keeps customers sold not only on WHIRLPOOL 
but on you as a dealer in quality products. Result? More 
good-will ... more sales... more profit for you! 


WHIRLPOOL CORPORATION 


For Over 50 Years Manufacturers of the World's Finest Home Laundry Equipment 


ST. JOSEPH, MICHIGAN, U.S. A. 
IN CANADA: John Inglis, Ltd., Toronto, Ontario 





The Line That Stays Sold! 
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Newest addition to a great line of appliances! 


& 
The Admi Fr red | Electro-Dry 
DEHUMIDIFIER 


Stops moisture damage before it starts...automatically! 


ad Just plug it in—it goes to work! No instal- 


lation necessary. Takes as much as 20 pints 
of moisture out of the air every 24 hours. 
Does away with clammy, musty basements. 
Prevents costly damage from mold, mildew, 
rot, rust and corrosion. 

It’s a terrific appliance priced to make 
quick sales— profitable sales. 





Easily portable; size, 3034 x 12 2% x 122% 
inches; weighs approximately 58 pounds. 
What a market for this amazingly effec- 
tive, low-cost, dollar-saving appliance! 
Every home needs one. Dozens of business 
applications, too. It’s a year-round seller. 
Put an Admiral Electro-Dry at your cus- 
tomer’s disposal for 5 days. It sells itself! 


*. See how simply this remarkable appliance works! 


3 DRY AIR AT 
ROOM TEMPERATURE 





@ No valves, no dials, no service 
problems 


@ 5-year protection plan on 


refrigeration unit 
SEALED TYPE g o 


COMPRESSOR @ Approved by Underwriters’ 
UNIT Z Laboratories 





WATER COLLECTS HERE 


CONDENSATION st 
cou 


Air drawn into bottom of the unit by a 
small fan passes over coils cooled by 
refrigerant from compressor unit. Mois- 
ture in the air condenses on the coils 
and drops into removable container. 


Admiral 


TELEVISION © APPLIANCES 
3800 W. Cortland St., Chicago 47, Illinois 
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HUMID AIR IN 

















MODEL DH 351—ASK YOUR ADMIRAL DISTRIBUTOR FOR 
PRICES AND INFORMATION 
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Sastly installed in any atile 


Now attic fans can be as easily installed as 
other appliances you handle. Hunter’s com- 
pact new Package Fan makes this possible. 
Fan, motor and suction box are all in one unit 
that requires only a ceiling opening in hallway 
and less than 18” clearance in attic. Fan rests 
on attic floor; shutter and trim cover ceiling 
opening. No odds-and-ends to handle, no 
“extras” to build. Four models, ranging from 
4750 CFM to 9500 CFM, to fit any home size. 


Gool comport at lou cost 


The new Hunter Package Fan is a complete 
home-cooling system—low in initial cost and 
economical to operate. It pulls in cool, invig- 
orating breezes and drives out stale, humid 
air. No other small investment gives home 
owners so much comfort and pleasure. Quiet, 
trouble-free operation is assured by Hunter's 
65-year fan experience. Fan guaranteed 5 
years; motor and shutter, 1 year 


HUN 
TER FAN AND VENTILATING CC 


Exclusive an makers since 1886 . 398 S. I ront St. Memphis 2 7 enn 
f 
, , 


HUNTER ALS 

O MAKES ST. 

CEILING ANDARD 41TH 

FANS, FLOOR FANS, AIRSPREAD ills sama. 


ELECTRICAL 
MERCHANDIS 

ING—APRIL 

, Best 
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LOOK WHAT'S AHEAD 


for Fedders Room Air Conditioner Dealers 





gncnem 


yw 


MOST pl C RICHEST MARKET in the whole appliance 


field. Homes, hotels, doctors’ and dentists’ 
SALEABLE 


offices, tourist courts, barber shops are all 


ON red-hot prospects for Fedders Room Air 
LINE IN THE © 


Conditioners. Sell the customer complete- 


pr ly and he'll want one for his office, his 
INDUSTRY 


bedroom and other rooms! 





MOST SALEABLE LINE! Nine models — spear- 

headed by the sensational new low-priced 
BIGGEST ADVERTISING 4g ton unit that provides easy step-ups to 
the 4 ton, % ton, 1 ton and 1% ton mod- 


CAMPAIGN els. Exclusive consumer benefit features! 


IN THE FIELD J BIGGEST AD CAMPAIGN! Hard-hitting ads 
in Lire, SarurDAY EveNtinG Post, Time, 
Ho.ipay, Nationat Geocrapuic, News- 
WEEK and seven other top-flight national 
magazines, plus newspaper ads and na- 
tion-wide TV spots! 


MOST COMPLETE MERCHANDISING PACKAGE! 
Everything you need for point-of-sale 
merchandising — folders tailored for each 
type of prospect — plus two complete di- 
rect mail sales campaigns! Don't turn your 
back on the terrific 1951 profit potential 
with Fedders. Mail the coupon. ..or call 
your Fedders distributor... NOW! 








Fedders’ new low-price 1/3 ton 
capacity room air conditioner 














FEDDERS-QUIGAN CORPORATION, Unit Air Conditioner Division 


MAIL Dept. EM-3, Buffalo 7, New York 


Gentlemen: Please send me complete information on how I can make extra 
LL... 
COUPON fam 
Address 


A GREAT NAME IN COMFORT 
PAGE 36 APRIL, 


profit selling the 1951 line of Fedders Room Air Conditioners 





T9S51I—ELECTRICAL MERCHANDISING 





and today...the new 


CASCO I 


Steam & dry iron 


to [PUNCE 


IN MARKET after MARKET 
like no other steam iron before! 


72 OOK AT THE FACTS: 


aif ® Today, distributors and dealers alike prefer to handle the Casco 51 Steam & 
, Dry lron—even to the point of refusing available competitive brands. 
© Distributors and dealers want the Casco 51 because they have had record- 


breaking success with it— because they know the Casco 51 has leaped way 
ahead of all others in consumer demand. 


We at Casco are grateful about this insistent demand for the new Casco 51 and are'doing 
everything possible to get irons to dealers at frequent intervals through their distributors 
Even though you may not be able to obtain Casco 51‘s every time you re-order, ask your 
distributor to reserve them for you out of his forthcoming allocations 


South) Ween A’ as 
CN hse NAC cf Nationally Advertised month-in and 


” month-out... to Make Casco your 
< ee number one name in steam irons 


(e ; Ask your distributor about the new Casco 51 stainless steel Insulair 
Boiler, the Maze-Baffle, Superac Thermostat and Du-All Fabric Dial. 


° te 
C AN ' & q) onan panna a full-color brochure describing all of the exclusive features of the new Casco 51. 


DEPENDABLE PRODUCTS FOR OVER A QUARTER CENTURY—CASCO PRODUCTS CORP. * BRIDGEPORT 2, CONN. 


a 





Here Is The Most Important 
Door In YOUR 


Check these saleable 
**in-the-door’’ features 


EGGSTOR— Handy egg storage, with 
visual inventory! Right up in front. 


HANDY JUGS—Two one-quart 
bottles for chilled juices or water. Ready 
te serve. Easy to use—at your finger tips. 


BUTTER BOX— With Spread Control, 
keeps butter ready to spread. Holds 
one pound in attractive serving tray! 


HANDY BIN—For the convenient 
storage of small greens, fruits and vege- 
tables. Removable for greater utility. 





BOTTLESTOR— Easy to reach. Holds 
full quart beverage and milk bottles. 


ee RAL PCE 


Whi akes a womé y igeré i ‘ ? 
The Door of the Nhat makes a woman buy one refrigerator in place of puamaned 
Principally—she buys features. The new Deepfreeze Refrigerator has 
Deenplreeze Refrigerator “‘buy-catching”’ features, the kind that interest a woman because 
they offer her more in convenience, service, economy and 
Is The Door To 


performance. In addition to features, the Deepfreeze Refrigerator 


Best Gates for Vou! is styled for the most exacting taste and engineered for the best 





possible performance for the longest possible time. 


In °51—Go Buy The Name Deepireeze 


Veapt mate 6G wt Pal OFF 


(i) | 
(i HOME FREEZERS il REFRIGERATORS == ELECTRIC RANGES | ELECTRIC WATER HEATERS 
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These Superior J&EDITEEZE Features Mean 


Better Living For Consumers, More Sales for You! 


oy 
Deentreeze i: 


Practical on the Inside, 
Beautiful on the Outside! 


The jewel-like name plate, the bright chrome 
finished latch, the embossed swirl and flow- 
ing lines highlight the beautiful classic 
design. Deepfreeze is a gem in the kitchen 
—a masterpiece of refrigeration engineering. 


IN °S1-GO BUY THE NAME 


Deeptreeze 


TRADEMARK REG U S PAT OFF 





Deepfreeze ? ad Deepfreeze A { Deepfreeze 
FREEZER COMPARTMENT : = FROZEN STORAGE DRAWER ADJUSTABLE SHELVES 
Only Deepfreeze has the genu- Insulated full-width drawer be- , mee 7 Conveniently provide maxi- 
ine Deepfreeze Freezer Com- low Freezer Compartment pro- | mum storage for bulky os well 
portment that keeps ice cream vides extra storage for pack- ’ with 2 P-Ale os small items. Space for tall 
hard. Separate freezer shelf h = aged frozen foods and quick- “ma f'’ quart, half galion and gallon 
holds 56 ice cubes in three ' chilling salads, desserts, etc. bottles. Anodized aluminum 
handy trays! 4 shelves with gold trim are easy 
FROZEN STORAGE com. 
CAPACITY MORE THAN 
50 POUNDS 


Deepfreeze «a ——_ Deepfreeze Deepfreeze wernceraror Deepfreeze 
HIGH HUMIDITY : MEA 10-POINT Five YEAR PROTECTION PLAm OPERATING WARRANTY 
CRISPERS = oe te COLD CONTROL si el a: Five-year protection plan offers 
Hold over one-half bushel of <E>. ——— Eliminates guesswork, permits one-year warranty on refriger- 
fruit and vegetables! | mre easy selection of desired tem- ator, additional four years on 
“< y perature! Ln led.i " 





ulmalenstantontaetentontentantententantetentenlententententes | 


See Your Distributor—P. D. @. ‘| ...Or Send Coupon for ALL the Facts! 


Deepfreeze Appliance Division 
Motor Products Corporation, North Chicago, Illinois 


Gentlemen: I’m interested in the greatest appliance franchise for 
*S1! Please give me the complete story—P.D.Q. 


Name 


For Details About the Greatest 
Appliance Franchise in °51! 





appliance profits in °51! Have your Deepfreeze distributor 
explain it in detail... find out what Deepfreeze will do this 
year to help you sell. You can share in the Deepfreeze 
profits from the very start. 


heel. 





I 
i 
i 
i 
i 
Your Deepfreeze franchise gives you a head start for greater : 
i 
i 
i 


©1951 Deepfreeze Appliance Division, Mot Products Corporation, North Chicago, illinois 
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Install the type of Electric Water Heater 
that best suits the job—tank-type or table-top. 


for these 6 reasons: Be sure to sell a size that’s adequate, 


1. ECONOMY — Because an Electric Water Heater has no flue or vent, it can be installed 
anywhere in the house. This means a saving on installation, and minimum radiation 
losses, because of short hot water lines. 


2. LONG LIFE—An Electric Water Heater is built to last a long time, requires minimum 
service, because it’s electric. 


3. FULL INSULATION — Electric Water Heaters are fully insulated. This helps keep 


water at desired temperature, and reduces heat loss. 


4, CLEAN — An Electric Water Heater is as clean as electric light. 
5. AUTOMATIC — The automatic temperature controls and ample storage capacity of the 


Electric Water Heater provide hot water at the turn of a faucet, without any attention. 


The 6th Reason? Because dealers found out that selling Electric Water Heaters means 
a minimum of service calls, and a longer list of satisfied customers! 


oan 
SELL [ELECTRIC] WATER HEATERS Pete et! 


ELECTRIC WATER HEATER SECTION 
National Electrical Manufacturers Association, 155 East 44th Street, New York 17, N. Y. 
ALLCRAFT + BAUER + BRADFORD ~ CRANE-LINE SELECTRIC - CROSLEY + DEEPFREEZE + FAIRBANKS-MORSE + FOWLER «+ FRIGIDAIRE 
GENERAL ELECTRIC + HOTPOINT + HOTSTREAM + JOHN WOOD .~ KELVINATOR + LAWSON + MERTLAND + MONARCH «~ NORGE 


PEMCO + REX + RHEEM + SEPCO + A.O.SMITH + THERMOGRAY + TOASTMASTER + UNIVERSAL + WESIX + WESTINGHOUSE 
PAGE 40 
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the Stafford 


nce— 
d in performs’ 
er tiful ta ee oe 
r 
rats “plack” ree 


E asy Stromberg- 


World-famo 
system. ben = 
cabinet is CO epee 
, final tou! 
—_ ct ¢ 
4" deep- 


Unusually c 
9134’ Lb” W ide, 1 





Beautiful combination with 

17-inch rectangular * ‘black” tube . 

clear, steady, “big-as-life” pictures . . 

fully automatic 3- -speed phonograph . . 

finest AM radio . . . magnificent 

Stromberg- Carlson audio system with 

12-inch speaker—and easy TRU-LOK tuning. 

Graceful modern cabinet, in mahogany 

veneer, completely hand-rubbed to a 

satin-smooth finish. Compact dimensions: 
37” high, 25%” wide, 19%” deep. 
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EVANS Gives fou: 


were 1. THE FEATURES 2. THE STYLING 
No MATTER WHAT LINE YOU NOW HANDLE, the Evans NO MATTER WHAT LINE YOU NOW HANDLE, the Evans 
line gives you features that are head and shoul- _ line gives you styling that is head and shoulders 
ders above competitive makes ...no doped up above competitive makes . . . beautiful furniture 
gadgets that spell sales and'service trouble but _ piece styling that blends with any home furnish- 
real sales advantages like fan-forced, floor level ings; blond or mahogany; modern or traditional 
% = heat, Heatwave blower, simplified lighting, the ... Evans... the first to have low-boy console 
dj eee a amazing Humidifan that provides home condi- styling, set the standard of the industry with this 


tioning 12 months a year... advantages that important development. 
your customers want and need. 


' ... that every customer wants 


a in the most complete line in the industry 


—— 





ee 
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3. THE PERFORMANCE 


NO MATTER WHAT LINE YOU NOW HANDLE, the Evans 
line gives you performance that is head and 
shoulders above competitive makes . . . Evans 
heaters provide nearly twice the radiant heat 
output of conventional heaters . . . Evans big heat 
transfer surfaces get more heat from every drop 
of fuel... Evans engineering and design permits 
easier service than conventional heaters. 














Heating and Appliance Division, Plymouth, Mich. 
In Canada . . . The Eureka Electric Co., 


Kitchener, Ontario 





COCO O SS EEEH EHH HEHEHE HEHHEHHEHSHHSEHHSHHHSHHEHEHEHTHSSSHSTee 


EVANS 


r F & & @ € Fr Se eS 











4. THE PRICES 


NO MATTER WHAT LINE YOU NOW. HANDLE, the Evans 
line gives you prices that are genuinely competi- 
tive. with other makes . . . Evans gives you real 
sales value to talk about at “sharp pencil” prices 
customers can afford to pay . . . margins that 
give you room enough to “swing” the deal 
without sacrificing all your profit. Evans EXTRA 
features, Evans EXTRA value, Evans EXTRA per- 
formance, give you the edge almost every time. 
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Freeze and Store TWELVE TIMES a Bushel and a Peck of Fresh Vegetables, 
Or Fresh Fruits, Right in Your Home This Year. For Economy, Convenience 
And Food Conservation... The 15 Cu. Ft. Chill Chest Meets Demand of Families 
Everywhere for Faster Freezing and More Storage of Foods in the Home 
To The INDEPENDENT APPLIANCE DEALER: Keep Well Informed 


on this Fast Growing Market. Send us your Name and Address, 
We'll Keep You Posted on this Profit Making Home Appliance 





ra ii al For Complete Information Write 
Sila REVCO, INC., DEERFIELD, MICHIGAN 


ALL 4), UE Display Space 1454 Merchandise Mart 
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AUTOMATIC TOASTER ADVERTISING EXPENDITURES 
IN MAGAZINES AND NEWSPAPER SUPPLEMENTS 
1939 THROUGH 1950/ 


+Source: P. I. B. 
BRAND 
oe, ia 


...Why The Demand for TOASTMASTER Toasters 
Still Exceeds Supply 


ALL OTHERS 
(14 BRANDS) 


TOASTMASTER 





ELECTRICAL 


Perhaps you, like so many distributors and retail- 
ers, have wondered why the postwar supply of 
“Toastmaster” Toasters has never caught up with 
demand. Here, briefly, is the answer: 


EXPANDED MARKET 
First of all, the market has been greatly expanded 
over that of prewar days. Millions of marriages, 
the creation of millions of new families—all with 
sizable increases in spendable income—have had 
their effect. 


AGGRESSIVE ADVERTISING 
Now, to this greatly expanded market, add “‘Toast- 
master’s’’ outstandingly aggressive advertising 
program. The chart shown here is eloquent proof 
that through the years—regardless of general busi- 
ness conditions—““Toastmaster” has continued to 
promote... promote... promote. And for iust 
one reason—to maintain ““Toastmaster’s’’ unques- 
tioned position of leadership ...to build prefer- 
ence for this product years and years ahead cf 
purchase ...to make it always the easiest of all 


toasters for you to sell at the greatest profit. 


INCREASED PRODUCTION 
Yes, we have constantly increased production. 
Every single ‘““Toastmaster” Toaster that we could 
produce from greatly expanded facilities has been 
made—consistentl y, of course, with “Toastmaster” 
quality. And yet demand goes on and on. 


CONTINUOUS PROMOTION 

Suppose we cut promotion—suppose we stopped 
advertising during the years when we couldn’t 
satisfy consumer demand. What a whale of a 
difference that would make in your turnover and 
sales. As the years went by, you'd find it increasingly 
hard to sell “Toastmaster” Toasters. People wouldn't 
be as eager to buy as they are now. Those ‘‘good old 
days” would be just a happy memory! 


SOMETHING TO SHOUT ABOUT 
But if every item you carry was presold to the extent 


that the “Toastmaster” Toaster is—if every man- 
ufacturer’s merchandise you handle was as well 


advertised and in as strong demand—wouldn’t 
you be in clover! 


THE LONG AND SHORT OF IT 
We promise you this. We'll make all the “Toast- 
master’”’* Toasters we possibly can. However, 
there will be no compromise in quality. We'll 
promote them to the limit. From long experience, 
we know that if we create demand for you—you'll 
find it profitable to feature “Toastmaster” prod- 
ucts in your own promotional programs. 


TOASTMASTER 


Products 


* Toastmaster” is a registered trademark of McGraw Electric Company, 
{ “Toastmaster” Toaste me “Beoteh Knight” 

t “Toastmaster *roducts, Copr. 1951, Toast. 

Masten Propucts Division, MeGraw Electric Company, Elgin, Illinois. 


Electric Housewares —FIRST CHOICE FOR EVERY GIFT OCCASION 
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Model 605— Burgundy red 
Model 606—Cactus green 


new ALL-VEAR Ponthace 


RADIOS 


r 
" > 
as. *y 


G.E. leads again with the new “ALL YEAR” 
radios—specially designed for indoor-outdoor 
use. Your customers get twice the usefulness, 
twice the enjoyment. You pile up portable profits 
—not for just a few peak months, but all year 
round. It’s a double value! Models 605 and 606 
are powerful, handsome, easy to carry (5 lbs. com- 
plete). Feature 'em for outdoors— beach, picnic, 


anywhere. Sell ’em for indoors, too—they’re ver- 
! 


satile! They lie flat like a smart table model— 
Gou Can full your confilence nm — 


GENERAL 


New Counter Display! 


Sells the indoor-outdoor features of 
these sets—12 months a year. Order 
today from your G-E radio distributor, 
Publication number R75-127. 
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ideal for living room, kitchen, bedroom—have 
two dial scales for easier tuning, upright or flat. 
AC-DC or batteries. And there are 2 super-pow- 
ered Models—610 and 611—with extra tube for 
hard-to-get stations . . . with large easy-to-read 
dials that light up when played on house current. 
Only 4 models to stock. All offer famous G-E 
dependability. Call your General Electric radio 
distributor for the big story teday. 
General Electric Co., Receiver Div., Syracuse, N. Y. 


T951—ELECTRICAL MERCHANDISING 











*Less batteries. Price subject to change without 


notice, slightly higher West and South. ‘ CENERAL $B 1s CTare 


Model 610—Burgundy red 
Mode! 611—Cactus green 


ELECTRICAL MERCHANDISING—APRIL, 1951 PAGE 47 








oe oN 
© Guaranteed by > 
Good Housekeeping / 


UNIVERSAL 2rematic Aran 


with the convenient Ser-Vue feature 


MAKE MORE SALES WITH UNIVERSAL, the toaster that’s best by every test! 
Toasts thick or thin slices . . . English Muffins or Melba Toast, and to the 
same even color edge to edge, every time. There’s an extra sales point, too, 
in Universal's Ser-Vue feature . . . toast one slice /ight and one dark at the 
same time. It’s easy to clean, beautiful in design and quality-made... feature 


Universal to make your toaster sales automatic! 


i UNIVE RSAL 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 








<a 
Toast to Taste—Toast Timer 
assures exact toasting desired — 
the same even color every time. 


One Light—One Dark—Ser- Vue 
feature lets you remove one slice 
while other continues toasting. 


Rewarms Cold Toast—Re- 
warms toast without burning— 
just set Timer Dial to “Light.” 


Whisk-A-Way Cleaning— 
Clean-Easy Crumb Tray swings 
open—just brush crumbs away. 


Copyright, 1961, LF&C 
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EVA 087% Dependable instument 


for civil defense! 


Safe, dependable, portable light is 

a “‘must” for the emergencies 

of civil defense. 

Ray-O-Vac flashlights are precision 

built to assure top performance and long 
life under the most difficult conditions. 
Examine the outstanding construction 
features shown in this cutaway 
illustration. 


Famous Ray-0-Vac LEAK PROOF 
Flashlight Batteries 


E 





Give you power that is Sealed in Steel for \ -~ ur 
“Light When You Need It!” BQ CATTER 


Only Ray-0-Vac has the 
“Added4—WorthMore” 


- Steel top 
2. Steel bottom 
3. Multi-pWy insulation. 


Many layers of protec- 
tion against corrosion. 


+ Steel jacket. This com- 
pletes an air-tight seal, 
to stop corrosion and 
keep the battery fresh 
and powerful. 


They Stay Fresh— 
They Are Not Dated 


*GUARANTEE on every Ray-O-Vac 
Leak Proof: “If your flashlight is dam- 
aged by corrosion, leakage or swelling 
of this battery, send it to us with the 
batteries and we will give you FREE 
a new, comparable flashlight with bat- 











—I 


——— Oe 


—_~ 


— 


] Polished ground glass 
lens. 


2 Reflector channel insu- 
lation to prevent shorting, 


3 Scientifically designed 
parabolic reflector coated 
with pure silver on nickel- 
plated brass. 


4 Reflector retainer ring. 


5 Westinghouse pre- 
focused bulb. 


6 Shock absorbing 
spring bumper-block. 


7 Battery contact finder 
for easy loading. 


8 Solid brass contact 
strip. 


9 Phosphor-bronze con- 
tact member assures posi- 
tive contact, 


10 Three position switch 
with flasher button. 


1] Insulating tube for 
added protection against 
corrosion damage from 
ordinary batteries. 


12 Heavily chrome plat- 
ed corrugated barrel for 
added strength, beauty 
and durability. 


13 Equipped with Ray- 
O-Vac LEAK PROOF flash- 
light batteries for guaran- 
teed flashlight protection. 


4 Special steel contact 
spring. 





teries,”’ 


OVER ONE BILLION SOLD 


15 Str 


beauty. 


GRAM RAY-0-VAC COMPANY ¢ MADISON 10, WISCONSIN 
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With other 
refrigerator brands 
you offer the same 
old story... 

















Model 981 Model 1101 Model 941 Model 701 


there is a better Gibson model for every customer at a price for every purse! 


6,000,000 HOME APPLIANCES 
THROUGHOUT THE WORLD SINCE 1877 








ve 
NZ Te the OU vow 


/OSON 


you offer true, sales-building features that are 


YY e 


y 


like these: 
S-TOE 


HANDS FULL? Just PRES- 
TOE—door opens! What’s 
more, it stays open—until 
you PRES-TOE again, walk 
away, door closes. All auto- 
matically ... NO HANDS! 
(Model 1151) 














UCH-A-TAP 


HOT? THIRSTY? Just 
TOUCH-A-TAP—enjoy 
cold running water any time. 
(Model 1131) 








ING’R CRISP’RS 


Swing open at a touch—lift 
out easily for convenient 
carrying to kitchen workin 
surface—slip easily we 
into place. 








You beat competition with unmatched features when you handle 
Gisson—proud pioneer of more “FIRSTS” than anyone else in 
the industry! So if you are tired of singing the same old “Me, Too” 
song, tune your cash register to the melody of Gibson dollars. 
Sweet music! Ready to hear it? FOR THE FACTS ON GIBSON 
RANGES, FREEZERS AND REFRIGERATORS...SEE YOUR 
GIBSON DISTRIBUTOR OR WRITE GIBSON DIRECT... TODAY! 


Copyright 1951, Gibson Refrigerator Co. 


REFRIGERATOR COMPANY ¢ GREENVILLE, MICHIGAN 
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Electrical 
Merchandising 


A SYMPOSIUM OF OPINION ON THE PLACE OF 


Distributors in the War Effort 





Already, three foresighted manufacturers have offered plans to keep distrib- 
utor organizations alive in a war economy. 


But will they work? 


And do distributors have any plans of their own? 


These were the questions ELECTRICAL MERCHANDISING asked of the men 
most vitally concerned—the distributors themselves—and 24 answers reveal 
that no one plan will work for all—but any plan is better than none 











The Plans “Are Encouraging”—N.A.E.D. 


As domestic electrical equipment disappears from the warehouses 
of the distributors, due to the needs of the preparedness program, they 
can readily adapt experienced personnel, warehouse space and other 
facilities to active production of war material. 


This work may be in packaging, final assembly, sub-assembly, 
electronic applications or in any field where heavy manufacturing 
equipment is not required. It may well be in the form of a sub-contract 
from a manufacturer or it may be a prime government contract. 


Such conversion in the emergency period accomplishes several 
objectives: 


1. Creates a truly important defense function for the distributors, 
2. Helps speed up the national defense effort, 
3. Fits into the government pattern of dispersal of industry, and 


4. Enables the distributors to keep a greater part of their organ- 
izations intact during the emergency. 


The National Association of Electrical Distributors fully realizes 
the valuable, direct contribution that electrical appliance distributors 
can thus make to the preparedness program and is currently studying 
this matter with government officials. 


It is interesting and encouraging to note that several large manu- 
facturers of electrical equipment have already devised and announced 
plans that include their distributors as important adjuncts to their 
defense production. 


(Signed) CHAS. G. PYLE, Executive Director 
National Association of 
Electrical Distributors 
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Ww"™ happens to the distributor if 

all out mobilization brings sub- 
stantial curtailment of appliance-radio- 
IV production ? 

Currently attempting to answer that 
question are the manufacturers and 
distributors who remember what hap- 
pened to established distribution pat- 
terns during and after World War II. 

To many distributors the question is 
almost one of survival. Manufactur- 
ers, on the other hand, seek a means 
of avoiding the deterioration of their 
distribution set-ups which plagued 
them in the years following V-J day. 

For both groups, then, the question 
is a vital one, and one that has been 
under consideration for many months. 
The first results of this preliminary 
planning became evident in late Janu- 
ary when three manufacturers an- 
nounced plans for the employment of 
their distributors in case of all-out 
mobilization. 

Briefly, each of the plans involved 
use of the distributor as a sub-contrac- 
tor for prime contracts held by the 
manufacturer, Belmont Radio Corp. 
would farm out simple sub-assembly 
contracts to its distributors and they 
in turn would utilize dealers as sub- 
contractors. According to Belmont 
officials, 30 percent of the company’s 
World War II contracts consisted of 
such simple sub-assemblies. 

Lewyt Corp. has much the same 
idea, using its distributors for light 
assembly «vork. The principal differ- 
ence between the Lewyt and Belmont 


proposals is the latter’s plan for ex4 
tensive use of dealers as sub-contrac¢ 
tors. Both firms would use their dis4 
tributor salesmen as expediters. 

Thor Corp., the third manufacturet 
to offer a distributor mobilization planj 
proposes the use of its distributors ag 
sub-assemblers on packaging contracts 
held by Thor. This would involve th 
assembly and packaging of component 
for first aid kits, life rafts and so forth 

None of the plans propose anything} 
startingly new; in the last war there 
were isolated examples of distributors 
handling sub-assembly or packaging 
contracts. What gives the newly-an- 
nounced proposals their distinctiveness 
is the fact that they represent an 
effort by manufacturers to find a prac- 
tical solution to the problem of sur- 
vival for their distributors—before it 
becomes more acute. 

Because of this, the general desirabil- 
ity of such plans has not been ques- 
tioned. What is still to be determined 
is whether any of the plans presented 
thus far provide a practical answer to 
the distributor’s problems. To find an 
answer to the question, ELECTRICAL 
MERCHANDISING turned to the people 
most concerned—the distributors 
themselves. Their replies to letters 
sent out in mid-February are summa- 
rized on the following pages. They 
indicate the feelings of distributors as 
individuals. The attitude of the Na- 
tional Assn. of Electrical Distributors 
is reflected in the statement appearing 
on the left. 
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DISTRIBUTORS IN THE WAR EFFORT 


(continued) 


What Do Distributors Think 





To begin with, they feel 
that such plans have 
many advantages... . 


> We would certainly be interested in participating in any 
way that would aid the war effort. Some program of this 
nature would also help us to keep intact our experienced staff 
of distributor personnel as well as our trained technical service 
men.—Harry V. Camp., vice-president and general manager, 
Gerlinger Equipment Co., Toledo. 


P All plans such as the Belmont, Lewyt and Thor plans are 
beneficial if for no other reason than that they are making 
the manufacturer conscious of the facilities, both physical and 
personnel-wise, that distributors have available to the war 
effort. They are also making the proper government agencies 
aware of the tremendous potential of productive capacity 
available throughout the country in distributor plants.—W. G. 
Peirce, Jr. president, Peirce-Phelps, Inc., Philadelphia. 


>» We folks may be confronted with quite a different situa- 
tion than during the last war. At that time we were quite as 
much concerned with obtaining and keeping personnel as we 
were about getting merchandise. Assuming that we are not 
during this emergency to create such large standing pools of 
military manpower, or have as many millions of people 
directly employed in active war, there may be a much greater 
need for the employment of idle talents. For that reason, 


the manufacturers’ proposals may assume a far greater impor- 
tance than we now realize, or would have been the case during 
World War Il.—Kenneth A. Connelly, president, F. B. 
Connelly Co., Seattle. 


P It seems to me that with the decline of civilian goods, the 
floor space and warehousing facilities which various dis- 
tributors have lend themselves naturally to the storing of 
goods for civil defense, such as medical kits, as a patriotic 
necessity and duty. Certainly the distributor, who is used to 
quick and economical distribution to all points of his territory, 
should be the first one to whom the country could turn in the 
event of a major catastrophe, where the fast distribution of 
these stored supplies became necessary.—F’. E. Stern, president, 
Stern & Co., Hartford. 


> Certainly if markets are to be protected for the coming 
post-emergency period, the supplier who protects his dis- 
tributor the most and makes sure that that distributor survives 
will be in a better position than those suppliers who ignore 
this situation. The best part of this whole plan is the fact 
that there is some thinking on the plan and I am sure lots 
of good will come out of it—James Simon, Simon Distribut- 
ing Co., Washington. 





In fact, some of them 
have already contacted 
their suppliers about par- 
tieipating in such plans 


> We have made future plans for the months ahead. These 
have already taken the form of direct contact with our prin- 
cipal suppliers in connection with sub-contracting, expediting 
or packaging work.—G. E. Lortz, secretary-treasurer, Walker 
Martin, Inc., Raleigh. 


> We have had discussions with each of our suppliers, out- 
lining our facilities. We have provided them with data that 
includes our location, physical properties, manpower and 
potential manpower. It is our opinion that with such informa- 
tion they will be in a better position to know what type of 


activity we are best suited for—W. J. Burns, general manager, 
A. Wayne Merriam, Inc., Albany. 


> We are very much interested in what might take place should 
production be curtailed to the point where we could not 
operate as wholesale distributors, and have discussed the 
matter with several of our major suppliers. We have also 
diseussed the matter with several prime contractors and it seems 
that our building is ideally laid out to set up packaging lines 
particularly.—Lee H. Skillman. president, Capitol Distributors 
Dallas, Tex. 





And others have plans of 
their own for survival in 
@ wartime economy... 


P We have given consideration to the months ahead and are 
expanding our housewares department and are thinking of 
what products we could get into to keep up our activities but 
placing a greater limitation upon the products. We are 
primarily interested in products that will definitely fit in 
with the appliance dealers merchandise; products that we will 
continue to sell after the emergency is over and not drop, 
because we do not intend to take on products that we shall 
not carry later.—George I. Cohen, general manager, North- 
eastern Distributors, Inc., Boston. 


> During the last war we created a large wholesale toy division, 
and a number of my distributor friends created other busi- 
nesses .. . and I am sure that these situations will duplicate 
themselves again, and many distributors will seek new fields 
in order to survive. This is not as good for our industry as 
a suppliers’ survival plan would be because some times these 
little sidelines develop into giants, and it takes some of our 
good distributors out of their industry and into other fields. 
James H. Simon. 


PWe have recently set up a manufacturing company 
devoted exclusively to the manufacture of electronic equipment 
for the government.—Irving Sarnoff, executive vice-president, 
Bruno-New York, Inc. 


> During 1943 to 1945 we were able to replace our appliance 
volume and profit with war work in our assembly depart- 
ment. This was mostly prime contracts. We have already 
re-established our Assembly Department and intend to proceed 
along the same lines as in World War II with the exception 
that we will keep ourselves flexible in order to handle addi- 
tional types of work.—A. M. Morton, executive vice-president, 
Elliott-Lewis Corp., Philadelphia. 


> We are interested in becoming a packager for defense goods. 
In fact we have already communicated with the Chicago Quar- 
termaster Depot but to date, other than having been placed 
on the mailing list to receive future invitations for bids, we 
have not had the opportunity to bid on any particular packag- 
ing job.—K. G. Gillespie, vice-president and general manager, 
Jenkins Music Co., Kansas City. 


>It is my opinion that either the distributor or dealer who 
wants war work can really count on only their own efforts 
to produce it. We have been making plans for some months 
to take contracts for defense production.—E. B. 
president, Times Appliance Co., Inc., New York. 


Ingraham, 


>In the last war we converted our company into manufac- 
turing and turned out in excess of $8,000,000 worth of mili- 
tary electronic equipment. It is our intention to go back 
into manufacturing of electronic apparatus as our facilities 
are required by the Armed Forces.—J. P. Maloney, vice-presi- 
dent, The Eastern Co., Cambridge. 


> During the last war we put on a line of furniture in our 
appliance department. Our future plans are that if appliances 
get too short, we will increase our line of furniture—Jeff L. 
Willians, Beck & Gregg Hardware Co., Atlanta. 


> We are giving some thought and consideration to sub-con- 
tracting for the future. We feel that our place is definitely 
sub-eontracting and not prime contracting and further, that 
we should look for sub-contracts from existing local manu- 
facturers who obtain prime contracts, manufacturers located 
in those counties that we regularly serve as a part of our 
distribution activities—E. M. Farmer, Gould- 
Farmer Co., Syracuse. 


president, 
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of the Three Proposed Survival Plans? 





However, even among 
those favoring the mobi- 
lization plans thus far 
suggested, there are some 
reservations—among 
them the question of 
timeliness... 


> Plans to set up distributors and dealers as sub-contractors 
and materials expediters are noteworthy in their intent. 
We would like to point out, however, that there is nothing new 
in the concept of having distributors act as materials expedi- 
ters for their manufacturer-suppliers during periods of short- 
ages and that it is still quite early for distributors and dealers 
to effectively set up sub-contracting operations,—Paul R. Krich, 
president, Associated Distributors—New Jersey, Inc., Newark. 


>I must tell you that I believe that this planning is a bit 
advanced, and I do not see any need from where we sit for 
any final action on such a plan until somewhere in the last 
quarter of 1951 or the first quarter of 1952.—James H. Simon. 


P» We are hopeful that we will be able to obtain sufficient 
merchandise to support a volume of business that will keep 
our people employed during the next two years, and at least 
to break even, if not realize a reasonable return on our invest- 
ment.—Kenneth A. Connelly. 


> We are confining our comments to the mobilization economy 
as it appears to be shaping up for the balance of 1951. We 
believe . . . that the first half of 1951 sales will exceed the 
first half of 1949 and the second half will be below the second 
half of 1949. If this proves to be true, we should not be too 
disturbed about our situation in 1951——Edgar Morris, presi- 
dent, Edgar Morris Sales Co., Washington 





In addition, almost every- 
One sees one or more dif- 
ficulties involved in these 
mobilization plans... 


P Any such sub-contracts will be acceptable only if they are 
not tied up with too much government red tape relative to 
labor conditions, wages, ete., in the plants involved.—John T. 
Morgan, president, Charleston Electrical Supply Co., Charles- 
ton. 


> A distributor who operates in a bonded warehouse is not in a 
very good position to enter into any of these three plans 
recommended by the three manufacturers you list in your 
letter.—K. G. Gillespie. 


P As far as Florida is concerned, we do not feel that a plan 
of the type outlined in your letter would be of any value to 
us. First, because we are so far away from the manufactur- 
ing centers, and raw materials of the nature used by appliance 
manufacturers for defense items are not available in Florida. 
Second, transportation of materials for packaging, which in 
most eases would have to be reshipped to other sections of 
the country, would mean that this phase of operation would 
not be competitive with what could be done by appliance dis- 
tributors in northern areas.—M, O. Hollis, secretary-treasurer, 
Raybro Electric Supplies, Inc., Tampa. 


P Probably the one disadvantage would be to the distributor 
who would be thinking only of going into such a program 
without maintaining a selling program on available mer- 
chandise. I personally would not want to go into anything 
but defense or war work. We would still want to be in 
merchandising.—George I. Cohen. 


> Only time will tell how practical it will be for a manufac- 
turer to sub-contract work over a wide geographical area. It 
seems possible that a plant in the immediate vicinity of a dis- 
tributor may be in better position to contract work to a dis- 
tributor that they may not even be affiliated with, than to go 
to distributors hundreds or thousands of miles away.—W. G. 
Peirce, Jr. 


> As for the disadvantages of the spread-the-work plan, I can 
think of several obvious ones, and there are doubtless many 
more of which I am unmindful. Such factors as transporta- 
tion, the requirements for special equipment (with obsolescence 
and amortization problems) the need for precision work, the 
ability to produce it, and the necessity for field training and 
supervision, may defeat the arrangement, if cost is to be a 
determining factor.—Kenneth A. Connelly. 


> We do not believe the Belmont plan is feasible. The ware- 
house facilities of some of the larger distributors would lend 
themselves to such a plan, but most distributor facilities or 
experience would not be adaptable to production sub-contracts. 
Most distributors know as little about production technique 
and production management as many manufacturers know 
about distributor techniques and management. The Thor plan 
is more practical. Here again, however, the distributor’s plant 
facilities and operating personnel raust be right for the job. 
It is obvious that all distributors cannot do this type of wor 

and that there will not be enough such work for all distribu 
tors. Experience during World War IT proved that a limite 

number of distributors ean be successful as packagers 0 

defense goods.—Edgar Morris. 


> Fundamentally, as I see it, all we have to offer is space, ade 
quate finance, key personnel and business acumen. We do no 
have machine tools or anything of that nature. We would no 
enter the field of sub-contracting if, to do so, we had to com 
mit ourselves to long term leases, borrow money, or mak 
substantial investments in specialized machinery or equip 
ment.—E. M. Farmer. 


> The greatest disadvantage now foreseeable would be th 
tremendous amount of in-process materials required to tak 
advantage of small organizations widely scattered throughouf§ 
the country.—Charles B. Moyd, sales manager, McDonal 
Electric Co., Inc., Miami. 


> Of the three plans outlined, I believe the best job for 
distributor is materials expediter—particularly, if they a 
very far removed from the plant. Also, most distributors hav 
very little knowledge of how to set-up plants or operate the 
efficiently —R. Douglass Cooper, R. Cooper Jr. Inc., Chicag 
>To qualify as a sub-contractor a distributor must have the 
required facilities, organization and management ability. The 
widespread use of distributors as electronic sub-contractors 
could prove to be a liability instead of an asset to the war 
effort. This would be so if it brought about the duplication 
of test equipment and excessive use of engineering talent, both 
already in short supply. The use of distributors as expediters, 
however, would result in a substantial saving in travel and 
hotel facilities. Unless there is a shooting war, distributors 
will continue to be in business —Raymond Rosen, Raymond 
Rosen, Inc., Philadelphia. 





And some feel that dis- 
tributors have other roles 
to fulfill before they un- 
dertake sub-contracting 


> As we see it, the following three functions are important to 
a distributor: (1) In times of plenty of merchandise he should 
earry on with promotions with his dealers; (2) In times of 
scarce merchandise he should build up the repair and servic- 
ing part of his business as well as his dealers; (3) In chang- 
ing times, he should keep himself in a position to counsel his 
dealers and help guide them so their organization can be strong 
and profitable. .. . We believe that, while this type of business 
(sub-contracting) should be analyzed and contacts undertaken 
at this time, that this type of sub-contracting should not be 


undertaken until the distributor has exhausted every possibility 
of maintaining his business, his organization and the full use 
of his plant in the proper distribution of his usual lines 
of merchandise under emergency conditions.—Kenneth L. 
Hampton, manager, Valley Electrical Supply Co., Fresno. 


> We strongly believe that, even during a state of partial 
mobilization, we have an irrefutable obligation to our economy 
to maintain business relationships with our dealers for as 
long a period as may be possible—Paul R. Krich. 
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1 THE SALE of 
right jrop neighbor 
in the find 


discu he ibility 2 rer 


Bur 


an 


kitchen when the IN A SERIES of later visits, Mrs. Burright assists 


selecting designs and decorations 


fic 


begins 
dinner for the new 


rtunity t ite ) 


atter 
an opp 
deled 


in 3 in 


well as sing on color r coverings to 


form All 


kitchen 


YOUNG HAROLD Burright then goes to 
the drawing board, with his mother at 
convert plans for the dream kitchen into 


work on 
his side, 
concrete 


the customer's ideas are included 


The Whole Family Sells Kitchens 


The Burrights of Bartow, Fla., count on 
mother to interest a prospect in redecorating 


her kitchen, then son Harold draws the plans, 


H. C., Sr., closes, and daughter keeps the 


records. The combination makes kitchens 


account for 40 percent of the annual gross 


time, how a garbage disposal 


simplifies the waste problem, 
w a home freezer adds variety and 
pleasure to menus while actually sav- 
ng on food.” 

Conferences between Mrs. Burright 
around and the customer become 


ookies l the 


we'll get 


ind « 


frequent, 
customer has decided to re- 
ind redecorate her kitchen, until 
detail been worked 
des materials and 
decided 


K spaces mapped out and location 


work \ sugges- 
ind a casual remark out. 
floor 


upon, 


there last has 
to 
u all about her kitchen. If she 


to « that, wor 


ere 


uu have the housewife ready olors, ens, 
yverings have been 


ich 
he first conference, Mrs. 


Big Volume Producer t chen locks #00 , rh to ivs, will the appliances which 


piece of equipment settled. 


Burright 
needs, 


new kitchen 


1) afford, 


or the buyet 
fitted 


1ionious and step-saving ar- 


and how they may be 


the shape and 
} 


be 


Perhaps 


of proposed alterations may 


liscussed and the possibility of trade- 
out ins on equipment then in use, talked 
On the second call Mrs. Bur- 


is ready to go into such matters 


id point 


work spaces ver 
how dish right 


is material for draperies, design of 
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linoleum for the floor, and the choice 
, 


1 } 
% colors for ceiling, -walls and base 


board. 
At still another conference the place 
nt of lighting 


rangement of \ 


fixtures and the ar- 
indows to afford proper 

Mrs. 
le an intensive 
As the c 


fully 


‘omes the concern of 

That 

study of kitchen lighting m- 
in 
customer’s desires in every- 


‘rences conclude, she has 
nind the 
thing from color choice to likes and 
| 


slikes in menu preparation 


Designer Takes Over 


Harold goes to work,” Mrs. 
“He 


drawing board—with 


continues pores 


I ver 


me at his 
side—until he produces in full layout 
the and 
drawings of the kitchen which 
He also works 
out, with miniature models, a presenta- 
tion of just what the remodeled and 
redesigned room will look like.” 
Harold Burright is an expert at the 
drawing board and has designed almost 
all the kitchens sold by the firm. 
When the company first began to con- 
centrate on selling complete kitchens, 
igns and layouts were furnished by 
General Electric distributor in 
but the un- 
satisfactory because it had to be done 
by correspondence and many 
last-minute changes or new ideas were 
unavoidably lost 


ind to exact scale designs 
working 
been decided on. 


has 


the 
| impa, arrangement was 
entirely 


Harold, a former art 
student, solved the problem by setting 
and has 
been the firm’s designer ever since. 
When his wife and son have created 


(Continued on page 92) 


up his own drawing board 
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4 FINAL PLANS for the new kitchen are then A at WORK on the remodeling job, Mrs. Burright WHEN THE KITCHEN is completed Mrs. Bur- 
submitted for the customer's approval. If the checks on progress while Mr. Burright lends a right is on hand to check it, demonstrate all the 
buyer desires, the transaction will be a package deal hand in measuring surfaces of counter tops. Plumbing appliances and advise the customer on operation and 
with a flat price for all necessary equipment and work and plastering are obtained on a contract basis. upkeep 





WITH INSTALLATION and work complete and the new equipment in opera- selves the customer is satisfied with her newly remodeled and redecorated kitchen. 
ation, the Burrights again drop in for coffee and cookies, and to assure them New sales often begin with informal visits like this 
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100 New Range Prospects — 
EVERY WEEK 


“ 
¢ 


OFF THE BEATEN TRACK store of Roy Rick is small but fully stocked, employs 


three alesmen working both inside and outside, two 


and four salesmen who devote entire efforts to prospects from radio show. 


salesmen, a sales manager Cooperation from suppliers makes radio show possible 


Although Roy Rick of North Hollywood is not 


a big dealer, his weekly radio show-cooking 


week during t fall 

of 1950 nearly 100 live 

prospects for electric ranges, tele- 
Vision and otl appliances were pro- 
fured by Appliances, North 
Hollywood, through a two-hour pro- 
Motion that combined a cooking school 


a 1 radio quiz program 


progr 


seem appropriate and whenever they 
can be tied in with the action or the 
people participating. One 30-second 
spot is read by a woman from the 
audience who is “being given a chance 
to be a radio announcer-for-a-moment.” 

Rick’s “Academy of Kitch-Anat- 
: omy” officially ends with the sign off 
ence occupy the full time of four salesmen of the radio show, at which time 
Rick’s salesmanager Smith Minson 
thanks the audience, invites them to 
shop at Rick’s and reminds them of 
Hotpoint and Zenith. But at least half 
the audience lingers to view the food 
display, to ask questions of the Rick 
salesman about the range, the TV set, 
or the other appliances in the all-elec- 
tric kitchen. 


school is so entertaining and well planned 
that the prospects it produces from the thor- 


oughly screened and by-invitation-only audi- 


a result this promotion, de- 
operation of the 
Water and 

has kept a 

of four 

ust 


morning 120 ric woking, 12 reasons why the sented by one of Rick’s salesmen, fol- 
lowed by a demonstration of Zenith 
television by another salesman. 


ome familes hould buy Hotpoint ranges, 12 reasons 

nd Burbank why tl should buy Zenith television. 

ido Valley Before the commercials can tire the 

» auditorium audience it is nearly time for the pro- 

Water and Power, The first hour of Rick’s “Academy gram to go on the air over KWIK, 

f their personal, printed vt Kit 


Hour of Demonstrations Eating and Briefing 


When the auditorium is at last emp- 
Burbank, with a half-hour audience tied of guests, the work is just be 
participation program. A warm-up by” ginning for Rick’s staff. While the 

ion at the cooking. Handling the demonstrations, MC Bob Barker gets the group into salesmen join the Dept. of Water and 
pros- using a Hotpoint range assisted by Power staff in eating the food display, 
n enter the ‘ther Hotpoint appliances, are Faye sales manager Minson briefs the men 
Newsome and Patty Fagan, home econ- on the week’s work in which they will 


Anatomy” is an expert dem- 
idemy of onstration of the advantages of electric 
hecked the spirit. Then the show follows the 
pattern of most daytime audience par- 


children, ticipation shows, with group singing, 


but 90 omists of the Dept. of Water and 


city-owned elec- 


stunts, prizes, plus the humor planned 
by Barker and the humor unplanned 
vv the parti 

‘ted by Barker 


whenever they 
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make a personal call on each woman 
who attended the “Academy”. 

That night most of the women who 
attended the Wednesday morning pro- 


listen to their radios for the 
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KWIK irom tape an ee Eee eee eee 


SoS Te"8" | QNE MORNING RICK GETS 100 PROSPECTS 


to hear their lio 


Sitate to 
rsonal invitation, 
Il ] at lection Oo! 

how that less thar 
men who attend each 
electric ranges. Therefore, 
and Hotpoint are working 
market for ranges, 
f Water & Power 
up to serve its pur- 
electric load The 
w that at the regular 
presented in 
*h week by 
ore than 
owners of 
attending the 


r cooking tech- 


All Kinds of Cooperation 
access of such a pr 1 INVITATION to the promotion has been by ‘phone or personal call followed by mailed printed invitation which 
ooperation is necessary from women present at door where they register again with Rick’s sales manager Smith Minson, left. 
urces. Not only did Rick 
‘rt of the Business Agents PIER rr — 
he ply of ar ad : es ee | ) ssce*Ric coo 
e services of that util- ‘ ; “’ - EAN 
iod 


mists and their 

ned auditorium, but 

perative promotion 

Hotpoint distributor, 

and the Zenith dis- 

Young & Brown, Ine 

other distributors 

provide some of the 

promotion necessary to 

interest in the Academy 

sult of cooperation of Ger 

sales promotion manager for 

dential section of the Dept. of 

Water & Power, from the sales pro- 

tional staffs of the distributors and 
he radio station staff. 

the promotion 


rospects that would be valu 
ick’s sales crew is the result 
ming of the commercials. 
making the 

‘rtisement for 


but effort to keep 
ym being tiresome 


“ave with the me 


appli inces 


g two hour show 
f tl 2 DEMONSTRATION is half the drawing card. Popular Dept. of Water & Power home economists, Faye Newsome and 


Patty Fagan, have large following, use their hour to sell women on advantages of cooking with electric ranges. 
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100 New Range Prospects Every Week (continued) 
et ee i i i | 
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3 PRESENTATION of a sales story on Zenith TV follows the cooking lesson, 4 FACTS about Rick’s Appliances and cooperating sponsors Hotpoint and Zenith 
with Rick’s salesman Bill Crabbe letting ladies try remote station selector are injected throughout radio show. MC Barker announces over KWIK, 
Hotpoint and Zenith distributors cooperated with Rick in promotion series Burbank, a woman who will read a 30-second spot commercial about Rick’s. 


(f 


PITCH for electric cooking is given visually as guests linger to see display 
of food cooked during earlier demonstration. Los Angeles city-owned utility 
is electric only, will cooperate this way with any dealer. 


5 FUN for Barker and audience, is anyone who will be blindfolded. Warned of 
hot object, this guest is startled as she receives handful of ice cubes from 
KWIK station manager 


PROSPECTS can’t wait for more information, take time after program to PLANS for follow-up on every one of the women who attended the Academy 

sk questions of sclesmonacer Minson, left ad vent of Bick ale taff of Kitch-anatomy are made immediately. Eating home economists’ food 
Minson an taff concentrate on prospects developed by this promotion while they listen to Minson are, left to right, Bill Crabbe, Bill Hodges Roy Rick, 
Al Baumhover of the Dept. of Water & Power, and Tommy Hammond. END 
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1949 was the first year of busi- 
ness for Seither & Cherry, 
Keokuk, lowa, and the firm 
didn't do very well. Then they 
started using the meter plan— 
and sales for the first six 
months of 1950 tripled sales 
for all of 1949 


By FRANK A. MUTH 


N Keokuk, Iowa, where the streets 
slope down to the only man-made 
dam on the Mississippi River, 
Seither & Cherry have 214 appliance 
and all 


ire the type which require a col- 


meters out in homes, 
three 


lector 


except 


to come around each month. 
In 1949, the firm’s first year, it sold 
only 30 refrigerators, 13 ranges, 34 
automatic laundries and 35 water heat- 
ers. But in the first six months of 1950 
sold three that 
, thanks to the coin meter, and 


the company times 


oing strong. Refrigerators are 
1 with 129 units. 
salesman and_ vice- 

n, says, ‘We attrib 

increase in business to 

n. We 


‘rs and those 


have appealed to 
who never 
We 
them to buy on in- 


ost people 
st pe pie 


without it. 


prefer to 
meter method.” 
meter as an 
switch the 


a day 
dealers use the 
plan, then 
a regular time payment 

days, or 


‘ted enough for the 


whenever the 
lowr 


“Tf 
I 


payment 


you leave the meter in for the 


1 
luration of the 


payments, you can cap- 
monthly 
contact to push for resales,” says 
Marion. Seither & Cherry do this all 
they can 


italize on this by having that 


Since starting with the meter plan, 


KNEELING beside a 


Marion 


food 


and discuss ways to hook 
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waste disposer, 
it up to a coin meter. 


SINCE MANY purchasers don’t want to advertise that they are buying on the meter plan, the firm always installs the meters 


on the back of refrigerators. 


METERS Make it Easy to 


KNOCK ON ANY DOOR 


John Marion 
very little advertising. Yet sales have 
been all right. The other 12 dealers in 
16,000 


they have done 


-] ’ 
claims 


the town of have advertised 
heavily and still Seither & Cherry has 


owners Davis 


1951 


held its own with competition. 


newspaper 


In the 


the firm runs about a quar 
ter page advertisement a week and uses 


some air time on the local station. 


Marion 


thinks 


that 


“Sagebrush 


Sandy.” who sings and gives out with 


a lot of corn on the radio, has been 


very instrumental in getting the meter 
well known to many of the people in 


(Continued on page 84) 


PARTNER MARION tells bookkeeper Ray Evers that selling conventional washers on the meter plan is 
easy. All you do is connect the meter to the refrigerator—not to the washer. 
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But | > of the hazards 
in the d ul iod ahead, in 
f what folks 


ical dealer, 


1 there 


, had better use a secondary 
double-check the first cal 
] the sales 
the assets including 
siness property, equipment 


fixtures, 
trucks, 1 


h, receivables, ini 


rh 
ce i 


Many deal ; ! from year 


ve tisfied with the : lume 


they 
They 


ask, “Did 
enough s: ad 
{ 


this past year? 
ealer uses net profit on sales 
yardsti to 


answer thi ques 


ms of 

ability to make 

to customers 

give the dealer 

dé or 

buys to better 

or manages to 
yperating 


ne may 


expenses to a 
make a highet 
same volume or even 
His net does not tell 
* is getting enough sales 
his [ 


lishment 


S.A. Measures Sales Efficiency 


a measuring stick 
, ‘ , 


ume he records 


} 


ne 


The dealer needs 


her 
should 


‘asuring stick 


$100,000 and hi 


Saies are 


$20,000, the ratio of sales to 


sales are 
io differs 
terri 
atandd. 


ome 
ould 
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10 trom accounting 

accounting period the same 
way he checks his net profit on sales. 
If the sales figure starts decreasing in 
ratio to assets, it is time to investigate. 
Che dealer can nisled if he uses 
the net profit on sales as the sole arbi- 
of his managerial 
be making a reasonable profit on 


his sales volun 


skill because he 
Ly 
ie but may not be get- 
sales volume and he has 


ting enough 


no way to tell that unless he considers 
his sales-to-assets ratio, because this 
ratio gives the dollar 
{ 


 — 
tOllatl 


= —_ 1 
Saies ior eacn 


and 
It provides a re- 


invested in current, fixed 
scellaneous 
liable index of the use of the 


assets 
assets as 
1 may indicate the need for 


re assets to get maximum sales or 


the need for 


ju 


better sales promotion to 
stify the current investment in assets 
The dealer may ask, “What is a 
good sales volume for my business ?” 
Phere iswer, although 
and lows. A 
f five to 


precise at 
ere are certain highs 
ile i one is 
he average, although, con- 

e 


yusiness set- 


ups and territories in which these 
businesses operate, this ratio may be 
just about right. This is because the 
adequacy of sales volume must be in- 
terpreted according to the 
set-up. 


business 


Harder with High-Margin Goods 


A business that sells high-margin 
items will not have the volume of a 
business that sells low-margin items. 
If the investment in assets is the same, 
it will show a lower ratio of sales to 
The dealer who sells high- 
margin goods has a higher overhead 
compared to the dollar volume done. 
rhe seller of low-margin goods has a 


assets, 


low expense ratio, but his sales volume 
is higher than that of the 
high-margin 


seller of 
merchandise. So, the 
ratio is affected by the margin earned. 
Inasmuch as margins are lower on 
some lines than on others, the dealer 
who sells the largest proportion of top- 
margin items will have a better sales 


to-assets ratio than 


the dealer in the 
opposite category. 





NET PROFITS DON'T TELL THE WHOLE STORY 


Percent 


Net Profit Net Profit 


Sales 
$100,000 
100,000 
120,000 
120,000 


Assets 
$20,000 6% 
50,000 6 
40,000 5 
30,000 5 


Profit 
Dollar on 
Assets 


$6,000 30% 
6,000 12 
6,000 15 
6,000 20 


Ratio of 
Sales to 
Assets 


5 to 1 
2to1 
3 to 1 
4to1 


THE BOOKS of four different dealers showed the figures in the table above 
All dealers had the same dollar net, yet the second dealer had a sales to 


assets ratio of two to one and a profit on assets investment of only 12 


percent 


The fact that he earned as much dollar net as the other dealer 


shows that he rates equally well on cost control but not so good on sales 


He has 


promotion 


150 percent more investment in assets than the first 


dealer yet his sales volume is no better 
The first dealer earned 30 percent profit on his assets with a sales to 
assets ratio of five to one, which is about as good a ratio as he can expect 


with his present investment set-up 
acquire more assets to produce it 
in assets for the volume he gets 


If he wants more volume he'll have to 
The second dealer has too much invested 
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Renters Have an Advantage 


However, there are other factors be- 
side margin that will prevent a dealer 
from getting as high a volume rate as 
he otherwise would or attain a higher 
sales volume rate. The dealer who 
rents can often get more volume than 
the dealer who owns the property be- 
cause he can make his working capital 
go further when he works on the land- 
lord’s investment in ownership, he has 
more ready cash to discount his bills, 
more to invest in stock, he can get a 
higher-than-average turn and earn 
more profit-dollars, he can spend more 
for sales promotion. Of course, there 
ire disadvantages in renting and they 
must be considered. 

rhe dealer who is close to his source 
of supply, all things equal, can invest 
less in his inventory than the dealer 
farther away from a supplier and get 
a higher turn because of his proximity 
to the supplier. The dealer who price- 
cuts or gives too liberal trade-in allow- 
ances to get volume will not have as 
good a ratio as the 
dealer who gets full prices and keeps 
ullowances at minimum. 

From analyses of many business 
statements in this field, it would be 
safe to say that a sales-to-assets ratio 
of four to one is indicative of good 
sales control. If the dealer’s expense 
control is equally effective, he should 
net an adequate profit on an adequate 
sales volume. 

The dealer today needs a ratio to 
help him gauge the adequacy of his 
sales volume. The potential business 
in the territory or the net profit on 
sales is not the entire answer, although 
these factors do serve as worthwhile 
guides up to a certain point, yet the 
dealer may make a better-than-aver- 
age net on sales and may get his shars 
of the business in the territory and 
still may have a below-average ratio 
when he computes his sales on the 
basis of his investment in business 
assets. Hence, this is a calculation he 
should not overlook when he analyzes 
his operating results. Of course, the 
dealer must be sure that his asset 
valuation is realistic, that the assets 

(Continued on page 96) 


sales-to-assets 
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UPSIDE DOWN WEATHER 


mally 


in nor- 


sunny Louisiana didn’t stop 


McLatur Appliances or salesman Doyle 
C. Poston from pushing portable iron- 
ers both indoors and out in a promo- 
tion which upset ironer tradition by 
uncovering a sales bonanza. 


* pa 


VERYBODY WANTS PORTABLE IRONE 


That’s what McLatur Appliances discovered in the defense-booming areas 


around Shreveport, La. They sell them inside and outside by advertising porta- 


bility and low cost, closing with 10 minute demonstrations or five-day trials 


By A. B. WINDHAM 


HE Korean situation looked 
worse. Army and air force bases 
were blossoming all over the 
were being 
called up. One of these air fields, Camp 
Sarksdale, Shreveport, La., 


counted scores of new homes springing 


country and more men 


near 


up like mushrooms. 

And in Shreveport three men sat in 
a car mulling over the possible effects 
f the semi-military economy on their 
businesses. P. O. McLaughlin, co- 
McLatur Appliance Co., 
increased 


owner of the 
was dis demand 
for specialized appliances with distrib- 
utor representatives from Interstate 
Electric Co., of Shreveport 

“Look;’ McLaughlin, “what 
new homes at Barksdale want 
most is portable stuff, equipment they 
can take along with them when they’re 


cussing the 


said 
these 
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ordered out somewhere else. I believe 
there’s a big market for portable ap- 
pliances right here.” 

The distributor’s men didn’t agree 
with him, not at first. Refrigerators 
and ranges were going great guns, 
washing machines were in heavy de- 
mand, home freezers at an all-time 
high. Why switch off on portable 
stuff? But McLaughlin was insistent. 
Of course, the heavy appliance market 
was fine, he argued, but why not add 
smaller, portable appliances and _ in- 
crease sales in all departments, since 
here was an excellent opportunity ?” 

Mr. McLaughlin looked through the 
Hotpoint book and suddenly stopped. 

“That’s it,” he said, pointing to a 
portable ironer with a list price of 
$49.95. “It’s under the minimum 
amount prescribed for credit regula- 
tions and it’s just what a thousand 
housewives right here in this area 
need. Send me all you have in stock 


1951 


and order a few more of them for us. 

The next day, Shreveport’s news- 
papers spread a quarter-page ad which 
read: “COME! CALL! WRITE! 
WIRE! You can now enjoy the 
luxury and convenience of an electric 
ironer for only 95 cents down.” 

The ad shrewdly timed. As 
McLaughlin points out, the buying 
public, accustomed to thinking in terms 
of $195 and $295 for major appliances, 
was awakened to the fact that the 
price on an electric ironer was rela- 
tively low with only 95 cents down. 

As a result, they came, called, wrote 
and wired. The firm’s correspondence 
shows that inquiries came from as far 
away as Arkansas and east 
and some buyers from these areas 
came into the store, many of them 
plunking down cash and carrying an 
ironer away with them. McLaughlin’s 
reasoning was more than justified, but 
he still wasn’t satisfied. The distribu- 


was 


Texas, 


tor’s phone rang again and again, each 
ring bearing a request from McLatur 
to speed up the delivery of more 
portable ironers. Interstate Electric, 
enthusiastic about the campaign, gave 
the firm all it could get. 


“Take Them Outdoors” 


Then McLaughlin and Wilson 
Turner, his partner, called the sales- 
men in for a meeting. They brought 
out the ironer. Here, they said, was 
something a salesman could sell be- 
tween refrigerators and other large 
appliances, something with a fairly 
good commission and something which 
the public had proved it wanted. How 
about taking some of the ironers out, 
ringing a few doorbells and seeing 
what happened ? 

The salesmen began to see the possi- 
bilities and, as a result, plenty hap- 
pened. One salesman who took six 

(Continued on next page) 
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EVERYBODY WANTS 


portable ironers out to a government 
housing unit, was back in the store by 
early afternoon, all of his merchandise 
gone, He staged a demonstration party 
in the home of a customer who lived 
in the housing unit and sold 12 ironers 
the next day. After that, he loaded his 
car each morning with as many ironers 
as he could get into it, spent the day 
cold canvassing and giving demon- 
stration parties. In a period of six 
weeks his record showed the sale of 
80 portable ironers. 

“Our business in portable ironers is 
not a phenomenon,” declares Mr. 
Turner. “It’s just the result of ana- 
lyzing the market for what is needed 

~——< ee and what will sell. There are three 
major factors in our portable ironer 
campaign. First, we are close to a 
type of customer who is responsive to 
the appeal of the merchandise. Sec- 
ond, the low,priced ironer is a fine 
competitor. We couldn’t run cut 
price sales as some of the larger 
firms have done, and in the portable 
ironer we’ve got a ready selling item 





which compares with anything of its 

type or in its class. Third, it does not 

come under credit regulations. Not 

many people realized they could have 

a portable ironer for less than $50— 

in fact, for a 95 cent down payment 

and as little as $1.25 a week. It was 

EASY ENTRANCE most any house in the defense developments around Shreveport was sure, Poston and other sales a natural and we have exploited it 


en found iy veeded was an ironer under your arr thoroughly.” 


Outside Salesmen Like It 
The four outside salesmen of Mc- 
Latur Appliances declare that the 
ironer campaign has frequently led 
them to the sale of other appliances. 
The offer of a free demonstration is 
i fine way to get them into the kitchen 
and to get the housewife into con 
versation about ali kitchen appliances 
\t each house where a portable ironer 
is demonstrated, whether it is sold 
or not, the salesman makes an effort 
to establish friendly relations with the 
customer and to add her to the pros- 
pect list for possible future appliances. 
Dishwashers and ranges also are high 
on the company’s best seller lists, 
are refrigerators and washing ma- 
chines, and many sales of these items 
have been the direct result of an 
ironer demonstration. McLatur sales- 
men say they like to sell the portable 
ironer because it can be picked up 
and carried right along with them for 
easy demonstration, and it always 
catches the housewife’s eye as soon 
as they appear at the door with it 
under one arm. 
“When we started the ironer pro- 
motion, we backed the salesmen up 
with all the support we could,” says 
McLaughlin. “First, it was necessary 
to give them thorough training in 
demonstration. That was important 
because the average salesman has a 
hard time learning to demonstrate an 
ironer properly. There’s a certain 
amount of manual work connected 
a with it which must be mastered deftly 

and capably before it can be demon- 
TEN MINUTE demonstrations were enough in most calls, as in this one, to wrap up sales. Poston has his down payment; strated effectively. We did not want 
the lady has her ironer—which only costs $49.95 and is easy to move novices or fumblers trying to instruct 
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PORTABLE IRONERS 


es and fumblers, because 

that about three-quarters of 

rs we would sell would be 

sales, so that meant to us 

salesman must be letter per- 
idling the machine. 

lt of this careful training 

yur salesmen’s method of sell- 

»bably one of the easiest things 

business. After getting per- 

to demonstrate the ironer, he 

simply sets it down on the kitchen 

table, or almost anywhere else, plugs 

it in and operates it smoothly and im- 

y as if he had done it all his 

Invariably there is a shirt or 

heet or something similar drying 





iround the house, and he uses this 
his demonstration. When he’s 
through, he’s ready to compare it to a 
laundry job. He then gets the house- 
yperate the machine herself 
pointing out its simple operation, the 
yn’t’s of its mechanism, and 
her that after a short while 
an handle the ironer herself in 
und expert manner.” 
id learned to use the ironer in 
so I took over the job 
salesmen. In a short 
them so that they could 
class and thorough demon- 
1 ten minutes flat 
we further allowed the sales- 
| . Sf la ‘ o he ir or 
i ba pts, blend IN-STORE demonstrations were just about as successful as house-to-house calls. Response to the firm’s first ad was 
 llailinda tee? Meaeaiadialh ial phenomenal, bringing prospects even from Arkansas and Texas 
necessary, but, if 
was desired, the salesman 
customer regu- 


il very few 


Utility Lends A Hand 
ctor in keeping up our 
las been the help given 
Southwestern Gas & Elec- 
adds 
up the sales 
We maintain 
ment with 
d service men in 
All of our service is, 
1aranteed to satisfy and most 
rs appreciate its ready avail- 
a and pattern tor the port- 
yner sales campaign was not a 
1 one. Saturation in the 
; veport area is low and this is an 
important consideration in addition to 
the two other factors of response, 
npetition and price, listed earlier 
Mr. Turner. But the actual task 


of selling, knocking on doors and 
d f 





ringing door bells by the firm’s ef- 
ficient, hard working salesmen, is 
probably the most important factor 
of all in the success of the campaign. 

The partners have been in their 
present location at 701 Milam Street, 
in downtown Shreveport, since 1946, 
It is a choice location, on the corner 
of one of the city’s busiest intersec- 
tions. The firm is known as one of 
Hotpoint’s most dependable outlets in 
north Louisiana and records an an- 


nual sales volume of approximately 


“TAKE A FEW ironers out, ring doorbells and see what happens,” P. O. McLaughlin, partner in the firm, told salesmen. 
$175,000 End The first morning one man sold six. Results: McLatur went all-out for outside sales. 
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DELUXE ACCOMMODATIONS where women’s groups enjoy activities like bridge, prepare their own 
luncheons, but don’t have to clean up afterwards and don’t have to watch interminable commercial 
demonstrations are in daily use at the Danforth Co., Pittsburgh 


roup Demonstrations Deluxe 


Hundreds of women see appliance demonstrations every day 
in the Pittsburgh club room of the Danforth Co. because this 


BRIGHT IDEA of designing and operating a 


club room the way women wanted it was |. W 


Sentuthie, Gatiadix Ga. esekdens what they want—and an incentive to visit their nearest dealer 


Westinghouse distributor is smart enough to give the ladies 


EFORE the anforth ' ; minded, resented high rentals and expensive course) prepare their luncheons or desserts on 
B t irgh, Pa., luncheons, wanted an attractive meeting place Westinghouse appliances, then sit down for bridge, 
ly styled club room here they could prepare their own refreshments fa yn shows or other activities of their own 
it was smart enou ape the messy job of cleaning up afterwards. while a maid hired by Danforth clears the tables 
find ot wl , 1 and what ‘ found that women’s groups object stren- and the appliances wash and dry the dishes and 
would make them use the facili commercial demonstrations which linens and dispose of the refuse. ough sales- 
President I. W. Danforth knew that the idea har] -urtail their own activities and this, be- men and order books are missing, the guests do 
was basically sound; history had proved that cause Danforth was farsighted enough to act get a short demonstration on one or more apj i- 
much. But he knew also that if the activity was accor ly, became the most significant discovery ances during their lunch and are presented with 
to make sales for his 600 Westinghouse ] it all slips which entitle them to a free gift fr 
would have to attract a lot of women—and With the survey as a guide, Mrs. Palmer and dealers. Cooperating dealers often have provided 
inspire them to buy Westinghouse appliances. \. Carl Bredahl, manager of Westinghouse’s door prizes or even baby sitters. 

To Mrs. ibeth Palmer, director of the com- Better Home Bureau, designed a complete kitchen- The dealer tie-ins are effective, as Danforth 
pany’s home service department, went the job laundry-freezing center in one corner, bought planned they should be. After one recent meeting 
of planning a club room that would meet these bridge tables and 200 chairs, linens, flatware, ash 20 percent of the 150 attending women visited 
requirements. From hundreds of calls she dis- trays, playing cards, tallies and matches. As a_ one specific dealer for their free cook books and 
covered that women’s groups were economy- result, the groups which use the room (free, of the accompanying range demonstration. 








DANFORTH S PROGRAM MAKES SALES FOR DEALERS 


1 MRS. EARL SHIPLEY registers at the door when she 3 PERSONAL CONTACT and good will is enhanced when Mrs. Elizabeth Palmer, home 
® meets with 200 other women of the Women’s Assn. of ® service director, serves free coffee and talks ta the club women. Coffee is prepared in 
the University of Pittsburgh at the Danforth Co commercial coffee-makers, served from Westinghouse Percolators. 


- 
2 HELPING PREPARE the group’s luncheon, Mrs. Shipley 4 SHORT DEMONSTRATIONS ore part of every party. Here Mrs. Palmer shows Mrs. 
u a 


gets a chance to admire and use a new Westinghouse Shipley and her fellow members how té prepare broccoli for freezing. She also displays 
range. Use of the auditorium is free. foods used in demonstrations weeks or months before. 


Continued on next page => 





o —> GROUP DEMONSTRATIONS DELUXE (continued) 














WHILE SHE’S DUMMY in the after-lunch bridge, Mrs. Shipley watches WITH NO SALESMEN around to make her cautious, Mrs. Shipley 


tollows 
the maid put dirty dishes in the dishwasher, sees how easy it makes the job s her curi 


sity and takes a closer look at the dishwasher 


A 


7 FURNISHED with the name of her dealer and MORE DETAILS on dishwasher are furnished 9 PURCHASE of the dishwasher naturally leads 
- 


the offer of a free gift, Mrs. Shipley visits the ® by J. A. Anderson, sales manager of Hafer’s, to plans for a new kitchen, and is both the 
Hafer Plumbing & Equipment Co., which specializes after he has presented her with copy of children’s reason for and the proof of success of Danforth’s 
in kitchens cook book, group demonstration plan. END 


PAGE 66 APRIL, 1951—ELECTRICAL MERCHANDISING 








Establishments 
(Number) 


United States, total 


New England. . 
aine.... 
New Hampshire. . 
Vermont 
Massachusetts co 
Rhode Island........... 
Connecticut 


Middle Atlantic. . 
New York 
New Jersey.. 
Pennsylvania. . ea 


East North Contet.. 
Ohi 


Wiscesaie 


West North ome 
Minnesota. . ° 
lowa.. 

Missouri. *€ 
North Dakota 
South Dakota. . 
Nebraska... . 


Kansas 
Sout Atlantic... 


one here 
District of Columbia. 


West Virginia... . 
North Carolina. 
South Carolina. . . 
Georgia... 
Florida.... 


East South Central....... 
te 
Mississippi 

West South Central..... 


OS EEE EA 
klahoma 
eee 


Mountain... 
Montana. 
Idaho....... 
Wyoming. 
Colorado... 
New Mexico 


ta 


Nevada. . 


Pacific. .. 
Washington 


California 





RADIO, ELECTRICAL APPLIANCE, SPECIALTY WHOLESALERS UNITED STATES, BY GEOGRAPHIC DIVISION AND STATE 
Establishments, Sales, Expense Ratios, Pay Roll, Personnel, and Stocks, 1948 


Sales 
entire year 
(Thousand 

dollars) 


Operating 
expenses, 
percent 
of sales 


Pay roll, Active 
entire year | 
(Thousand 


dollars) (Number) 





proprietors, * 
November 


Paid employees and pay 
roll, w en 
nearest Nov. 15 


Enployers | 


Stocks on 

hand, end 
of year, 
at cost 

(Thousand 
dollars) 





Pay ro roll 
(Dollars) 





"447,949 
39°814 


9,845 
690 


2,038,020 
36,695 


134,887 
8,259 
887 

57 
73,547 
14,030 
38,107 


599,658 
354,062 

72.959 
172,637 


397,144 
106,441 
43,758 
152,207 
62,857 
31,881 


180,057 
42,782 
29,486 
72,805 


13.1 
18.6 


13.1 


13 963 
237,859 
325 


29,650 
29,526 
38,094 
17,077 
34,690 

7,066 
47,564 
33,867 


84,671 
12,944 
36,341 
29,431 

5,955 


145,881 
15,515 
24,588 
19,849 
85,929 


51,624 


_ 
<5 Die ws 00 OI 


~~ | oh 
wu NODS OWU0e 


-_-—- = = 
6 WHN]-NKB UNwW=-B Wd 


~~ am 
_ x x 
y cores se 
| 4yVPer o¢ 
anu 


4 
| 


a ot 
pO wn 3 
onoe 


1,343 
17 


2,869,385 295,893 
on 36,410 
14,182 
1115 

é 


40,992 | 
| 17,581 | 
59 699 


253,811 
66,888 
29,193 

105,566 

3,427 
8,368 
21,867 
18,502 


309,662 
472 
42,081 
46,262 
46,391 
21,871 
42,704 
11,056 
54,454 
44,371 


118,632 











125, 337 


71,414 
4,750 
x 
3 
28,332 
157 
6,812 
28,170 
(x) 


310,262 
45,654 
40,565 

224,043 





19, 526 








* Proprietors of unincorporated businesses. 


x Withheld to avoid disclosure. 


Appliance and Radio Wholesalers Do a $2-Billion Business 


HE figures in the table above are big figures, 
because radio and appliance wholesaling is 
big business, bigger even than many people in the 
industry appreciate. Recently made available by 
the Bureau of the Census, these 1948 statistics 
give the whole picture: number of firms, sales, 
expenses, payrolls, and inventories. 
Not revealed in the table are these important 
facts: In 1948 there were 5,443 electrical goods 
wholesalers of all types, including 540 general 
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line, 2,385 wiring supplies, and 2,518 appliances 
and radio. Appliance and radio wholesalers made 
total sales of $2,038,000,000, 505 percent over 
1939, and far more than either of the other two 
types of electrical wholesalers. Altogether, the 
three types of wholesalers provided employment 
for 90,448 people. Operating expenses amounted 
to 10.2 percent of sales for general line firms, 16.2 
percent for wiring supplies and 13.1 percent, for 
appliance-radio distributors. 


1951 


States showing the largest dollar volume for 
the trade as a whole in 1948 were New York, 
California, Pennsylvania, Illinois, Ohio, Texas, 
and Michigan, in that order. More data for cities, 
metropolitan areas and states for both wholesale, 
and retail trades can be obtained from the Super- 
intendent of Documents, Government Printing 
Office, Washington 25, D. C., by requesting the 
official order blank, Announcement of 1948 Cen- 
sus of Business Area Bulletins. End 
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When Must You Take Back 


DEFECTIVE MERCHANDISE? 





Suppose that washer you sell today doesn’t work properly and the customer wants you 


to take it back. Will you have to? An understanding of well-established law, as 


outlined here, will make it easy to tell when the answer is Yes and when it is No 





Seventh in a 


DEALER in electrical equipment in 
A Mississippi sold a restaurant owner a 

freezer under a conditional sale contract 
for $1,257.45. The down payment made on the 
delivery of the box was $100.45 in cash and 
notes for $260. Two months after the de 
livery of this box the buyer signed the condi 
tional sale agreement providing for payment 
of the balance of $897 in fifteen monthly 
installments 

These payments were all met as they became 
due, but the buyer refused to pay the notes for 
$260 representing the down payment. Ulti 
mately the dealer sued and the buyer interposed 
in defense of the action that this freezer was 
not as represented, was worthless and had not 
operated properly from the day of delivery. 

The Mississippi court in its decision referred 
to an earlier case in that state as authority for 
its decision here in favor of the dealer. In that 
earlier case a sawmill operator had bought a 
belt for use in his mill. After using this belt for 
a couple of weeks he discovered that the manu- 
facturer had failed to fasten securely the two 
ends and the lap had torn free. 

However, instead of taking the belt off the 
pulley and returning it to the manufacturer, he 
continued to use it for several weeks after dis- 
covering this defect. Later when he was sued 
by the manufacturer for the price of the belt 
this sawmill owner contended that he was not 
liable for payment since the belt was defective 


Continued Use Means Acceptance 


he court held that the continued use of the 
belt by the owner after discovering its condi 
tion and his failure to return or offer to return 
the belt was an acceptance and a ratification of 
the sale that waived the defects. 

Applying the law laid down in this earlier 
case to the circumstances of the sale of the 
freezer and the continued use of the box after 
the customer had knowledge of the defects and 
his failure either to return or offer to return 
the box, the Mississippi court said, 

“The continued use of this refrigerator equip- 
ment by the buyer after discovery of its unsatis- 
factory condition, in the absence of notice of 
rejection and return or offer to return it to 
the dealer, constituted an acceptance.” 
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By ALBERT WOODRUFF GRAY 


series of legal articles. List of titles available upon 


his same situation occurred in the sale of 
a radio by a Louisville, Kentucky, radio and 
music store. The customer paid $490.00 and 
by the dealer that the radio was 
the latest and best of its type on the market. 


was assured 


The reception from the radio was unsatisfac- 
tory. This customer repeatedly complained to 
the dealer and in each instance he made an 
effort to remedy the defects. Finally she offered 
to return the radio and demanded the refund 
of the money she had paid. The dealer refused 
either to take back the radio or return her the 
payment she had made. Then she sued to 
recover her money but continued to use the 
radio. 

In deciding the action the court said that she 
had used the radio after she had offered to 
return it, that it had been installed in the 
different places where she lived and that she 
had continued to use it as she had before her 
offer of its return. When there has been the 
tender of the return of an article purchased 
and the tender has not been kept good, con- 
cluded the court, there can be no recovery of 
the money paid. 

This requirement of the law that a dissatis- 
fied customer who seeks to recover the money 
he has paid for an article, must first return 
the article to the dealer and if the dealer refuses 
to accept it, put the article aside and keep it 
as he would the goods of another, became even 
more emphatic through the provisions,of the 
sale contract of a neon sign in Georgia. 

This contract contained the clause, “All com- 
plaints shall be made within five days after the 
erection or delivery and unless made within 
said time, said sign or signs shall be considered 
as satisfactory and according to specifications.” 

The sign failed to operate satisfactorily. Not 
only did the center portion, intended to flash 
intermittently on and off, fail to do so, but there 
was no illumination of part of the sign. The 
dealer tried unsuccessfully to remedy the defects 
but finally sued to collect the price agreed upon 
for the sign. 

The Georgia court said of the failure of the 
sign to function properly and of the provision 
of the contract restricting the customer to five 
days for any complaints, that irrespective of 
the defects of the sign, this customer had failed 


request. 


to complain within the time specified in the 
sale agreement. Consequently she could not 
afterwards be heard to complain and the dealer 
was entitled to payment for the sign. The efforts 
of the dealer to repair the sign did not in any 
way change her obligation to adhere to this 
provision in her agreement. 

“The voluntary undertaking by the seller, 
after the expiration of the time in which com- 
plaints were to be made to the buyer in case 
the article did not prove satisfactory, and with- 
out any consideration, to repair the sign, did 
not amount to a waiver of its right to insist 
upon the complaints being made in the time 
specified in the contract.” 

100 Year-Old Precedent 

\ Kentucky case decided a hundred years ago 
has served as authority in this country for this 
law that before a customer can recover money 
paid for goods that are not as represented, he 
must either return or offer to return them. 

A man in that state bought a mule. Dissatis- 
fied with his purchase he took the animal back 
to the former owner and demanded repayment 
of his money. The seller refused either to 
accept the mule or give back the money. The 
buyer then put the mule at work on his farm 
and sued the former owner for the price of 
the animal. 

The buyer, said the Kentucky court in this 
old case, by taking the mule back with him 
and considering the mule as his own, ratified 
and agreed to the sale. After that he could 
not be heard to complain or be awarded a 
return of the money he had paid. 

“As the seller, after rejecting a tender and 
permitting the jack to be taken away without 
explanation or reservation, could not have 
reclaimed him on the next day or at the end 
of a month, so the buyer after submitting to 
the rejection of his tender and after taking the 
animal back and putting him to service as if 
he was the buyer’s own, could not go back to 
his tender and claim that the purchase of this 
jack was rescinded and that he had been keep- 
ing and using the seller’s jack and was not 
bound to pay for him. If the buyer could do 
this at the end of seven weeks he could do it at 
any time within five years.” End 
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MERIT AWARD 


Lewyt Corporation 


GrantTED BY THE NATIONAL 
BOARD OF GOVERNORS FOR 
LEADERSHIP IN RESEARCH, 
ENGINEERING,.DESIGN AND 
MANUFACTURE IN THE 
VACUUM CLEANER FIELD 


AMERICAN 
SOCIETY. OF INDUSTRIAL ENGINEERS 























“We consider the Lewyt to be the finest Vacuum 


Cleaner produced anywhere in beauty, 
engineering design and utility.” RODERTL.CRINNIAN 


You’ ll sell cleaners in volume when you LEW 
DO IT with | 


LEWYT CORPORATION, VACUUM CLEANER DIVISION, DEPT. M-4, 60 BROADWAY, BROOKLYN 11, NEW YORK 
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Egg polishing... 9.1 hr! 


As every apple polisher knows, customers go for 


high gloss. Sheen sells more spinets, glasses, yachts, 


g, air travel... works for the farmer, too. 


Robert Marshall, Tompkins County, N.Y. scrubs 


eggs with an automatic washer which cleans five 


plumbin 


cases hourly. Clean eggs bring 6c per dozen more... 
polishing pays the polisher $9 an hour! 


Farming is a business...and good farmers 
go in for continuous product improvement, keep 
an eye on tomorrow’s markets, favor flexible 
production plans and marketing methods... 
concentrate on higher yield crops and herds, 


better quality and quantity ... more eggs per 


chicken, more quarts per cow, more 
alfalfa per acre, higher hog profits, 

<4 maximum cash income per annum! 
The farm homemaker is also 


lifting living standards. She uses 


" i : : 
: more mechanical appliances 
to save time and steps... 
ai obtains quicker and better 


output with cake mixers, automatic toasters, 
coffee makers, electric ranges, washing machines 
and ironers. With increased leisure she is more 
style conscious, chooses better home decorations, 


rugs, and furniture . . . is a new major market. 


Best business opportunity .. . today is the 
SUCCESSFUL FARMING audience, of the best farmer 


business men in the US. ..1,200,000 families of 
which more than a million are concentrated 
in the fifteen agricultural Heart States, with the 
best soil, largest investment in land, buildings, 
and machinery, highest yields and earnings 
easily 50% above the national farm average. 
Advertising in general media misses 
much of this major market— 
needs SuCCESSFUL FARMING for 
its powerful penetration, and its YY r/o 
wide influence based on forty -“e 
> ; a ‘ b a - 
years of service. With current YY oS 
production and prices, a decade’s 
backlog of savings, SF subscribers are the best 
class electrical merchandise market in the world. 
Ask any SF office for the facts. 
SUCCESSFUL FARMING, Des Moines, New York, 
Chicago, Cleveland, Detroit, Atlanta, 


San Francisco, Los Angeles. 
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IN OPERATION, Phonevision programs can be received by anyone, but as broadcast from the transmitter 


(upper left) are scrambled until the viewer picks up his telephone and orders the show, thus getting the operator 
to send the decoding signal over a telephone wire connected to the set (lower right) 


Phonevision Gets Its First Test. 


FTER delays, complication, misunderstand- 
ings and controversies that would make 
most private citizens throw up their hands 

in utter disgust, Zenith Radio Corp. finally broke 
through on January 1, 1951, with the first real 
opportunity to test Phonevision, its method of 
pay-as-you-go television, with a live audience. 
Federal Communications Commission permis- 
sion gave Zenith the right to broadcast one fea- 
ture movie a day to 300 “typical” Chicago fami- 
lies for a period of 90 days at a subscription price 
of $1 per show. At the end of the first four weeks 
Zenith had already acquired enough statistical 
data to indicate an affirmative answer to the para- 
mount question: Would people pay to see pro 
grams on their own television receivers ? 
According to Zenith, the 300 subscribing fami- 
lies saw a total of 2,561 movies during the first 
four weeks, an average of 8.5 shows per family. 
The novelty of the service produced the same 
reaction among subscribers as among new T\ 
set owners ] yv stay l glued to their sets dur- 
1 this period, says Zenith, 
3.1 movies, but for the 


steadied to a more 


Too Much to Expect? 
The implications of the four weeks were 
that they were frightening—at least 
McDonald, Jr., Zenith’s president. As 


so enormous 


to E. I 
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an example, Mr. McDonald pointed out that if 
ten million TV-owning families were as willing 
to pay to see feature movies as the 300 test 
families, Phonevision would do a business of one 
billion dollars a year. 

“Being manufacturers and engineers,” said 
McDonald, “we are willing to leave analysis of 
the final results of our test up to Hollywood’s 
experts on movies and up to the FCC, for whom 
we are gathering this data, but here’s what we 
know so far: On an overall average for the period 
we have reached 30 percent of our audience— 
our ten lowest grossing pictures reached 22 per- 
cent of our audience. Nine out of ten of our test 
families reported that they prefer a movie on 
Phonevision at home to seeing it in the theater.” 

Comparing these figures with movie-going habits 
of typical families, McDonald pointed out that, 
according to published figures, the average Ameri- 
can goes to the movies less than once evety two 
weeks and that his test families are therefore 
seeing movies at home by Phonevision more than 
three times as often. 

“We fully expect,” he said, “that as the novelty 
of this test wears off and after our test families 
have received their first month’s bill our 
patronage may decline during the second and 
third month. We are also aware that our feature 
films (none of which are more recent than 1948 
and which have been previously seen in theaters 


by 20 percent of the test families) are competing 


A SCRAMBLED SHOW might look like this. Zenith 
has 11 different ways to upset the picture to make 
non-paying viewers get dizzy. 


SCRAPPER E. F. McDonald, Zenith president who 
thrives on controversy, declares that company spent 
nearly 20 years and $1,000,000 on Phonevision. 


300 Chicago families see 2,561 shows in 
first four weeks of operation, an average 
of 8.5 shows per family 


with the latest movies in Chicago theaters.” 

In what might be interpreted as a bid for 
support from Hollywood—which has heretofore 
looked at Phonevision with so skeptical an eye 
as to make it difficult for Zenith to obtain enough 
movies for the test—McDonald declared that 
even with only ten million subscribers Hollywood 
would realize about $450,000,000 a year and that 
most predictions of eventual TV ownership are 
in the neighborhood of 40,000,000 sets. He also 
pointed out that the Chicago test showed that 
Phonevision films were being seen by many peo- 
ple who normally were not movie goers and that 
they were therefore providing Hollywood with a 
“heretofore unavailable audience.” 


Cooperation Needed 


To work, Phonevision must have the coopera- 
tion of both motion picture producers and tele 
phone companies, the former to provide the films 
and the latter to act as a booking and collecting 
service. Subscribers who wish to see a particular 
show must contact the telephone operator who 
records the “sale” and establishes a wire contact 
which unscrambles the distorted picture and 
sound transmitted over the air. So far, not all 
the necessary cooperation has been easily obtained, 
but McDonald is getting his test and it may well 
open the way to better programs and more 
pay-as-you-go TV for a substantial portion of 
the nation’s set owners. End 
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LIGHT BULBS and fuses were the reasons why this housewife went to the Electric 
Service C Kn and partner W. D. Ward sells her the bulbs, but, also . 


... from LITTLE GADGETS 


Small items like fuses, sockets and light bulbs not only 


xville 


pull traffic to the Electric Service Co., Knoxville, Tenn., 
but also provide door-openers and steady customers 


for the salesmen who deliver them 


Displays Are Effective 


ays at Electric Serv- 


rbells, bat a houghtfully designed to 
land Whit lvantage of the traffic thus drawn 
traitic « ng nto the re he display of n 


McCalla Ave 


ways and means 


beans 
light bulbs, 


by the aisle 


containing 
irranged 
ehow,” says tors are displayed 
hardly miss 


ir out of town “he ] in 
Much gerator as he waits 
Dis 
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track 
is purchase be wrapped. 


percolators, toasters 


windows 


One week 
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> customer 
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about the 


is but 


very 
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HE SHOWS her an electric range. If she’d ordered the bulbs by telephone a 
salesman would have delivered them, then aroused her interest in an appliance. 


3y delivering small items which 
have been ordered by telephone, the 
company’s salesmen make excellent 
contacts and turn up many prospects for 
major appliances, Ward says. He 
finds the delivery procedure a far more 
effective entering wedge than the use 
»f give-aways or cold canvass, since it 
affords an opportunity 
to be of service by putting in the new 
light bulb, battery or whatever 


lered. 


the salesman 
luse, 
It also gives him a 

up on and 
he appliances in the housewife’s kit- 


has been ort 


iance to check discuss 


t 
chen 
“One of the best things fea- 


about 
turing minor items as a traffic puller, 
Says Ward, “is that the 
is not seasonal. Winter, 
spring or fall, every household needs 
something in the way of sockets, drop 
cords, light bulbs, batteries and kindred 
equipment. And it isn’t too big a 
matter here at the store to keep our 
inventory up—we just keep a fairly 
close check on it to see that we don’t 
run out of the small items. 

“The display space allotted to these 
gadgets is considerable, of course, but 
by integrating it with the display space 
for large appliances, we handle it well 
enough and succeed in our purpose 
of directing the attention of the cus- 
tomer to the major appliances.” 


business 
summer, 


Lamp Department Popular 
method which 
Electric Service Co. uses to get traffic 
into the store is the maintenance of a 
This department 


Another successful 


lamp department 
specializes in converting and electrify- 
ing antique lamps by wiring them for 
use. The expert workman in charge 
of this section has converted and mod- 
ernized old stable lamps, ship lights, 
railroad lanterns, kerosene oil burners 
ind similar antiques into shining, deco- 
and i 


rative useful illumination pieces. 
The suburb in which the firm oper 


ates is an antique-conscious area 


the demand for lamp w 


APRIL, 


Ward declares that the resulting traffic 
to and from the lamp department is a 
very satisfactory source for appliance 
prospects, and that many a refrigerator 
has been sold to a housewife who first 
entered the store with an antique lamp 
in her arms. 

Usually, one section of 
windows is reserved for 
hibit, featuring old brass 
designs or trick creations. 
or ads 


the display 
a lamp ex- 
pieces, glass 
Few signs 
are necessary, according to 
Ward, true antique fan 
recognize a lamp shop immediately 
from a mere display. 

The Electric Service Co., which 
basically is an electrical contracting 
firm, handles the Westinghouse line 
and does an annual business in excess 
of $75,000 in major appliances only 
Ward the minor items 
is exceedingly high and adds up to 
a neat profit in itself, but the firm fea- 
tures such items as a means of draw- 
ing traffic and selling larger equip- 
ment. End 


since a can 


says sale of 


GOOD SOURCE of traffic for Electric 
Service is its established reputation in 
converting antique lamps to electricity 
In turn, the store converts such customers 
to new electrical appliances. 
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A LAUNDRY-SEWING 
ROOM DESIGN 


By S. J. Tauriello, A. I. A. 
A far cry from the old-fashioned 


laundry in a damp, dark base- 
ment. Plenty of room and cheer- 





ful light for laundering, sewing 
and mending; worktable for cut- 
ting and basting; ample storage 
space for linen, patterns and 
materials. In between these stor- 
age areas is the Blackstone Auto- 
matic Washer, Dryer and Ironer 
with a large soiled clothes ham- 
per next to the washer. 


Here’s a “home workshop” that any mother will appreciate. 
In homes with growing children, laundering and mending 
clothes normally are major time consumers. To simplify these 
tasks and make them as pleasant as possible, Architect 
Tauriello designed this combination laundry and sewing room 
around the Blackstone Automatic Laundry. That he was able 
to do so within these space limitations is a tribute to the design- 
flexibility of Blackstone’s three matching units—Automatic 
Washer, Dryer and Ironer. Requiring only 72” of wall space, 
they can be installed in any sequence or arrangement against 
one or more walls, anywhere in the house. Only with Blackstone 
equipment could this practical design be accomplished. 
Blackstone Corporation, Jamestown, New York. 








HOME LAUNDRY 
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VIKING means more 


VIKING... PROVEN THE SUPERIOR FAMILY SEWING MACHINE! 


It’s here at last!...the Sewing Machine that made history in all European 
countries since 1872. Now available for general distribution to American home- 
makers. “VIKING” had to be good to be an international success for over 
three-quarters of a century! 

“VIKING” means everything a woman expects and wants in a Sewing Machine. 
“VIKING” is generously wanted .. . highly promotable . . . a profit producer 
you'll be needing to fill your 1951 sales picture. 


Get the facts ...Write for complete details and prices 





“The Royal Family Sewing Machine’ 


Reg. U. S. Pat. Off. 


No. 12 
POPULAR PORTABLE 
MODEL IN SMART 

2-TONE CASE 


VIKING No. 10 


PROMOTIONALLY PRICED To Bring in TRAFFIC! 


The ever popular VIKING No. 10 is a vibrating shuttle machine 
employing a long bobbin and has the thread tension device for both 
the upper and lower threads . . . which makes for easy and simple 


\ operation. This machine is an easy seller in the lower price field. ) 


BEAUTIFUL CABINET STYLING YOUR CUSTOMERS WILL 


Lubabedadin 














VIKING 


oe to IN SWEDEN SINCE 1872 
hap G Sewing Machines are mas. 
erpieces of engineering Perfection 


With 
WESTINGHOUSE 
MOTOR 


VJ 
, 4 


wy 


¥ ” a 
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a “mm, "aef,, ~ o 
an, ey bh n 


10 _ , Sey cry ft Mo, °C 
_ Wy} 2 . d 7% Ph, Onn, 
25-Year 2 a ree Inte 

“Ome ite 


? 
Cuarantee 


Every VIKING Sewing Machine is sold to you and 
your customer under a double guarantee—from its 
Swedish manufacturers, outstanding, world-famous 


precision machinery builders.and from Consolidated 





Sewing Machine & Supply Co., world’s largest whole- 
sale sewing machine and supply house. You can sell 
VIKING Sewing Machines with complete confidence! 


ADMIRE AND BUY: 


a 


Model 547 | WESTER N 


BRA 
oe | SALIFORNIA, INC 


15, CAL. » TRinity 3093 





built +o 


ae 
Sel fast... and ) 





Compactly constructed, with the famous Alnico V 


speaker and shock-resistant tubes. Built for long- 
range reception. 


RAIN OR SHINE 


They play in any kind of weather. The plastic 
or metal cases stay bright without fading, 
cracking or warping. 


NO BATTERY BURGLARY 








An automatic shut-off switch cuts off battery 


power when set is plugged into AC or DC 
. +. gives batteries extra life. 


HIGH-LINE ANTENNAS 


Installed above grounding level in all sets 
..» they’ll even play on metal surfaces. 


DOUBLE-JOINTED HINGES 
Designed to “give” if cord gets caught 
in back cover 


no snapped hinges. 
© PLAYMATE, JR. Model 51M1 — 
Sturdy enameled metal case in 
Maroon or Forest Green, match- 
ing flip-up lid contains the 
Aerovane loop antenna. Fold- 
away cord inside back cover. 


© MUSIC BOX Model 51L1— 
Tiny and lightweight but, 
man, what power! In Forest 
Green or Rich Maroon 
scratch resistant plastic. 


@ TOWN AND COUNTRY 
Model 61L1—Deluxe styl- 
ing, extra long range re- 
ception and double ca- 
pacity battery power. 
Sturdy Maroon or 
Forest Green plastic. 


a 


es 
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RESTAURANT TIE-IN BUILDS MODEL TRAIN SALES: A St. Louis restaurant's 


cooperation with Bell Radio & Appliance Co. resulted in the installation of an 
electric train, which runs along the inside of the oval food service counter carry- 
ing customer's orders on eight flatcars. Models of famous locomotives are rotated 
in use. Wall murals and window displays carry out the railroad motif. The tie-in 
has spread Bell’s electric train sales well beyond the normal Christmas demand 


UTILITY DISPLAY HERALDS FAN SEASON: A sailboat riding simulated waves, 
with sails billowing in electric breezes, highlighted the display, ‘’Sail Through 
Summer with Electric Breezes,’ which Cincinnati Gas & Electric Co. featured in 
its lobby last summer. Every type of electrical cooling equipment was shown 
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REMOTE CONTROL DEMONSTRATORS SELL RECORDS: The non-breakable 
characteristics of the new fine-groove records has made self-service practical, 
so Emerson Piano House, Decatur, Ill., lets customers select their own records 
Then the clerk piles a customer’s records on one of the Webster-Chicago three- 
speed players shown above, eight of which are connected to separate listening 
booths. Listeners like the convenience, and booths can be scheduled more easily. 





RULES FOR TELEVISION VIEWERS 


Enter quietly. (We understand that this is not a social call.) 
Do not fondle the Knobs. (We bought and paid for the set.) 
The Children and Grandparents have A-A-1 priority. 


We reserve the right to seat our customers. (Comfortable chairs 
and cushions are reserved for members of the immediate family.) 


People with colds must watch from the kitchen. 


Kindly leave quietly when the screen goes dark. (The family may 
be in bed and asleep.) 


No criticism of our set will be tolerated. (If you know someone 
with a larger screen, you are free to visit them.) 


This set operates 30 minutes for 25¢. 


We do not serve set-ups. (You may bring your own refresh- 
ments.) 


If you like our set, and wish to show your appreciation, you 
may obtain one like it at BRUCE’S RADIO & TV SERVICE. 


Feel free to invite your host and his entire family to visit your 
home some time! 


A copy of these rules may be obtained upon request from 
BRUCE’S RADIO & TV SERVICE, Springdale, Ark. 











TV “RULES” CARRY PROMOTION MESSAGE: On the back of a card con- 
taining a short advertisement, Bruce’s Radio & TV Service, Springdale, Ark., 
printed the set of ‘‘Rules for Television Viewers’ shown above. The card turned 
out to be one of the cheapest and most effective devices that Bruce’s has used 
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Spring ushers in the 


WEST BEND Ze0-scalc 


» GOLOR... 


vivid colors 


Blue « Gold 
Wild Plum 


$43°° 


Retail, * ecles 


341" ww regulor 


imum 
olished glumin’ 
P 


Includes cord 
and excise tax 


WEST BEND MAKES NEWS AGAIN 
WITH COFFEE-MAKERS IN COLOR 


West Bend adds gay, harmonizing color 


7 
tes Saat 


just in time for your spring brighten-up 
—8B ’ 


i, V/ 
permanently anodized Color-glo finish is 


EASY TO CLEAN so 


and scratches. Will not rub or chip off. 


WS 2 
Ally fulomatiz 


Just add coffee and cold water, plug it 


campaign. These three radiant decorator 


-Blue, Gold, and Wild Plum—set 


colors 


housewives’ eyes and hearts a-glow. The 


easy to clean. Resists scuffs, stains 


in and it starts to perk in less than a 


RESISTS SCRATCHES 
AND STAINS 


minute. Shuts off automatically when 
the coffee is brewed and keeps it piping 
6 hot till you're ready to serve. Always 


the same clear brew—made automatically. 


WEST Bend 


LNitiill iit 


BEND, WISCONSIN 


COLOR WILL NOT 
RUB OR CHIP OFF 


wesrT 
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DISHING OUT a tasty doughnut sells Fryrytes, chef W. J. Frazier, district sales 
manager for Fryryte, proved at a recent three-day demonstration at Powers Gas 
and Electric Co. Eight sales were made and 50 other prospects were lined up. 


Demonstration Sells 
Deep Fat Fryers 


Free samples help make eight sales, 
50 prospects, despite bad weather 


ISHING out tasty doughnuts to 
customers is selling deep fat fry- 
Electric 
Chef at a recen 


»wers Gas and 
Co., Maywood, IIl. 
three day 
was W. J. Frazier, the district sales 
manager for Fryryte. 

During 


demonstration for Powers 


Frazier’s performance, he 


| made eight sales, of which seven were 


cash, and 50 prospects were lined up 
for future sales. Each customer regis- 
he entered the store. Door 


prizes—one Fryryte and other smaller 


| items—were given away each day at 


a drawing. A separate list was made 
for those who couldn’t buy a fryer, but 
were interested. 

Half-page newspaper advertisements 


invited the people to come and eat 


potato Piff-O-Puffs, french 
fried potatoes, and pop corn at Powers’ 
G and E Even though the 
weather was nasty, usually there were 
from 12 to 15 people in the store watch- 


chips, 


store. 


ing the chef in action. 

Rain, snow 
have hit Maywood at a bad time, but 
it didn’t keep the show from being a 
great success, Mr. Powers said. “It 
was even better than our expectations. 
And we are going to try something like 
this again.” 

Total material cost for the live 
demonstration $8.18. This in- 
cluded 20 pounds of potatoes , four 
pounds of cooking fat, two pounds of 
pop corn, and 15 boxes of Piff-o-Puffs. 


yr cloudy weather may 


was 
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AMERICAS MOST VERSATULE 
WINDOW FAN 


e. Complete 





e Reversible 


e Portable 


enulonaen: 
rea UR Vallelalsie| tTeet 
if trom tne 


C.F.M. ath 


WRITE for 


Get behind the NITEAIR Line ... 
fast-selling and profitable for 1951 / 


You'll build more friends and 
customers with the Lau “Niteair” 
Fan line. Smartly designed, care- 
fully engineered, beautiful and 


powerful fans .. . built for a long 





life of satisfactory service and 
“priced for profit” to you. Why 
not see your jobber or distributor 


or write us for all the facts that 
> NA-20-P, . . 
Dae snaten will help you cash in on hot 
Portable Fan for use weather profits this year? 
anywhere in home r 
or apartment (same 
fications as the 


20-PW Fan). 





THE BLOWER COMPANY + DAYTON 7, OHIO 


See Your Jobber or Write The Lau Blower Co., 2005 Home Ave. for Full Information 
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THE NEWEST 


MEMBER OF OUR 
GROWING FAMILY 


aiiae 
roll-on 


MOD 


SUGGESTED 
RETAIL 
PRICE 


A COMPANION MODEL FOR OUR NATIONALLY 
ADVERTISED ROLL-A-VAC MODEL 3A-1 AT $19.95 


Every owner of a tank type cleaner becomes a 
new prospect when you stock our new model 
201. Get out your customer mailing list. Make 
an appointment to demonstrate Roll-a- Vac. 
Your customers will sell themselves. 
Roll-a-Vac gives the housewife a complete 
mobile home cleaning and storage unit. Roll-a- 
Vac’s one trip cleaning saves valuable cleaning 
time. It makes vacuum cleaning a pleasure rather 
than a chore. All the attachments are at hand 
level, eliminating much stooping, bending and 
lifting. All in all, Roll-a-Vac does what every 
housewife dreams of, it makes her cleaning easy. 
So, offer Roll-a-Vac to your old cleaner owners 
They want Roll-a-Vac and will appreciate 
your part in making it available. 














MAIL THIS COUPON 


CAR-REE-ALL PRODUCTS, INC. 
492 Sexton Bidg., Minneapolis 15, Minnesota 


See our ad in the April issue 
of Good Housekeeping. The 
Good Housekeeping seal is 
.. the product 
that has it earns it. 


given no one. 


Gentlemen: I am very interested in this new model 
Roll-a-Vac. Please send additional information 

mom en 
> Guaranteed by © 
Good Housekeeping 


245 sovransto WS 


Nome 


Address 
Roll-a-Vac model 3A-] has the 
Good Housekeeping seal... City 
model 201 is being investigat- 
ed at this time. 


Zone State 


tam a dealer distributor No. of dealers 


—My business letterhead is attached— 








Changing Showroom Daily 
Sells Electric Blankets 


“Another day, another stage setting” is the 
motto of Hokom Co., Beverly Hills, Calif. 


HE whole showroom’s a stage, 

and the act is different every day 
at the Hokom Co., Beverly Hills, 
Calif. Once a customer has seen the 
average dealer’s showroom, he’s pretty 
sure of seeing the same merchandising 
setup next month—and the month after. 
But at Hokom’s he’s lucky to see the 
same merchandise on the floor a day 
later. 

Hokom’s electric blanket campaign— 
put on in the heat of last August—is 
typical of the firm’s strategy. Not 
just one blanket, not just a dozen 
blankets appeared on the floor, but 
literally hundreds—and they were 
moved on overnight, after electric 
housewares, which had dominated the 
floor for two days, were hustled off to 
the warehouse. Hokom’s ran big ads 
in the local Beverly Hills paper and 
plastered its front windows with 
blanket advertisements—in 90-degree 
weather. 

The campaign was geared to last 
five days. The first day the store was 
a mass of G-E blankets. On each of 
the four days following, Hokom em- 
ployees moved off a portion of the 
stock. A_ first-day shopper who 
stopped by again on the third day was 
impressed to see how many blankets 
had been “sold.” Actually many were 
sold, but those unsold in the day’s 
quota were moved back to the ware- 
house. 

Hokom’s sold 20 blankets in five 
days, a good showing. And by mass- 
ing its display in about one-quarter 
of the space, it still had 
plenty of room to other ap- 
pliances. The firm usually sets the 
stage up front in the showroom, al- 
though it has been set in the rear to 
draw customers through the store. 

By the end of the week only a few 
blankets remained, and after a last 
strategic withdrawal it was time to 


showroom 
show 


set the stage for a new appliance. 


EARL LENSTER, sales manager for 
Hokom’s, shows how he builds up the 
firm’s bulk display. ‘The bigger the 
better,’’ he claims. 


Hokom’s 


liaison 


system calls for close 
between the merchandising 
manager and the warehouse, to make 
sure the warehouse has enough stock 
of one item on hand to stage an 
impressive show, and to avoid in- 
terrupting regular deliveries. Ap- 
pliances are moved on and off the 
floor after store hours. 

Why does this dealer shift even 
the smallest appliances constantly? 
Because he has learned from expe- 
rience that a film of dust or a scuffed 
display sign can beiray the age of 
the display to a customer. Salesmen 
are too close to the display; they often 
don’t notice how shopworn it is. 

After setting their stage daily for 
ten months of last year, Hokom’s 
found that dollar volume was 20 times 
what it had been for the same period 
in 1949. They don’t think they'll 
abandon the idea. End 
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PREDICT SUCCESS FOR 
ELECTRICAL GIFT DRIVE 


The Electric Housewares Gift 
Program sponsored by the NEMA 
Electric Housewares Section is cer- 
tain to bring results to dealers who 
tie in with the campaign, in the 
opinion of the Hamilton Beach sales 
department. 


‘There’s only one TOP VALUE! 


HAMILTON BEACH 


Costs your customers less ...while it pays you more 


“The idea is sound and well 
worked out,” the company’s sales- 
men were told in a recent bulletin. 
“The display material is smart and 
usable. The special ads are filled 
with sell. Manufacturers’ backing is 
solid. We urge you to enthuse your 
dealers on this project.” 

Hamilton Beach also stressed the 
availability of special gift folders 
and mats on its Model “G” Food 
Mixer and Mixette from the com- 
pany’s advertising department. 


23-YEAR RECORD OF 
SATISFIED CUSTOMERS 


Top Value! At $37.50 retail, Hamilton Beach, less juice extractor, is a real buy for your customers. 
After all, not every woman wants this attachment. With Hamilton Beach, she isn’t forced to take it! Yes, 
the $37.50 price tag makes sales for you because it makes sense to your customers. And Hamilton 
Beach is top value from another standpoint. It’s easiest to use. Right, easiest 
of all food mixers, regardless of price. Another reason it’s easiest to sell. 


Top Margin! 


The chart shown here is proof that Hamilton 
Beach pays off. But check your price sheets. 
Convince yourself that here is the prettiest prof- 
it picture there is. And in quality Hamilton 
Beach is second to none—more than 40 years 
of experience and 15 million appliances say so! 
It’s top value, top quality, and it pays you more. 
Any way you look at Hamilton Beach it’s good 
business—very good business indeed. 


Easiest-to-Sell 
HAMILTON BEACH, 


GIVES YOU MOST PROFIT 
ON FOOD MIXER SALES! 


MIXER “A” PAYS KLM Paya tani 
MIXER “B" PAYS ELMES/Am a tail 
MIXER “C” PAYS EUMEM/A2 tani 
mixer “0” pays EDMAN 
MODEL “G" PAYS 38.18 ° PROFIT 


(Percentages based on List Prices, including tax.) 


R. C. Bucklow, manager of the 
Miller Furniture Co., Parkersburg, 
West Virginia, boasts of a 23-year 
record of selling Hamilton Beach 
appliances to Parkersburg home 
owners. He says he prefers to sell 
Hamilton Beach because, “I know 
the customers who buy them are 
getting appliances that will give 
them many, many years of trouble- 
free service. In addition, the exclu- 
sive features of Hamilton Beach 
that make the appliances easiest to 





HAMILTON BEACH [|lixette 


AMERICA’S FASTEST-SELLING PORTABLE! A winner since its introduction little 
more than a year ago. Captures the $18.75 market for you. Mixette hangs on the 
wall or fits in a drawer. It’s the only 3-speed mixer offering one-hand operation. 
Most important, it’s not a toy but a powerful portable that takes heavy mixing 
jobs in stride. A gift-item natural in its smart black-and-silver package! 


use also make them easiest for us 
to sell.” 

Mr. Bucklow, shown above with 
his Hamilton Beach floor display, 
also commented upon the extra 
margin of profit the dealer makes 
on the Hamilton Beach line. 


MAGAZINE AD CAMPAIGN 
NOW BUILDING SALES 


Readers of The Saturday Evening 
Post, Ladies’ Home Journal, Better 
Homes and Gardens, American 
Weekly, Woman’s Day and Modern 
Bride are being told the story of 
Hamilton Beach Food Mixers and 
Mixettes in advertisements in those 
magazines. 


$1 g75° RETA 


Includes gift box, bracket, and 
screws for wall mounting. 


HAMILTON BEACH ads in The Saturday Evening Post, Better 
Homes and Gardens, Ladies’ Home Journal, American Weekly, 
and Woman's Day tell your customers the value-quality story! 


HAMILTON BEACH Food Mixer 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


The current campaign stresses 
the value of the Model “G” mixer 
at $37.50, with juice extractor avail- 
able at $4.50 additional. Ease of use 
is also featured with especial atten- 
tion to Mixguide, Bowl Control and 
One-Hand Portability. 

Mixette advertisements are 
pointed towards the small-kitchen 
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housewife and the June Bride gift buy- 
ers whose expenditures are in the less 
than $20 bracket. 

“The advertisements follow the tested 
format and appeals that have won high 
readership and increased sales in previ- 
ous campaigns,” says an announcement 
from the Hamilton Beach advertising 
department. 





FOOD DEMONSTRATORS 
APPLAUD MIXETTE USE 


Home economists who demonstrate 
food products for manufacturers are 
among the most enthusiastic users of 
Hamilton Beach Mixette. These girls, 
who travel extensively, are interested in 


(ADVERTISEMENT) 


1951 





a food mixer which takes a minimum of 
space. “Now we have found a mixer 
that is not only economical on space but 
also gives us full mixing performance,” 
one of them recently wrote. “We find 
in our work that there are great num- 
bers of housewives who are interested 
in Mixette because they see us do a 
full-size mixing job with it.” 
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EVERY DEALER NEEDS 


13 POT-TYPE HEATERS 
..-all with exclusive 
patented Flexi-Flame 
Burners...new ly de- 
veloped Impinging Jet 
Pots...all the plus fea- 
tures that clinch every 
sale...add up to years 
of satisfied service at 
a minimum cost. 
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10 GAS HEATERS ... designed for peak efficiency 
There’s a model for ever 
there’s a complete line of automatic controls to give 
ties for greater profits. 
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you full trade-up opportuni- 

















FLORENCE OFFERS EVERYTHING EVERY DEALER NEEDS: 


Full line of cooking and heat- 
ing appliances...for every fuel 
...for every budget 

 Top-Quality competitively 
priced 

A good margin of profit for 
you : 

Sparkling, eye-catching design 

 Work-saving features that 
close sales 

Consumer acceptance that 
builds demand 

Co-op advertising plan 


and the most modern styling. 
y heating budget...every heating need. Of course, 


2 BAIL-TYPE ROOM HEATERS... 


Full color point-of-sales dis- 
plays 

~ Complete selection of dealer 
sales helps 

Warehousing facilities for 
faster delivery 

Big company resources—3 mod- 
ern plants 

Continuous research and prod- 
uct development 

Over three-quarters of a cen- 
tury of experience—a tradition 
of value 


standing performance at lowest cost. 
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-long known for out- 





7 FLORENCE SLEEVE-TYPE HEATERS that can’t be beat. 
They'll operate on extremely low drafts...have automatic 
draft regulators that banish annoying draft fluctuations... 
constant, trouble-free operation...a Heater for every pocke<- 
book. Styled to grace every home. 

















5 CABINET-TYPE HEATERS...one turn, all brass metering 
valves...single or twin wickless burner...a model for every use 
and a price for every purse. 


line of OIL HEATERS and GAS HEATERS 


" 


have 


Yes, not a feature is missing from the 
great new Florence line of Oil and Gas 
Heaters ... porcelain-enameled wherever 
necessary for greater durability and 
greater heat transfer. No heaters on the 


Smashing, full-color Florence ads 
appearing month after month in 
these magazines...the favorites 
that influence the women you want 
to sell: SATURDAY EVENING POST, 
GOOD HOUSEKEEPING, MCCALL S, BET- 
TER HOMES & GARDENS, HOUSEHOLD 
and COUNTRY GENTLEMAN. 


market today are easier to clean... 
more attractive furniture styling. Natu- 
rally all have full approvals that testify 
to the meeting of rigorous safety and 
performance standards. 


Qurence., 


Ranges and Heaters 





GAS RANGES + LP-GAS RANGES + ELECTRIC RANGES + OIL RANGES 
COMBINATION RANGES + OIL HEATERS + GAS HEATERS 


FLORENCE STOVE COMPANY...General Sales Offices and Plant: Gardner, Mass. Mid-Western Plant: Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: 
1 Park Ave., New York; 1452A Merchandise Mart, Chicago; 419 Western Merchandise Mart, San Francisco; 53 Alabama St., $.W., Atlanta; 301 North Market St., Dallas. 
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Knock on Any Door 


GOOD SELLING MAKES GOOD CUSTOMERS 


CONTINUED FROM PAGE 59 


the community. He comes on the air 

with, “Come on you ’uns, let’s get 

WN! }95| RANGES down there to that Seither & Cherry 
WE outfit and get some good stuff, they 
sure is mighty friendly there. They 

ilso have that meter plan for no down- 

payments and you can pay as little as 


two-bits a day .. ., can’t beat that, 


Follow-Up Important 


Besides the little spot commercials, 
the top salesman, Orville, has been 
very important in making the plan 
work. He goes back time after time 
to the homes for follow-up on a person 
who was interested. With eight years’ 
experience in appliances before he 
came to work for Seither & Cherry, 
he has been a big help to the new and 
inexperienced firm. 

“Other dealers in the country use 
the meter plan only as an introductory 
method of getting customers, then 
switch them to the regular time pay- 
ments or let the customer bring the 
collections in by using the removable 
coin bank,” Mr. Marion said. 

“We have three of these, but don’t 
like it, as we lose our contact with the 
people and that is one of the best rea- 
sons for the meter. This is fine for 
large towns where collections are made 
over a large area, or collections take 
too much time for the benefit they get 
from it.” 











Meter Selling Has Kickbacks 


“Of course, there are misfortunes. 

One refrigerator owner came in after 

he had been using a refrigerator for 

a month and said he was moving out 

of the state and we could come and 

get our box, he no longer wanted to 

buy it. During this period, he had 

just had cheap rent for it, but we were 

able to clean it up and sell it almost 

eich and thereby hangs a like new. A woman also came in and 

isked us to pick up her refrigerator, 

because she was only working three 

days a week and her income was not 

steady and she needed all she made for 
living expenses. 

purchase half sold. Use the manufacturer’s ® “To make a meter sale stick, you 


Help the lady buy the range that best suits her 
family’s needs and you've got her next appliance 


miict »] ] + ne > } . » 
literature and sales helps to give the customer sail We ary hp ~_— aa nf 
all the facts she needs. Her satisfaction and “Once you h scien: sedan dnieiaiaae cial 
have a customer,” declares Mr. Mar- 
Even in a seller’s market, there’s constant FI BERGLAS ion, “you don’t want to lose him. We 
competition for her dollar. That’s why it pays stat prose png powsety = a = 
to do a quality selling job on such quality prod- resales have been made to people 
within the last six months. 
Owens-Corning Fiberglas Corporation, Dept. Base start to range up a te 
a . : within three weeks atter they have 
104-D, Toledo 1, Ohio. bought something. Naturally, ll store 
comes out to service the device during 
the entire time of payment, but we can 
start talking something new to them 
PWENS-CORNENE by the end of the month. By going into 
" a their homes each month to get the col- 
Fi 13 E RG LA S A SWELL FEATURE TO HAVE... A SWELL FEATURE TO SELL! lection, we also see things they should 
have for their homes, or the thing that 
needs most to be replaced. 
APPLIANCE INSULATION “Many of our competitors are good 
businessmen. One has been in busi- 
ness for 35 years, so he has a large 
following. To get traffic in our store 
the meter plan was used and sales have 


FIBERGLAS IS IN YOUR LIFE...FOR GOOD! | jumped for the six months it has been 


(Continued on page 88) 


enthusiasm will pay you good returns. OWENS-CORNING 





ucts as Fiberglas* Insulated home appliances. 


*FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning 
Fibergias Corporation for products made of or with fibers of glass 
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THE O. A. SUTTON CORPORATION 


1812 WEST SECOND STREET 
WICHITA, KANSAS 


We would like to know more about your 1951 Vornado 
“Opportunity Year” program and the name of your 


er PEDESTAL | local distributor. —M 
DESK TYPE . TURNABOUT TYPE 


rey / WINDOW FAN Name 


i ~ = 7 Sr eT ee re 
; 3 ; RE LAE Ste 
G a a 
| y 4 s 7 ’ Se eee eee 
\ = 
ae \ 


TURNABOUT TABLETOP 


CASEMENT TURNABOUT 


. City. 
WINDOW FAN 
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YOUR OUTSTANDING PLUS 
make) Salmon iit 


The biggest sales-making feature in electric re- 
frigeration since development of the ice cube! 
That’s what International Harvester Dealers are 
saying about the great new refrigerators with 
door handle inserts that are Color-Keyed to 
Kitchens! 





It’s an unbeatable combination for top sales 





appeal—International Harvester quality con- 





struction . . . femineered refrigerators built to 





last a lifetime . . . and now, the feature that puts 
International Harvester Refrigeration dealers 
way out in front: “Color-Keyed to Kitchens!” 
Make it your biggest “Plus” for ’51. 





For information on available dealerships, consult the 
nearest International Harvester District office, or write 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue Chicago 1, Illinois 











They‘re NEW...and 
YEARS AHEAD 











They're | 

-s 2 Model HA-92: The finest refrigerator built to- J 

| day. Full, 9.2 cu. ft. storage. ‘“Pantry-Dor’”’ and built-in € re COLO - F 
butter-keeper. Full-length cold. Horizontal 50-lb. freezer. "q 

Magnetic bottle-opener. Stainless steel shelves. Making 

sensational sales records everywhere at a suggested 


rats to KITCHENS 


INTERNATIONAL 
| HARVESTER 
\ 


INTERNATIONAL HARVESTER 


Interpational Harvester Also Builds Home Freezers ... McCormick Farm Equipment and Farmall Tractors ... Motor Trucks... Industrial Power 
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COLOR is the KEY to related merchandise 


Stores that sell kitchen accessories are find- 
ing that Color-Keyed Refrigerators promote 
the sale of related merchandise. Kitchen 
curtains... shelf cloth... mixing bowls... 


ELECTRICAL MERCHANDISING—APRIL, 1951 





utensils... metal furniture... dish towels... 
wall paint... linoleum —all move fast when 
you sell International Harvester Refrigera- 
tors. They’re Color-Keyed to Kitchens! 


COPYRIGHT, 1951, INTERNATIONAL HARVESTER COMPANY 
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NOW! vorana lee Trays 











MANUFACTURING 





‘ifs! 


for ice cubes... fast?! 


easily, so conveniently ° 


“Magic Touch” 


There tho other way to get ice ¢ ubes 


so quickly! With the Inland trays you lift the 
» grid. There are your cubes... 
lever and tilt the grid. There ts ar - 


big, sparkling, 


ake a few cubes and let the rest ¢ 


tree, dry. T t out the grid fora whole 


tray with the grid{or later use. Or lif 
trayful of cubes. 
Y in’t wait for this unmatched ice cube convemience. 
ou needan ai ‘ 
You can have Inland “Magic Touc h 
And be sure they’re in y 


ICE CUBE TRAYS 


UFACTURING DIVISION, General Motors Corporation, Dayton, Ohio 


* Trays in your present re- 


our new refrigerator. Just 
frigerator 


ask for them. 


INLAND MAN 











INLAND MANUFACTURING DIVISION, 


in pleasing 
colors that 


Gof 
Sls! 


The new Inland “Magic Touch” Ice 
Trays, available now in beautiful col- 
ors, will catch the fancy of women 
already color-conscious in choosing 
their kitchen equipment. 


advertisements in the Saturday Eve- 
ning Post show the new trays with the 
full sales appeal of color, It’s a very 
strong “come in and see” invitation 
to any woman, 

In your store, combine this new 
color appeal with the proven effective- 
ness of Inland’s “Lift! Tilt!” demon- 
stration. Show your prospects, in less 
than a minute, the wonderful conven- 
ience of the “Magic Touch” lever and 
tilting grid that give plenty of perfect 
ice cubes instantly! 

Remember . . . Inland convenience, 
demonstrated to prospects, helps close 
many refrigerator sales! And there’s 
a special profit opportunity in selling 
Inland Trays as replacements for the 
outmoded and inconvenient trays in 
so many refrigerators. 


Mage tice 


ICE CUBE TRAYS 


General Motors Corporation, Dayton, Ohio 


'Knock on Any Door 


CONTINUED FROM PAGE 84 


used to more than was made all last 
year. The firm grossed $34,853.85 in 
appliance sales last year, but for this 
year, it jumped to $58,665.83. That 
is a good leap for a town of this size. 


Little Trouble with Meters 


“There was a little trouble at first 
with the meters,” Mr. Marion said, 
“as some had defective gears and were 
replaced free of charge by the factory. 
No meter since has required any serv- 
ice calls. Incidentally, our meters are 
never placed in full view, because some 
people are touchy about others seeing 
the meter. We put them on the back 
of the refrigerator even when they 
buy something else on the meter plan. 


Avoid Trade-Ins on the Meter Plan 


“On the meter plan we avoid trade- 
ins, and we have only sold six appli- 
ances with trade-ins. We don’t like 
trade-ins because there is no down 
payment and we are stuck with an old 
appliance. With 34 employees, and a 

2,200 payroll each week, we can’t af- 
ford to take trade-ins when we feel 
there is only a small margin of profit.” 

At the time of this writing, Seither 
and Cherry have meters on $63,995 





worth of merchandise. 
The new law which Congress passed 


| recently requiring a 25 percent down 
nna : : | payment and 15 months to complete 
We’re promoting this new sales | 

potential for all it’s worth. Full-color | 
| on meters doesn’t seem to affect our 


deals is going to be a help, Seither & 
Cherry think. “Increasing payments 


operation at all,” Marion says. “They 
are easily geared to accept quarters 


| every four hours, or four quarters a 
| day. Seither & Cherry already have 


meters on three coolers for beer tav- 
erns and they are set up to take a 
quarter every four hours. So whether 





The trouble with this pay as 





| drinking fountains. 


you go income tax plan is that 
after you pay you can’t afford 
to go anywhere. 





| it be 25¢ a day or 75¢ a day, the meter 


plan remains the best way to collect 


| the money.” 


Even families going out of town 
g 


| over the week-end can stuff as many 


as five quarters in the meter at one 
time and keep it going. 

Seither and Cherry got into the ap- 
pliance business backward. “My part- 


| ner, Will Davis, and I bought out an 


old heating and sheet metal place that 


| had been in business for 77 years,” 


relates Mr. Marion. “Will, who is a 
heating engineer, handles the contracts 


| for heating and air conditioning units. 


I devoted my time to getting appli- 


| ances started. We plugged the tough 


items first—water heaters, garbage dis- 
posal units, automatic laundries, and 
They were the 
ones that could be used best with the 
plumbing business. In February, 1949, 
we took on the whole line of Westing- 


| house appliances and carry everything 
nd 


today.” E 
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FORD TRUCK 
f£CONOMY 
RUN 


“Only 2 cents a mile 
runs my TV truck from 
store to door!” 


—says JAMES B. CHUPP, Appliance 
Dealer, Smithtown Branch, New York 


NEW YORK 
Report No. 4837 


He entered his 1950 Ford F-1 Panel equipped with 
POWER PILOT in Ford’s nationwide Economy 
Run. Chupp was one of the 5,000 owners e 

who helped roll up over 50-million miles in 

a demonstration of Ford Truck Economy. 


Jim Chupp owns a modern TV- 
Appliance store . . . has 3 Ford 
trucks for quick customer service. 
He says, ‘““My Economy Run cost 
records for 5 months show I trav- 
eled 9078 miles, made 1743 stops 
and had no repairs. My costs for 
gas, oil and maintenance came to 
a total of $181.97—that’s a run- 
ning cost of only 2 cents a mile!” 


Like others who rely on Ford 
for low running costs, you'll like 
the money-saving service you get 
from yourlocal Ford Truck Dealer. 
And, for more facts on the trucks 
that last longer and save you 
money every mile—mail the at- 
tached coupon. 


The three Ford Trucks owned by 
Jim Chupp are all Panel models., 
He has them serviced regularly at 
his local Ford Dealer to help keep 
running costs down. 


This new Ford F-1 Panel for '51 is 
America’s No. 1 Economy Value. It 
features new steering column gear- 
shift for passenger-car shifting ease. 


Remember, whatever you haul, there’s 
an economical Ford Truck to do it. 
Ford builds over 180 different models 
powered by V-8 or 6-cylinder engines. 


FORD TRUCKING COSTS LESS 
because FORD TRUCKS LAST LONGER! 


Using latest registration dota on 7,318,000 trucks, life insurance experts prove Ford Trucks last longer! 





ELECTRICAL MERCHANDiSING—APRIL, 1951 


POWER PILOT 
helps 


APPLIANCE DEALERS 
hold down hauling costs 


The Ford Truck 
Power Pilot is a 
simpler, fully- 
proven way of 
getting the most 
power from the least gasoline. 


It automatically meters and fires 
the right amount of gas, at precisely 
the right instant, to match con- 
stantly changing speed, load and 
power requirements. 


Unlike conventional systems, the 
Power Pilot uses one control instead 
of two, yet is designed to synchro- 
nize firing twice as accurately. 

You can use regular gas .. . you 
et no-knock performance. Only 
‘ord in the low-price field gives you 

Power Pilot Economy! 





MAIL THIS COUPON TODAY! 


FORD Division of FORD MOTOR COMPANY 
3275 Schaefer Rd., Dearborn, Mich. 


Send me without charge or obligation, de- 
tail specifications on Ford Trucks for 1951. 


Heavy Duty Models 
Extra Heavy Duty Models 


Full Line 
Light Models 


Name. 
(Please print plainly) 


Address 


City Zone State 
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If you deliver, install, and/or service-- 
lf your truck carries electrical 
appliances, equipment, and/or tools... 


oer 


u from this minute on! 


for yo 


MORRISON ““CARRY-ALL"’ MODEL 8-910 
WITH CANVAS CARAVAN TOP 


Would you like to reduce the costs of your 
installations and service calls ? 


Would you like a truck body that gives you 
Vv Larger Loading Space . . . for greater loads ! 
v Lower Mounting Height . . . for easier loading and unloading ! 
V Greater Structural Strength . . . for heavier loads ! 


v Weatherproof and Theftproof Compartments ! 
V Easily Designed for Adaptation to Your Individual Needs ! 


The MORRISON Carry- 
All is, carried in stock for 
immediate delivery to 
franchised chassis dealers 
by 60 established truck 
equipment distributors 
from coast to coast. 





In one service body ...and only in one-- 
The MORRISON 


Cart 


All 


do you get all this! 


a 





Want the details? 


Th f, 

en Write us for your 

ree guides to the 

Selection Of truck 
« 


service bx dies, 


Carry -All Body Division 
MORRISON STEEL PRODUCTS, 


607 AMHERST ST. 
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A TYPICAL DELIVERY to a contractor customer consists of three or four appli- 
ances delivered to a new home in a small development. 


‘Don't Overlook the 


Contractor Market 


Colorado dealer finds not only 
profit, but bigger manufacturers’ 
discounts from contractor deals 


F you sneer at the contractor market 

for home appliances on the theory 
that there’s little or no profit in it, 
you may be making a serious mistake, 
says Harry Aldrich, head of Lake- 
wood Appliance Co., Lakewood, Colo. 

Aldrich doesn’t deny that there’s 
plenty of competition by appliance 
dealers for the building contractor’s 
dollar, with the result that the large- 
scale dealer is left only a few percent- 
age points. “But,” he says, “the rea- 
son is that the appliance dealer sees 
the contractor only when the con- 
tractor is shopping around, looking for 
the biggest discounts he can get. On 
the other hand, our theory has been to 
go after the contractor with such a sys- 
tematized plan that we’re bound to 
make at least 144 percent profit on 
every sale.” 


The Aldrich System 


With a typewriter, penny postcards 
and a duplicating machine to produce 
duplicate-copy postcards, he regularly 
solicits a list of 124 building con- 
tractors in nearby Denver, as well as 
Lakewood and other suburbs. A list 
of appliances on hand, promise of in- 
stant delivery and installation, and a 
guarantee of maintenance for the full 
warranty period, constitute the firm’s 
ippeal. 

“The secret of showing a profit in 
this field lies in concentrating on the 
smaller contractors, who buy refriger- 
itors, washers, ranges, and so forth, 
for three to six homes at a time,” 
Aldrich says. “Most of the contractors 
we are currently dealing with tell us 
that no appliance dealer has ever con- 
tacted them before, and that they ap- 
preciate the quick service we offer.” 

Sales of $2000, $3000 and more are 
ordirary events at Lakewood Appli- 
ance Co. In one recent week, $5000 


worth of refrigerators went into a 
small-homes project only a few blocks 
away, as the result of an original 
penny postcard contact. 

Aldrich always quotes a price which 
leaves 144 percent clear profit, plus 
the two percent cash discount 


Bigger Discounts 


“One of the most important fea- 
tures,” says Aldrich, “is that the large 
number of appliances we can turn over 
through the contractor market puts us 
into a better total-sales bracket, and 
this brings us better discounts from 
appliance manufacturers. For example, 
selling refrigerators to contractors has 
put us in the more-than-300-per-year 
bracket with one line, and added an- 
other three percent to total discount 
from the refrigerator manufacturer. 
This means more profit on other sales, 
so we never sneer at the contractor 
market—we actually go after it. By 
specializing in dealing only with the 
smaller contractors, we've done very 


well.” End 
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Now you get twice 
the sales magic 


.. with 


FAMOUS 


Dd) U) me», NEW 
on the outside DC} RE> @ 


[ Shs oe on the inside 
POINT to the DULUX Enamel seal on appliance exteriors and see [ 

how much easier it is to make the sale! Your prospects and millions 

like them know the name Du Pont. And they know, too, that a . « » DULUX is on the inside, too! NEW DULUX Food Compart- 
DULUxX finish resists chipping and cracking . . . retains its bril- ment Enamel—identified by a distinctive seal of its own—is de- 
liant whiteness. ..lasts for years. You can bet there’s plenty of sales signed specially for refrigerator interiors. Tested and retested in 
magic in DULUX Enamel—a finish that has helped sell over the Du Pont laboratories, it has proved itself in thousands of homes. 
20,000,000 refrigerators—and there’s double the sales magic when... So be sure that your manufacturer supplies every DULUX-fin- 
ished refrigerator with both sealsa—DULUX Enamel seal on the 
outside . .. DULUX Food Compartment Enamel seal on the in- 
side. Ask for them when you order . . . feature them when you sell! 


5 {oe 

















oP TSH») 


nN 








PL) CLL a 














Use these seals to close your deals 


“DULUX” IS AMERICA’S LEADING 
HOME-APPLIANCE FINISH 
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symbolizes peak 
performance In 
electrically-heated | 











. ++ because Nichrome is the result of 
years of systematic research and develop- 
ment—has become the standard of quality 
and dependability in electrical heating alloys. 

To gain consumer preference, maintain 
customer satisfaction, win life-long friends 
for the merchandise in your store, you can do 
no better than make sure that all the electric- 
ally-heated appliances you handle have heat- 
ing elements of Nichrome. 

Nichrome is universally famous—recog- 


nized as the very symbol of durability and 


grodt Allon, Nichrooge 
» Siw 


Driver-Harris Company 


HARRISON, 


BRANCHES: Chicago, Detroit, 


trouble-free performance the world over. It 
is specified by foremost appliance manufac- 
turers thruout the United States. When 
you insist upon Nichrome heating elements, 
therefore, you benefit by the wisdom of top- 
flight engineers and marketers . . . provide 
yourself with a sensational plus value at your 
point of sale. 

During the present emergency, strategic 
metals are unavoidably on allocation, but we 
shall continue to serve appliance manufacturers 


to the best of our ability. 


michro® 


NEW JERSEY 


Cleveland, Los Angeles, San Francisco 


Manufactured and sold in Canada by The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 





The Whole Family 
Sells Kitchens 


ememmeCONTINUED FROM PAGE 55 


the kitchen desired by the customer, 
Mr. Burright makes an estimate of its 
cost and the entire proposition is then 
presented to the prospect. The kitchen 
will be sold as a package deal if the 
buyer so desires it, with a flat price 
quoted for the transaction, including 
such work as plastering, plumbing, 
painting and other items. The Bur- 
rights have contractual tie-ups with 
outside workmen for these additional 
services and are able to arrange all 
necessary work for remodeling or re- 
decorating. However, if the customer 
desires, he may arrange for his own 
outside work, with the Burrights sup- 
plying all plans and specifications free 
ot charge. 

It was Mrs. Burright who first saw 
the possibility of selling kitchens 
through decorating and remodeling. 
She arrived at the conviction by work- 
ing on her own kitchen. She made 
it over entirely, using her own theory 
of color, converting it from a “long, 
dark one” to a bright, ideal work area. 

“At first, I had to sell my husband 
on the idea that he could sell com- 
plete kitchens by redesigning and re- 
decorating them,” she says, “but he 
finally became as enthusiastic as I did 
and we've done very well at it since. 
We opened our first store more than 
12 years ago but we didn’t begin to 
specialize in kitchen selling until about 
five years ago. 

“But selling kitchens through deco- 
ration isn’t a matter that you can go 
to sleep on. You've got to be right 
up-to-date on it because designs and 
trends change continually. I keep sev- 
eral scrap books with clippings from 
all the women’s magazines showing 
new ideas and new trends in lighting, 
decorating and work saving, and we 
continually study all the literature 
which General Electric sends out on 
the use, care and operation of kitchen 
appliances. If there are new ideas to 
be tried out, we use our own kitchen 
as a laboratory.” 

In locating prospects and contact- 
ing potential customers, Mr. Burright 
reveals that after-supper calls or 
friendly visits, when both husband and 
wife are at home and relaxed, are the 
best business producers. The Bur- 
rights are widely known, well liked 

(Continued on page 94) 





“YOU SHOULD SEE HER SOMETIME WHEN OUR 


*T.M. Reg. U.S. Pat. Off. REFRIGERATOR STARTS UP. 
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Millions 7 
Lets get Mother _ Agaeem of Mothers 
a Mixer | 3 


in Dormeyer 
Markets! 








Dormeyer's big, deovtiful 
new blender. The appliance with 
hundreds of new vuses—with 
hundreds of new sales possibili- 
ties. For added business... add 
the Dormeyer Biender Model 
5900 to your ‘5! selling. 


The “Toast of the Town,” 

Dormeyer's Toastmaker. Beau- 
tifully designed in sotin chrome. Fully 
automatic with electric timer. Rewarm- 
ing device holds toast tasty-hot, just 
the way you like it. The Dormeyer 
Toastmaker Mode! 6500. 


This is Dormeyer's amazing, popular 
Meal-Moker.’" Electric grinder and 
buil?-in power unit included at no extra . 
cost. Price appeal with all the power 
and promotion of Dormeyer behind it. A 


Staple'’ in your appliance selling. The 


eT SS. - Mothers Day... Sune Ol 


Two of the biggest sales bulges in Spring and early Summer 
are stimulated by heavy gift shopping for Mother's Day and 
June Brides. (There will be close to a quarter of a million new 
brides in June alone.) To help you focus your efforts on these 
two big sales opportunities, Dormeyer brings you two power- 
house Precision Promotions. Through May and into June LIFE 
MAGAZINE . . . SATURDAY EVENING POST. . . BETTER 
HOMES AND GARDENS will carry Dormeyer’s timely gift 
story to millions. Full set of supporting materials available 
from newspaper mats to 15 minute TV films. Tie in . . . Cash 
in. Write, wire, phone today for these merchandising helps. 


Makes Every 
Bride a 
Better Cook! 


“ connate on America's 
Y“- latest cooking craze with 
America's finest deep fryer—the 
Dormeyer Fri-Well. Drain-away faucet 
mokes it easy to save and re-use fat. 
Automatic thermostat controls heot. 
Dormeyer Mode! 5800 Fri-Well. 


First and still the finest 
tn the field . . . Dormeyer's 
famous Food-Fixer complete with 
built-in power unit. . . electric 
grinder and juicer at no extra cost. . . 
asked for by name by all who want the 
best. Dormeyer Model 4200 Food-Fixer. 


DORMETYER te Puulieed in dpptianen 
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HIGHEST QUALITY... 
SENSIBLE STYLING... 
COMPETITIVE PRICES... 











MARTHA WASHINGTON De Lure 
GAS RANGE—<all the wanted features 
and the price is right! 


(AMO Los! ern red AT A 


MARTHA WASHINGION ECechréc 
RANGE—fEye-appeal and buy-appeal 
with traditional Washington quality. 


WASHINGION Yeated and 
Unuentéd GAS HEATERS — wide 


range of radiant and closed circulator 


WASHINGTON Of Buraing 
HEATER—Down-Draft, Hot-Blast combus- 


tion gets more heat from less fuel. 


models. 


GRAY & DUDLEY CO., DEPT. E. 


Please send literature and prices on the following: 
Washington Frugal Gas Heaters—Unvented 
Washington Frugal Gas Heaters—Vented 
Washington Frugal Vented Radiant Heaters 
Washington Frugal Gas Floor Furnaces 
Washington Frugal Oil Heaters 


There’s no real secret to success- 
ful selling. As a Washington dealer 
told us, “just show the customer 
what he wants, present its features 
intelligently ...and the sale is 
made! My customers respect the 
WASHINGTON name, like 
WASHINGTON features and I 
like the profit margin.” 

You, too, can make money selling 
the new WASHINGTON models 

. . sized and: priced for every 
family ... modernly designed and 
superbly built. Ask your WASH- 
INGTON Distributor for details 
or write direct. 


GRAY & DUDLEY COMPANY 


Established 1862 
Nashville 3, Tennessee 


WASHINGTON “Zable “Zag WaTER 
HEATER—20, 30 and 42 gallon sizes; 
compact and truly efficient. 


| Mrs. Burright adds. 





The Whole Family 
Sells Kitchens 


oe CONTINUED FROM PAGE 92mm 


and welcome in almost every home 
in the area, and word-of-mouth ad- 
vertising has spread Mrs. Burright’s 
reputation as a decorater and kitchen 
designer. Residents of the Bartow 
irea know they can depend on her 
taste in color and her practiced eye 
in material selection. 

“We make plenty of straight calls, 


| ring plenty of doorbells and knock on 
many doors, of course,” says Mr. 


Burright, “but we’ve found that my 


| wife and I, working as a team and 
calling by after supper, are most effec- 
| tive in obtaining prospects and in 


closing kitchen sales. If we don’t make 
a sale at once, we usually get it even- 
tually.” 

Every new kitchen is a challenge, 
Whether the 
house is brand new or a remodeling 
job, there is a certain amount of space 


to be occupied by appliances and a 


| certain amount of wall space, window 


space and floor space to be decorated. 

“I don’t pretend to be an interior 
decorator,” she explains. “My services 
are entirely free—as are the designs, 


| plans and layouts we draw up for the 


prospective customer. Our ultimate 


| object, of course, is to sell the appli- 
| ances which will go into the new 
| kitchen.” 


Special services contribute to the 
dependable reputation which the firm 
enjoys in its area. For example, when 
Burright was unable to obtain satisfac- 
tory work space tops for the kitchens 
designed by his wife, he began to 
make them himself and a portion of his 
warehouse is devoted to a shop in 
which these tops are cut to shape, 
welded and completed for use. These 
work space tops are made at only 
enough profit to compensate for labor 
and materials, 

Another feature of the company is 
the well-equipped service and repair 
shop in which all repairs to major ap- 
pliances are provided. Two experi- 
enced service and installation men are 
on duty at all times to handle service 
work, and the Burrights guarantee 
their work. 

“As a selling organization, a family 


| has many advantages,” Mr. Burright 


sums up. “Sales meetings can be held 
at any time, and each one of us always 


| has the benefit of the others’ advice 


and experience. And somehow, it isn’t 


| so much the money we make out of it 


but the satisfaction of a good job well 
done, that holds us together and keeps 
us working as a team.” End 
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A BIG HAND TO WESTINGHOUSE! 


makers of the 


Westinghouse Dishwasher 


A vast amount of engineering and planning went into the pro- 
duction of the Westinghouse mechanical dishwasher. 

While applauding Westinghouse’s achievement, the makers 
of CALGONITE are proud to have worked with Westinghouse 
and other dishwasher makers, in formulating the original com- 





pound developed specifically for mechanical dishwashers . . . 
a compound that lets the Westinghouse dishwasher do the ex- 
cellent job it is built to do — 


| 


calgonite! 


ut fl 


he | With every new WESTINGHOUSE DISHWASHER | 


a sample of CALGONITE 


New customers have CALGONITE on 
hand for their very first dishwashing 
job. CALGONITE is a full strength 
compound that gets every bit of grease 
and soil off the dishes, keeps film from 
forming on dishes or in the machine. 

Customers get top efficiency from 





any dishwasher when they use CAL- 
GONITE! 

From the first, customers are sold on 
CALGONITE! Repeat sales are a sure 
thing! Stock CALGONITE for extra 
sales, extra profits for your store! Get 
your share of these extra sales. 


Along with Westinghouse, makers of other leading dishwashers 
recommend CALGONITE. Every one of the thousands of users of 
dishwashing machines is a potential customer for CALGONITE. 
You'll profit by stocking it to meet the demands of this big market. 


ST 0 ( K ( A [ G6 0 N | T . Let CALGONITE put more dollars into your cash register! 


GIVE CALGONITE GOOD SHELF SPACE 


FEATURE CALGONITE IN DISPLAYS AND ADVERTISING 





Write for more information about CALGONITE. 


Only CALGONITE contains world-famous CAL- C A L G O N A N . 
GON® (that does away with washing film and fr e 


scum) and also powerful detergents that assure HAGAN BUILDING ° 
really clean dishes! 





PITTSBURGH 30, PA. 
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How t6 we 6 
of | HOUSEWIFE! 


it’s a Neat Trick — 
and You Can Do It by Selling 


MENGEL Iced KITCHEN 
CABINETS 


t's only the beginnin’, once you've sold a 
housewife on modernizing her kitchen with 
Her now beautiful 
kitchen makes old appliances stand out like a 


Mengel Wood Cabinets. 
sore thumb — suggests the use for other new 
items. What happens? If you're a salesman, you 
know the answer — added sales, more profits. 

Kitchen 


openers”. They're made of wood, the material 


Mengel Cabinets are natural “door 
preferred by 8 out of 10 women. And every one 
of the smart, sturdily built units bears the familiar 
Mengel label that so many women recognize 
and respect. 

Mengel Wood Kitchen Cabinets are profit build- 
ers in their own right, too. They carry a furniture 
mark-up, involve no costly trade-ins, can be 
financed on a 10% down — 30 months to pay 
basis. And, don’t overlook this: Because they’re 
wood, Mengel Cabinets will continue to be readily 
available. 

Write, today, for all the facts, including 

name of your distributor. 


—s es ee ee ee ee ee ee ee ee oe oe 
Cabinet Division, Dept. EM-4 
The Mengel Company, 1122 Dumesnil St., Louisville 1, Ky. 
Gentlemen: Please send me complete information about Mengel Kitchen 
Cabinets. distributor, dealer. 


I am a builder, 


Name 
Firm 
Street 
City 
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“HERE'S AN IN-A-DOOR MODEL THAT 
TOPS ‘EM ALL FOR CAPACITY.” 








What’s Your S.A. Ratio? 





ire worth currently what his books 
show, that ample depreciation has been 
written off. If the assets are inflated, 
the excess will reflect a ratio lower 


han it should be when comparing sales 


to assets. Moreover, the writing off of 


mple depreciation assures the dealer 


that his reserves are in good shape. 


Watch the Ratio in Wartime 


In a war economy the dealer must 
watch his operating results from all 
The more he tightens up on 

alysis, the more effective 


his measuring stick, the better chance 


yusiness af! 


of earning a satisfactory profit. 

inalysing the figures of a large 
group of dealers, we found that the 
ratio of sales to assets from 1941 to 
1945 was on the upward trend, then it 
receded until 1949 and it has been on 
the move upward since then. 

In periods of heavy business activity 
ind when money gets more abundant 
this ratio tends to increase. If a dealer 
finds that the ratio of sales to assets 
is decreasing during this war economy, 
he should check on his operating meth- 
ods. One might assume that shortages 
would depress sales and therefore 
force the ratio downward. This could 
be so, but apparently from the figures 
we have analyzed it did not work out 
that way during World War II, and 
so, unless evidence is forthcoming to 
the contrary, the dealer should look for 
this ratio to increase for the duration 
of the cold war or the hot war that we 
are trying to avoid. In general, we 
would advise that if a dealer’s ratio 
of sales to assets drops below three 
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to one during this war economy he is 
probably not getting an adequate vol- 
ume for the dollars invested in assets 
and he had better make a detailed in- 
vestigation. Just as the dealer starting 
out in business has to play around with 
his figures for some time to get per- 
spective on the customary profit- 
pulling power of his business, so must 
he make a study of his sales to assets 
ratio to arrive at a good standard for 
this measuring stick. 

Zecause the ratio of sales to assets 
grades the dealer’s selling efficiency 
and the net profit on sales ratio reflects 
his managerial efficiency, both are 
needed to tell whether the dealer is 
doing a good all-round merchandising 
job. Many dealers. who manage their 
affairs properly are not making the 
most of their selling opportunities. On 
the other hand, we know dealers who 
do an excellent selling job—the go- 
getter type fellows—yet they are short 
on managerial efficiency. Their minds 
are focused on selling, not on business 
assets. As a result they get volume, 
but not enough profit on the volume. 
If this type of dealer used the sales-to- 
assets ratio as his sole yardstick, the 
result would be a good one, but he 
would get a lopsided perspective of his 
all-round business ability; he would 
grade high as a salesman but might be 
below par on cost control or “buyol- 
ogy”, which could be gauged more 
accurately with the net profit on sales 
ratio. So, double-check your operating 
results from now on with both :vard- 
sticks so that you know just how 
efficient you are as an all-around elec- 
trical merchandiser. End 
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NE WITH THE TUNER ! ~ 

















The new “Standarc BOOSTED will increase the TV signal 

Used by over 75 strength to a degree that wili make possible “city” reception 
TV Set Manufacturers in areas remote from the TV transmitter. It reduces the “snow” 
he or noise and interference to give a clearer, sharper 

Ry picture and improved sound reception. It also makes 
possible receiving a picture in very remote areas 

or “blind” areas in close-to-transmitter 

locations where the TV set alone will not 

— makes a TV set a real enjoyment! 





See us at Space 680 


Parts Show—Stevens Hotel §& 
tandard COIL PRODUCTS CoO. INC. 


CHICAGO + LOS ANGELES + BANGOR, MICH. 
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If you sell products such as these 


ere’s what LIFE’s impact means to you! 


[' every city and town across the nation, 
people feel the power of LIFE. In the course 
of 13 total of 62,600,000 different 


people read LIFE, over half the nation.* 


Issues a 


Never before has a magazine interested so 
many people. And the reason is simple: Week 
after week LIFE, and only LIFE 


words and pictures—brings people so close to 


through 


the happenings of the world. 


The editorial and advertising pages of LIFE 
have become a part of the lives of Americans 

influencing what they think and what they 
buy. 

LIFE’s selling influence reaches into vour 
town, into vour store. 

To see the importance of LIFE’s vast audi- 
ence to the appliance field, check the figures 


on the next page. 


Plan now to feature these products which will be advertised 


MAJOR APPLIANCES 


Apr. 2 Ho 


SMALLER APPLIANCES 
AND HOUSEWARE 


2 Sherwin Williams Pa Di 
Dixie Cups—pa 
Dazey Can Opene 
Burgess Batteries 
9 Glass Wax—page, color 
Sherwin Williams Acme Paint 
page, color 


G-E Sandwich Gri 
1 


l-Waffle Iron 
2 pare 
Camtield Toaster—'4 page 
Apr. 16 G-E Dish 
G-E Ret 
Norge Refrigerator 
Maytag Washer—'y px 
April 23 Hotpo Automatic Clothes Dryer 
pread, Colo 
Singer Sewing Machine 
Admural Retrigerator—page, color 
re Range —page 


Lawn Mowers—page 


Clorox—'4 page 

rigerator Dormeyer Fri-Well—\4 page 

Good-Aire and Aer 
Deodorar l4 page 

Dazey Can Openers—56 lines 

Burgess Batteries—14 lines 

All Products 


6 conseculive pages 


spread, ¢ Apr. 16 Johnson 


Prigidai color Glidden Paint—page, color 


color Libbey Glass—page, color 
eapolis Honeywell Automatic Sherwin Williams Supe 
I | and Kem Glo—page 


Sunbeam Mixmaster—page 


R¢ iLors ave 


Apr. 30 Westinghouse Refrigerator 


dread oO 


Color 


Color 


New Home Sewing Machine page, color 
age, color G-E Bulbs—page 
Norge Reft Sunbeam Egg 


rerator —page, color Cooker—y page 
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Apr. 23 Sherwin Williams Paint 


0-sol Household 


r Kem Tone 


Westinghouse Incandescent Lamps 


Dazey 


Burgess Batteries—14 lines 


Can Openers—56 Apr. 16 Firestone Velon Film 


Kroehler Furniture—page, color 


page, color 


page, Sandran—page, color 
Playtex Pillow—page 
Serta Mattress Vy page, color 
Lane Cedar Chest 
Restonic Mattress 
Perm-A-Lators 


G-E Toasters—' page 
American Thermos Bottles—'4 page 
i 


Camftield Toasters—!4 page 1% page 


Osterett 4 page we page 


Dazey Can Openers—56 lines 56 lines 


. 30 Presto Cookers—page, color Apr. 23 Mengel Furniture—spread, color 
I | 
Simmons Beautyrest 
Deltox Rugs 
Lane Cedar Chest 
Levolor Lorentzen Venetian Blinds 
Vy page, color page 
Ostermoor Mattress 


Texolite—page, color spread, c 
Mary Proctor Pad and Cover 


Vy page, color 


page, color 

page, color 
Sherwin Williams Acme Paint 
Universal Coffeematic 


VY) page 112 lines 


Sunbeam Hedge Trimmer—¥ page Apr. 30 Goodyear Airform 


Lane Cedar Chest 


page, color 

Mac’s Super Gloss—28 lines ly page 
RADIOS, TELEVISION, 

RECORDS, & INSTRUMENTS 


Apr. 2 Admiral TV—page, color 
RCA Victor “45”°—page 
Belmont Radio and TV 
Crosley TV \y page 

9G-E TV 
Emerson Radio and TV—page 
RCA Victor Radio and TV—page 

Apr. 16 Motorola TV —page, color 

Air King TV—' page 


HOME FURNISHINGS 
2 Alexander Smith Floor Coverings 
spread, color 
Lane Cedar Chest—page, color 
Simmons Hide-A-Bed—page, color 
Perm-A-Lator 56 lines 
Apr. 9 Englander Mattress—page, color Apr. 
Cannon Sheets—page 


Vy page 
page color 


Consider H. Willett Furniture 
ly page 
Welsh Juvenile Furniture—@ page 
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WITHIN A 6-MONTH PERIOD: 


6 ? N% of all Americans who purchase 
iY, radios read LIFE* 


eae 


of all Americans who purchase 
refrigerators read LIFE* 











O of all Americans who purchase 
O vacuum cleaners read LIFE* 
po ei 
oad 
4) of all Americans who purchase 
Oo washing machines read LIFE* 


A new survey of the buying potential of LIFE’s — your store look for“ Advertised-in-LIFE” products. 

audience gives new indications of what LIFE Everywhere LIFE reaches more people, more 
means as a force in U.S. selling. ee ee ; , , 

effectively—that means more sales in your town 

What’s more, LIFE’s editorial appeal gives extra for the store that features ‘“Advertised-in-LIFE” 


power to its advertising pages—makes people in products. 


LIFE during April 


RCA Victor “45"—ly page SILVERWARE 
Lester Pianos—/2 page Apr. 16 Holmes & Edwards Silverplate— 

. 23 Capehart Clock-Radio—page, c. page, color . » ‘ : = 
G-E TV—page, colot 1881 (R) Rogers (R) Bros. Silver- * fF rom A Study of the Accumulative Audience of LIFE by 
Zenith TV—page, color plate page, calor Alfred Politz Research, Inc. This study measures the num- 
G-E TV Tubes—page 1847 Rogers Bros. Silverplate— ber of people over age 10 who read a single issue of LIFE 
Magnavox Radio-Phonograph-TV page, color (23,950,000) and reveals how this audience accumulates 

page ; Apr. 30 Community Silverplate—page, c. as occasional readers are added to regular readers 
RCA Victor Radio and TV—page Lunt Sterling Silver—page, color to a total of 62,600,000 different people in thirteen issues. 
> 4 Femail yave 

"aati STATIONERY REQUISITES 
RCA Victor “45” -Vy page AND CAMERA SUPPLIES 

n Apr. 9 Eversharp Writing Instruments 
page, color 
JEWELRY, CLOCKS, Gibson Greeting Cards—page, c. 
AND WATCHES Parker “51” Pens—page, color 
2 Dunhill Di Nicotea—'4 page Ansco Film—page 
9 Swiss Federation of Watch BB Pens— page 
Manufacturers—page, color Apr. 16 Burroughs Adding Machine—\% pg. 
Keepsake Diamond Rings—page Heyer Office Supplies—'4 page 
Marvella Pearls—14 lines Tackanail—14 lines 
. 16 Telechron Clocks—page, color Apr. 23 Eastman Kodak Picture Taking 
Artcarved Diamond Rings , page, color First in circulation 
4 page, plus 4% page ; IBM Electric Typewriters—page, c. First in readership 
Girard Perregaux Watches—!4 page Royal Typewriters—page, color 
Zippo Lighters—Yy page Sheaffer Pens—page, color First in advertising revenue 
Westclox Clocks—¥4 page Texcel Cellophane Tape—page, c. First with appliance deaters 
Apr. 23 Ronson Ligh'ers—l4 page, color Waterman Pens—\%4 page 
Apr. 30 Girard Perregaux Watches—!4 page Apr. 30 Heyer Office Supplies—'% page 
Croton Watches—100 lines Scripto Pens—42 lines 


9 Rockefeller Plaza, New York 20, N. Y. 
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WHAT THE 


FRANCHISE 
MEANS 
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ae government's restrictions 
on use of metals in the manu- 
facture of appliances won't make 
much difference to the retail dealer 
for several months. But it promises 
to bring lots of changes before the 
end of 1951 

The first 


—and tl 


the dealer will see 
soon—will be the 
disappearance of some models of 
major appliances, especially the 
Makers of 


radio and television sets, refriger- 


fancier deluxe types 


ators, ranges, washers and other 
large items must drop their luxury 
models to save metal for standard 
lines. They haven't been ordered 
to do so by the government vet—it 
just makes good sense. 

Most dealers won't be able to de- 
tect it, but they soon will be getting 
models made of substitute materials 
The substitutes—for restricted met- 
als like steel, copper and aluminum— 
won’t make much difference in the 
outward appearance of the appliance. 
And they aren't likely to reduce the 
quality of the product 


The Background. Standardized 
models and substitute materials have 
been coming since early this year. 
The manufacturers saw the hand- 
writing on the wall when the gov- 
ernment made its first reductions in 

uunts of copper and alumi- 

num th: ould be used. In civilian 
1 goods generally, these 
mitted free use of copper 

ninum in functioning parts 

nces and as electrical con- 

sut the government warned 
restrictions were on the 


on and_ substitution 
were t appliance makers’ answers. 
For <ampl Philco Corp. devel- 
oped a “conservation model” tele- 
vision receiver It uses no alumi- 
num at tak even less copper, 
1 her scarce materials than 
the vario 
orders 
‘conservati 
on trom the 
t rs and other heavy 
plian 


Cutbacks in Effect. Such wide- 
spread use f substitutes is made 
necessar ) the new restrictions 

1 steel for consumer durable goods. 

National Production Authority 
has ordered makers of a number of 
items, including appliances, to cut 
back their use of steel to 80 percent 
of the amounts they used for the 
same items during the first half of 
1950. Theg order went into effect 


April 1 


Shortened Lines, Substitute Materials 
Foreseen as Result of Metal Cutbacks 


Use of steel in consumer durables 
cut 20 percent effective April 1; 
no new bans on aluminum or copper 


(Contrary to earlier indications, 
the use of copper and aluminum in 
consumer durables was not cut back 
by this order. The across-the-board 
cutbacks on these metals, however, 
are still in effect.) 

“he steel restriction is new, the 
first covering that metal. The limit 
on steel, plus the government's 
warning that tougher limitations on 
use of all metals are coming, forced 
appliance makers to turn to “con- 
servation models”. 


Substitutes Order. Sooner or 
later, NPA probably will back up 


Washer Story in Washington 


—_ 6 


the steel cutbacks with orders di- 
recting appliance makers to use 
specific substitutes for copper, 
aluminum, steel and other scarce 
metals. All this is being worked 
out now by industry advisory com- 
mittees 

This means that small producers 
of appliances and parts will get the 
benefit of much of the substitution 
research of the larger producers. 
NPA will make all the information 
it gets available to the entire in- 
dustry. So don’t worry about your 
supplier if he isn’t big enough to do 
the research that the large produc- 


——— oe 


SENATOR JOHN BRICKER accepts a copy of ‘‘Scrubboards for American 
Women”, an analysis of the place occupied by the home laundry equipment 
industry in the American economy, from R. F. Doyle, general manager of the 
Appliance Mfg. Co. Looking on is F. W. McGrath vice-president in charge 
of sales. McGrath and Doyle also presented copies of the brochure, published 
by the American Home Laundry Mfrs. Assn., to Senator Robert Taft and 


Congressman Frank T. Bow. 
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ers can afford. On the other hand, 
he may have more trouble getting 
available materials if he doesn’t use 
them in large quantity. 


Long Range Picture. For the 
long range the prospects are not too 
bright for producers to maintain 
present output levels. Already NPA 
has warned that steel will be cut an- 
other ten percent—to 70 percent of 
last year’s consumption—for appli- 
ance production starting July 1. 
The fourth quarter slash is certain 
to be even stiffer. 





MORE WASHINGTON NEWS 


Non-mark-up type price ceilings will 
soon be clamped on appliances and radio- 
television. For details see page 116. 


For an explanation of NPA’s restriction 
on the use of steel in consumer durables, 
see page 120. 





Some appliances may disappear 
entirely because of shortages of 
other materials. Metals like tung- 
sten, for example, aren't replaceable 
in many products. 

But it still is part of mobilization 
policy to keep as much as possible 
of the appliance and other big con- 
sumer goods industries in operation 
at the highest possible level So, 
short of a major war, it’s a fair bet 
that there'll be appliances on the 
market for the duration of the mo- 
bilization period 





Lamp Controls? 


Electric lamps may placed un- 
der rigid government controls 
all the way from raw materials 
to shipment of the final product 

Shortage of tungsten and 
molybdenum has led the Na- 
tional Production Authority to 
appoint an industry task force 
to study the effects of such an 
order. Both incandescent and 
fluorescent lamps are involved. 
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INTERIOR COURTESY OF SHERMAN-KARPEN CO., CHICAGO 


Three Attractive Colors... 


Smart New Design 


Hassocks are specially designed of durable, heavy 


Pg weight, plastic coated Feltone . . . guaranteed 
television viewing not to crack, peel or chip. Extremely attractive two-tone 
en pattern enhanced with diamond shaped embossing 

and set off by white piping. Full 2 inch Tufflex 
pad provides extra seating comfort. Built to fit 
perfectly over Berns Air King Economy 
Floor Circulator. Folds flat for storing in drawer 
or on shelf when not in use. Available in 


A handy hassock Red, Green and Blue. 
to help you relax 


Comparable full hassocks retail for $8.00 and up! 
Yours to offer at the suggested price of only $4.95! 


e wana ie aiid FAN SPECIFICATIONS 
for the office No. HF12 — Size: 12” — AC — 3 Speeds — Sunset Tan Finish with Chrome Trim. 
ae 1950 CFM at High Speed. 


HASSOCK COVER 
KOV-R-FAN — Packed 1 to a carton. Available in Red, Green and Blue. 
Suggested Retail Price $4.95. 


cco BERNS MFG. CORPORATION 


saps 3050 N. ROCKWELL STREET » CHICAGO 18, ILLINOIS 


Built-In 
Wall Switch 
Controlled 
Kitchen 
Ceiling Fan 


PMI [ 
[MUNIN 


The ——— 
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FLOOR CIRCULATOR 
ALL-YEAR HASSOCK! 


Another Berns Air King exclusive! The only floor circulator with 
matching hassock cover that fits over the fan — turns it into a 
smart, comfortable hassock for year-around use! 


No more storage problem — no more worry what to do with 
the fan when the weather turns cool. Just slip on the colorful 
hassock cover and it's a practical addition to the living room, den, 
office, hotel room, or anywhere else! 


Here's the’ merchandising idea of the year! The only fan with a 
sales feature that lets you forget about the weather! Hot summer 
or cold — you'll double your sales with the only double-duty fan 
promotion of its kind! 


The Fan You Never 
Store Away! 


rer, 
No more hunting for the fan 


ee Oo! | 
when the weather turns hot. . . or vagy 
for storage space when the tempera- ry 


ture drops. June or January, the aii MN 


Mi. 
Berns Air King Economy Floor : uN i —™~ AD 
Circulator — with matching hassock = 
cover — is ready for service. The 

only fan that cools in the summer- 


time .. . provides the extra comfort 
and seating space of an attractive 
hassock any time! Safely 

supports 500 pounds. 


Mail Coupon Today for Full Details! 


1951 


Berns Air King 
Economy Floor Circulator 


Use it as a fan .. . for cool, cool comfort 

in the hottest weather, without disturbing drafts 
or direct air currents. Powerful motor and 
scientifically pitched blades gather in cooler 
floor air and distribute it throughout the entire 
room at waist-high level. Perfect for stores, 
offices, nurseries, bedrooms, hospitals and hotels. 
Sound-proof, rubber motor mountings 

and individually balanced blades provide 
amazingly quiet operation. Rubber tipped legs 
prevent tripping and scratching. Capable of 
supporting 500 pounds. Fully guaranteed. 

In handsome Sunset Tan finish. Three-speed 
12 inch model at an amazingly low 

price everyone can afford! 


Berns Mfg. Corp., 3050 N. Rockwell St., Chicago 18, Ill. 


Gentlemen: 


Please send me complete details on how I can offer your 
“KOV-R-FA promotion featuring the Berns Air King Economy 
Floor Circulator with Matching Hassock Cover. 


No obligation. 
NAME 

FIRM NAME 

FIRM ADDRESS 

CITY 


MY JOBBER IS: 





JOHN REED KING _ Appliance Output Begins To Drop 


Behind Record Pace Set Last Year 


But refrigerator and range production 





This great showman tells 
14,000,000 families* every 
week, over 150 CBS stations in 
46 states, about the great 
ANKER ZIG-ZAG with the 
exclusive STITCH-O-METER. 


On “Give & Take,” millions of home- 
sewers are learning that here at last is a 
truly COMPLETE home sewing machine— 
the finest, most versatile of them all. 


This is the kind of promotion you ring up 
on your cash registers and enter in your 
profit columns. To see and sew on the 
Anker is to want it. Every day, more and 
more women are looking at the ANKER 
before they buy 
ANKER! 


ANKER 1951 sales helps: 


® National Publicity 
Drive 


and they’re buying 


® Coast to Coast 
Radio 

® Scheduled * Advertising 
Mat Service Allowance 

® Point of Purchase ® National 
Displays & Magazine 
Circulars Advertising 

EVERY ANKER BEARS A LIFETIME GUARANTEF 


*Nielsen Survey 


AWN ££ EER 
INVITES 
COMPARISON! 


WITHOUT 
ATTACHMENTS 
The ANKER Will 
Zig-Zag 
Blindstitch 
Hemstitch 
Sew buttons 
Make buttonholes 
Embroider 
Monogram 
Applique 
Straight stitch 


And performs countless 
other variations of plain 
and fancy stitching 


Exclusive ANKER 
Feature 


Double-needle, 2-color 
simultaneous sewing! 
Beautiful zig-zag and 
straight-stitching. Re- 
quires no mechanical 
skill to apply 2 needle 
adaptor. 


in January beats 


Production figures for January in- 
dicate that appliance manufacturers 
had not yet felt the real impact of 
materials shortages. 

While the January figures were 
below the peak months established 
last year, they are all better than 
the comparable month last year and 
in two important categories—re- 
frigerators and ranges—are consid- 
erably better than 1950’s fourth 
quarter levels. 

No January figures were avail- 
able on television, radio, water 
heater or freezer production as of 
this writing (March 5). But on 
those products for which 
were available (washers, 


figures 
ironers, 
refrigerators and 
January production 
ranged between 13 and 61 percent 
ahead of the same month last year. 
Manufacturers were obviously turn- 
ing out all they could in anticipa- 
tion of more stringent controls in 
the months ahead. 
Refrigerators Up. 
production—often 


dryers, ranges, 


cleaners), 


Refrigerator 
regarded as a 
barometer of sorts in the appliance 
trade—was up almost 100,000 units 
from that of December and was 30 
percent ahead of January last year. 
The 488,607 figure was 68,000 better 
than any month in the final quarter 
of 1950 

Equally impressive was the out- 
put of ranges. The January total 
of 132,437 was better than any 
month in the final quarter of 1950, 
was 7,000 better than the best month 
last fall and was 35 percent ahead of 
January last year. 

Vacuum cleaner output reached 
the 282,000 unit level, comfortably 
ahead of the January mark last year 
but somewhat behind the average 
monthly production in the final 
quarter of 1950. 

Home Laundry Picture. Washer 
production in January stood at 321,- 
000 units, 16 percent better than 


Red-Faced Complaint Man 


last fall's figures 


January last year but down 14 per- 
cent from December output and 
even further from November and 
October figures. 

Ironer production slumped back 
sharply from last quarter figures 
even though the total of 24,600 units 
was 21 percent better than January, 
1950. Monthly production in the 
final quarter of 1950 ranged between 
38,000 and 47,000. Compared to De- 
cember, January production was 
down over 36 percent. 

Dryer production was also below 
December figures, but the 31,935 to- 
tal was still the fourth best month 
ever reported by the industry. The 
January total was almost 64 per- 
cent ahead of the same month last 
year. 


Meck Sees One of Every 65 
Workers Employed by TV 


Television will eventually provide 
jobs for one out of every 65 working 
people in the United States. 

This can occur within five years if 
the nation does not become involved 
in a full-fledged war, John S. Meck, 
president of John Meck Industries, 
Inc., told a Chicago audience recently. 

He based his prediction on estimates 
that at peak ownership there will be 
40 million sets in use in the United 
States, requiring eight million sets 
annually for replacement purposes. 
Manufacturers will employ 300,000 
persons to make these sets, service and 
installation will require 200,000 more 
and distribution and retail sales will 
take 50,000 persons. Broadcast per- 
sonnel and agency people will boost 
the total close to one million, he said. 

He predicted that the average sale 
price would be about $375, producing 
an annual volume of 3 billion dollars 
on new set sales alone. 








Form No. 1481 


This is Joe! He is the No. 306 who 
originally inspected the preduct you 
returned for service...and when it 
came back...was his face red! 


We're sorry for the inconvenience. 
You'll be happy to know, however, 
that we’ve decided to give Joe a 
chance to redeem himself. 

He’s personally checking it for you, 
and he'll see that it’s returned to you 
in tip-top condition — and pronto! 
CORY CORPORATION « Service Department 
221 Nerth LaSelle Street Chicage 1, Illinois 
CORY -miemo- FRESHHD® AIRE HawwdlEinel 


P.S. 1f for any reason you want to write 
further about this— write Joe — but refer to 


Repair Order No. RG. 





Printed in U.S.A. 





CORY CORP. has created this cartoon character, ‘‘Joe—No. 306”, to per- 
sonalize its customer repair service. This card, showing a red-faced “Joe”, 
goes to the customer when the appliance is returned for service. When the 
repaired item is returned a second ‘‘Joe’’ card is enclosed requesting the 
customer to indicate that ‘‘all is forgiven’’ or that the unit is still not giving 
satisfaction. 


OF AMERICA 


IVISION 
New York l,N. Y. LE 2-5984 \ 


ANKER CORPORATION 


WING 


49-55 West 27th Street 


MACHI 
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Progressive Appliance Dealers know that it 
is easier to close sales when the customer can 
see the merchandise in the store... get fast 
delivery from stock. Because the COMMERCIAL 
CREDIT PLAN provides complete Wholesale and 
Retail Financing for Distributor and Dealer, 
it is endorsed by more major appliance Manu- 
facturers and is used to finance more home 





appliance sales than any other national 
financing plan. The COMMERCIAL CREDIT PLAN 
is designed to protect your profits and to help 
you close more sales. 





8 ways better 3.*Life Insurance Protection 


+. Property Insurance Protection 
Commercial Credit Plan Offers ee 
seal PLAN |) You and Your Customers ALL ». Automatic Sales Follow-up 


—\g Wat v: »/ THESE Important Advantages ). Tested Credit & Collection Service 
1. Wholesale Financing /. Builds Customer Good Will 


2. Modern Retail Financing Plans %. Nationwide Facilities 
*Not available in California 


COMMERCIAL CREDIT 
CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore... 
Capital and Surplus over $100,000,000... more than 300 
offices in principal cities of the United States and Canada, 
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THE 


LINE 
...GAS HEATING AT ITS BEST! 


You can sell Humphrey Gas Heating equipment with confi- 
dence that you are giving your customers complete satisfaction 
in styling, heating performance, and economical operation. 


Fhampbrey CIRCULATORS Unsur- 


passed in ability to produce fast, clean 
heat . . . modern, beautiful styling ... 
low cost operation. Two models... 
Open front Radiantfre Circulators and 
Closed front Royaline Circulators 





Phumphrey WAL HEATERS tdeat 


for bathroom, sunroom, den, playroom 
and many other places where economi- 
cal auxiliary heat is needed. Recessed 
in the wall or mounted on the wall. 
Easy to install. 


Phamphnrey RADIANTFIRES One of 


the most popular gas heaters ever made 
... abundant, satisfying heat with all 
the cheerfulness of an open fire. Vented 
and unvented models . . . manual or 
automatic operation. 


There is no substitute for experience. For more than fifty years 
we have been designing and building gas 


heating equipment exclusively 


that is 


why there is no finer line of gas heating 
equipment made. Write for dealer informa- 


tion on the Humphrey Line. 


GEVERAL GAS TIGHT COMPANY 


KALAMAZOO 


MICHIGAN 


News 


Reduce TV Prices. 


f the 23 models in the 


of eleven 


Prices 
Crosley 
tel 1 
television line have 
$40 to $60. Pri 
provided on all n 
distributor stocks 


e 
To Buy Plant. Whirlpool 


has signed an agreement to 


been cut from 


protection was 


Is in dealer or 


Corp 
pur- 
chase the plant and equipment of 
the LaPorte Corp. The building 
contains 230,000 sq. ft. of space and 
will be used for production of de 
fense equipment by Whirlpool 21 


Raise Prices. Taylor Corp. has 
raised the prices of two small wash- 
ers and a dryer due to rising costs 
of material and labor. The washers 
go from $44.50 to $49.95 and frot 

$55.95 to $69.95. The dryer now re- 
tails at $159.95 


+ 
Record Budget. Motorola, Inc., will 


idvertise during the first half of 
1951 at a rate $1,000,000 greater than 
ts appropriation for the same period 
last year 


Rate Your Range. leriectior 
Co.’s 1951 advertising camp: 
xeen built around the theme 
Your Range—Does It Measure Up 
To Perfection?” rhe 


theme will 
be featured in consumer advertising 
and easel counter cards and check 
sheets will be made 
dealers for local tie-ins 
© 

Telegraph Message. [Emerson Ra 
dio & Phonograph Corp. has bought 
space on the back of Western Union 
telegram f 


available to 


radio and 
television advertising. The arrange 
ment, which gives Emerson the 
space on an exclusive basis, covers 
all new printing of envelopes over 
the ensuing 12 months. The im- 
print copy will change periodically 


envelopes for 


Dedicate New Factory 


Briefs 


Record Promotion. The most exten 
sive sales promotion program in the 
company’s history will be given 
Mitchell Mfg. Co.’s 1951 line of 
room air conditioners according to 
advertising director Howard Haas 
Che campaign includes a promo- 
package of 28 sales tools, di- 
rect mail, trade 


sumer 


tional 
advertising, 
cooperative 


con- 
newspaper ad 
vertising and an extensive publicity 
campaign. 


Ad Campaign. Sparks-Withington 
Co. has begun an advertising cam 
paign in the Saturday Evening Post 
and Collier’s which will continue 
throughout the year. The campaign 
will consist of pages 
and, according to president John J 
Smith, is in 


four-color 


response to a promise 
made stockholders for a more ag- 


gressive sales and advertising effort 


New Electronics 
Electric has 
build a multi-million 
near Utica, N. ¥ 


Plant. 


announced te 


plans 
dollar plat t 
, for the manufac 
ure of electronics equipment Phe 
new plant will einploy 
persons 


about 2500 


Expand on Coast. Estate Stove Co 
has acquired the Ward Heater Co., 
manufacturer of floor furnaces 
Ward will continue to turn out its 
present heater line. Plans call for 
investment in new equipment with 
a view to adding some Estate prod- 
ucts to the Ward line. New prod- 
ucts to round out Ward's summer 
operations are also planned 


Continue Campaign. Schick, Inc., 
has announced plans to continue its 
intensive advertising campaign be- 
gun last fall with spring insertions 
in color in the Saturday Evening Post 
and Life. 

(Continued on page 108) 


WATCHING A WORKMAN put the finishing touches on a Deepfreeze refrig- 


erator on the assembly 
' 


line in the firm’s new Lake Bluff, Ill., plant are 
J. Sorenson, left, vice-president of Motor Products Corp and general man- 


ager of the Deepfreeze civision, and B. G. Sanderson, general sales manager 
Over 130 officials from nearby communities toured the plant February 20. 
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HOOVET. 


klectric 
Floor 
FPoltasher 


Newest member of the famous family 
of fine HOOVER work savers! 


Now Hoover gives you the Hoover 
Electric Floor Polisher to answer the 
demand of your customers for a quick, 
easy way to keep tile, linoleum and 
waxed wood floors and other polished 
surfaces in the home bright and 
shining. 

This great new Hoover Electric Floor 
Polisher has the exclusive, easy oper- 
ating features that assure it the same 
customer preference shown for Hoover 
Cleaners. 


It’s Hoover quality through and 
through, and, times being what they 
are, that’s what they want when they 
buy today for the years ahead. 


NEWEST MEMBER OF THE 
FAMOUS FAMILY OF FINE 
HOOVER WORK SAVERS 


Nationwide service available on all 
Hoover products at company-operated 
service stations throughout the U. S. 

Sold only through distributors. Ask 
your distributor about this offer. For 
name of distributor, phone your local 
Hoover office or write: 


THE HOOVER COMPANY 
North Canton, Ohio 


HOOVER IRON 


tas J 
° « 
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HOOVER 
DUSTETTE 


» 


eo 2 


, 


Youll he happier 
with a Hoover 


' Elect f er — light, 
easy to use, will not bounce or wander 
Built low to get under furniture. Specially 
designed bail handle, headlight, non-mar- 
ring bumper guard, easy, two-way, brush- 
saving storage. Complete with wax-applying 
brushes, polishing brushes and felt pads. 
Steel wool and lamb’s wool pads available 
at slight additional charge. 


New Hoove everybody's hand 
vacuum cleaner! Perfect for pickup clean- 
ing, stairs, furniture, draperies, automo- 
biles, all hard-to-clean places. Weight just 
5¥% Ibs. Easy-grip handle, brush in nozzle 
picks up lint and litter faster 


Yew H Elect big, easy-to-set, 
easy-to-see Pancake Dial gives positive 
heat control. Koolzone handle fits the hand 
without gripping. Fast, all-over heat of 
aluminum sole plate does the ironing faster, 
better, with less work. 3%-lb. and 4%-Ib 
weights. 
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| NEWS BRIEFS (Continued) 


Porcelain Research. Seventeen com- 
panies are cooperating in a research 
program at Batelle Memorial In- 
stitute, Columbus, Ohio, to estab- 
lish the fundamental mechanics of 
adherence of ceramic coatings to 
steel. The project hopes to establish 
a scientific basis to pave the way 
for improved porcelain enamels as 
well as to provide information lead- 
ing to ceramic coatings prepared 
from nonstrategic materials. 


Cooler Line. Fedders-Quigan Cerp. 
has introduced a new line of water 
coolers, the first time in the com- 
pany’s history that a complete line 
has been offered for sale under the 
Fedders name. 





* 
‘ Buy Patent Interest. Zetka Televi- 
on 7 Pp | sion Tubes, Inc., has acquired the 
MORE THAN | right to purchase an interest in 
Sightmaster Corp.’s patent position. 


the ,O 00,000 A p p L | A N a E S \ The patents affect the improved 
a ; construction of color cathode ray 
T H RO UGH 30 Y EARS | Z tubes which can be applied to either 
| the CBS or RCA systems. 
& 


Purchase Assets. King Pneumatic 
Tool Co., manufacturers of Rober- 
ton power lawn mowers, has pur- 
chased all assets of the Chicago 
Safety Equipment Co., producers 
of auxiliary ambulance equipment. 


Forms New TV Firm. A new tele- 
vision manufacturing firm, Cadillac 
Electronics Corp., has been formed 
by I. R. Ross, formerly director of 
sales for Atwater Television. The 
firm, with headquarters in New 
York, has as its aim “underselling 
all comparable models without de- 
tracting from efficiency, quality, 
performance or appearance.” 


Learn by Mail. Fairbanks, Morse & 
Co. has instituted a training course 
to help acquaint retail personnel 
with water system applications. 


Alabama Plant. Westinghouse Elec- 
tric Corp. has purchased a 70-acre 
tract of land in western Alabama 
for the construction of a plant to 
manufacture light bulbs. The plant 
will employ 400 to 500 people. 


Change Plants. Hi-Lo TV Antenna 
Corp. has completed moving to a 
new plant which occupies three 
times the area of its former quar- 


; ; ‘ es ter: 
It is a record in which hundreds of distribu- wih 


tors and many thousands of dealers have had e 

a part. We gratefully acknowledge their help- Double Ad Budget. Capehart-Farns- 
worth Corp. has announced a 

ful cooperation and loyalty. The steady growth greatly broadened and _ intensified 

advertising campaign for 1951. The 

expanded schedule is the result of 

tells its own story of quality. We pledge our doubling the 1950 ad budget. 


in sales and respect for Dominion Appliances 


active support to all policies which will help keep ae 


these appliances a line of “Family Favorites”. Wins Second Award. The Fashion 
Academy's gold medal for design 
: p and styling has been awarded the 
Available through reputable distributors Crosley Shelvador refrigerator for 
across the nation. the second consecutive year. It is 
oe lees ee ; the only product other than an au- 
LECTRIC CORPORATIO! tomobile to receive the award two 

successive years. 
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1 Easi-set Pres- 
sure Re-Set Control — only 
one movement needed! No 
gadgets to unscrew or tight- 
en—no endpiece to engage. 
Just a telescoping lever. Pull 
it—and correct self-adjusting 
mressure is applied instantly. 


2 Uniaue “Light 
Switch” Roll Control — fin- 
gertip action, regardless of 
load or pressure. No levers to 
grab—no knobs to twist. A 
light flick of one finger stops, 
starts, reverses rollers! Sim- 
ple and positive as an ordi- 
nary light switch. Only 
laundry Queen has it! 


3 Multi-Position 
Wringer —swings at a touch 
—self-locking into any of 
most wanted positions. And 
the rolls stop instantly, com- 
pletely, at the slightest touch 
on the pressure release bar 
—positive safety. 


A Wealth of Other Women-Winning Wringer Features 


Top roll, bottom roll, between rolls—all visible at once. Marbleized 
roll pattern shows when wringer is operating and in which direc- 
tion. 16” release bars, almost twice the releasing area of any rival. 
Nine other self-selling features! 


Complete fu 


Model 500 


Model 501 


ueen Line Covers the Mass Market! 


Model 502 


hea 
i 





Model 482 


Sundry {jueen —Only Washer on Earth with so many 


WOMEN-WINNING FEATURES to up your sales! 


FULL VIEW WRINGER HELPS YOU 
SQUEEZE YOUR FULL PROFIT 
FROM EVERY SALE! 

1st he ener siting 





PRECISION- 
MADE 

BALL- 
BEARING 
TRANSMISSION 


watch for 
details 
next 











AUTOMATIC WASHER COMPANY ¢ NEWTON, IOWA 
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1951 


More dollars stay with you when you handle the 
famous 43-year old Laundry Queen line. Self-selling 
features mean fast sales—less selling expense, 
quicker turnover of capital. Superior engineering 
and inbuilt quality mean no profit-losses through 
excessive service costs—happier customers who 
send their friends to you for Laundry Queen. 

You have the world’s only 2-washers-in-1 when 
you handle Laundry Queen with its exclusive Duo- 
Disc—the only washer with a Triple Guarantee— 
and other unique advantages to build your business, 

It’s a BIG profit-story! Ask your distributor for 
it—or mail coupon TODAY! 


Copyright 1951, Automatic Washer Co. 


Mail this for Pxoftt-Facte/ 





AUTOMATIC WASHER COMPANY 
| Newton, lowa 


ez nadine mapa dca ore relate 





| FIRM NAME 
CHECK WHICH: () DISTRIBUTOR ( DEALER 


| INDIVIDUAL'S NAME 





STREET ADDRESS__ 





city. 


STATE 
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Ad in Woman’s Day 


brings Avon, N. Y., dealer 
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Here’s what prize-winner 
L. H. Barber says: 

ee... fact that we received 
five calls that we could pin down 
to the advertising medium 
convinces us that the people 
who read Woman's Day 
are... fine prospects 


for our appliances, ee 


$100 to Mr. Barber for proving 
that the Woman's Day reader 
is one of his best prospet ts! 
She goes out and gets 
Woman's Day every month, 
believes in it enough 

to buy from it regularly. 
She'‘s in the know 

and on the go... 

shopping daily at the A&P, 
helping to create 

a lively flow of trafhe 

past. Mr. Barber's doors. 
She's the kind of fine prospect 
who turns into a steady 
customer... and there are 
millions more like her 

over the country. 

Have you noticed lately 
how many of your customers 
read Woman's Day? 


This is the Gourmet, the new. erasstnonal GF hutchen 
clock that hes bees voted by ao many women as Amerwa's 
fumes hutchen chock | 

The Gonrmat in easy to read from any part of the room. 
The neatly designed numbers are raurd and stand out 
clearly. So easy to clean, too. In red, green, yellow, and 
elute. The Gourmet is an excellent gift sdem for your kischen 
or onvene eise + 


The Gourmet, like ell other G-E Clocks, gives you these 


advantages: 1. \o winding—rune electrically. 2. Quier— 
no disturbing tichtock \ Dependahle—long bile 4 decu- 
rate—om tome, oll the time 
Suggestion tor you 

See the complete lime of beantiful General Blectrie ( locks 
They will salve yaur Christmas gilt problems 

They are all in eveelient taste, end many of them are 
magically priced from $5 vo $10. General Electr Com 
pany, ndgeport 2. Cannectwut 


This Christmas, give handsome General Electric Clocks. 


GENERAL @ ELECTRIC 





The National Magazine. . with the NEIGHBORHOOD impact. 
j | 
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_ McDaniel of RCA Elected First Paid 


Dusjlore ted President of Radio-TV Mfrs. Assn. 


1935 Board votes to “take vigorous action” 
in opposing proposed excise tax hike 


Directors of the Radio-Television 


mittee to promote wider interest in 
Mirs. Assn. meeting in Chicago in 


training of radio-television service 


Quality Fans for the Price-Minded 





24” DELUXE WINDOW FAN 


Reversible rotation, single and two-speed, 
24” blade window fan. Serves as a room 
exhauster or air circulator. Handy switch. 
Belt-driven blade. Fits 32” window. Quiet, 
handsome. Extra-safe guard. Gray finish. 


Speed Rotatior CFM List Price 


Two Reversible 4600/3800 $111.00 
One Reversible 4600 89.00 
One Single 4600 85.00 


20” WINDOW VENT FAN 


Lowest priced 20” window fan for exhaust 
and air circulation service. 20” blade fan 
unit mounted on 24” x 30” plywood panel 
with safety guards on both sides of blade. 
Can be manually reversed in a minute. 
Powered by quiet, 1,000 RPM motor that 
delivers over 2,000 CFM. Cord and plug. 
No. 4F223. List Price $36.50 


Reversible 


20” DELUXE WINDOW FAN 


Exhausts room air or blows in and circu- 
lates refreshing outside air. Reversible 
motor controlled by flick of handy switch. 
Quiet 1000 RPM fan motor powers 20” 
blade. 2100 CFM. 30” panel extends to 
3734”. Easy to install in window. Ivory 
enamel finish. 


No, 4F231. List price..... coven AIS 


24” to 48” ATTIC FANS 


Built to outlast the house it cools. Verti- 
cal or horizontally mounted types. 


Blade EM } Mount List Price 


Vert. $70.00 
Vert. 80.00 
Vert. 93.00 
Vert. 117.00 
Vert. 160.00 
Horiz. 92.00 
Horiz. 106.00 
Horiz. 129.00 


24” 4,500 
7,500 
9,600 
12,000 
16,200 
7,500 
9,600 


www NWwwe & 








KITCHEN FANS CIRCULATORS 





UTILITY FANS 








Made and guaranteed by Dayton Electric Mfg. Co., Chicago 6. Stocked by— 


W.W.GRAINGER, INC. 


43 WAREHOUSE STOCKS, COAST-TO-COAST 
General Offices: 740 W. ADAMS, CHICAGO 6 








mid-February elected Glen McDaniel, 
vice-president of Radio Corp. of 
America, as the first full-time paid 
president of the group. He is ex- 
pected to take office early this month. 

McDaniel’s election is the outgrowth 
of a reorganization of RTMA voted 
last summer at the group’s annual con- 
vention. Robert C. Sprague, who has 
been serving as both president and 
chairman of the board of RTMA, has 
resigned the former post but main- 
tains his chairmanship of the board. 

McDaniel’s election was the high- 
light of a three day industry confer- 
ence sponsored by RTMA. Besides 
electing McDaniel, the board of di- 
rectors approved a recommendation 
to “take aggressive action” in oppos- 
ing the proposed increase in excise 
taxes on radio and television sets and 
specified components. 

Materials Committee. The board 
approved a recommendation that 
authorized Sprague to name a spe- 
cial overall committee on materials 
to act in the industry’s behalf. The 
group will compile data on the in- 
dustry’s requirements of critical 
materials and on efforts made to con- 
serve these materials. It was di- 
rected to present such data to of- 
ficials of defense agencies in support 
of the industry’s contention that 
radio-TV plants should be kept in 
operation in anticipation of greater 
defense requirements. 

RTMA’s set division responded 
to an invitation from the National 
Appliance and Radio Dealers Assn. 
to explore possibilities for closer 
cooperation between radio and tele- 
vision manufacturers and dealers by 
naming a five-man committee to 
meet with a NARDA group. The 
set division executive committee 
also approved in principle a pro- 
gram proposed by the service com- 


Honored for Safety Record 


technicians at trade and vocational 
schools. Frank Freimann, president 
of Magnavox, was elected a mem- 
ber of the RTMA board of directors 
by the set division executive com- 
mittee, replacing Richard A. O’Con- 
nor of Magnavox, who has resigned. 

Sales, Ad Meetings. The RTMA 
sales managers committee approved 
revisions in a proposed code of 
ethics for advertising and selling 
sets. It also received a subcommit- 
tee report recommending changes in 
the Trade Practice Rules for the 
radio receiving set manufacturing 
industry. The changes would ex- 
tend these rules to television. 

The sales managers also ap- 
pointed a subcommittee to develop a 
promotion program for use by dis- 
tributors and dealers in promoting 
interest in local baseball clubs. 
3oth the sales managers and the 
advertising committees adopted res- 
olutions recommending that the in- 
dustry cooperate with organized 
baseball in the promotion of attend- 
ance at home games during this 
year’s baseball anniversary. 

Twelve radio-TV manufacturers 
were admitted to membership by 
the board of directors. This brings 
current membership to 319 firms. 


Harold Beaty Succeeds Ridout 
In EEl Rural Service Post 


Harold H. Beaty has been ap- 
pointed rural service manager of the 
Edison Electric Institute succeed- 
ing W. J. Ridout, Jr., who has be- 
come editor of Electricity on the 
Farm. Beaty has been in charge of 
electrification programs at Iowa 
State College since 1936 


DEARBORN STOVE CO. has been awarded the safety trophy of the Texas 
Employer’s Insurance Assn. for its outstanding safety record. E. C. McFadden, 
vice-president in charge of safety engineering, presents the trophy to Ray 


Hoskins, plant superintendent. 
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STEPS 


TO BETTER PROFITS 


The outstanding value in each of four price brackets, 
the Duchess steps UP — or down — to meet your customers’ 
needs. You win more sales with the Duchess! 
Make any comparison in any price range... the Duchess outsells 
competition. Its superiorities are easily demonstrated 
and quickly recognized. Duchess ready 
salability plus low service costs and liberal discounts make 
the Duchess your best step — to better profits. 


NONE BIGGER—NONE BETTER 
AT ANY PRICE! 











INSURE FUTURE WITH 


APPLIANCE MANUFACTURING CO. 
ALLIANCE, OHIO 


World’s Largest Manufacturer Concentrating 
Production and Sales on Wringer Type Washers 
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No motor no machinery— 
No moving parts 
to monkey with / 


~, 
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| 


—_ 
—s 


— x 
\f 


wr 


Worlds longest refrigerator 
guarantee — 10 full years / 
. 


tr 





ROYAL TUDOR (Model BR- 
1118)—Volume—11.5 cu. ft. 
New-design cabinet with New- 
tone exterior. 2 glass-covered 
Dew-Action Vegetable Freshen- 
ers. “Odds and Ends’ Basket. 
5 “‘Quick-Release’’ Ice-Cube 
Trays. Full-width evaporator 
with exterior door. 
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...¢ell both types, 
GAS and ELECTRIC... 
goll the GREAT NEW 


Are you running the risk of losing sales by offering cus- 
tomers only half a choice? Today, there are just 2 kinds of 
refrigerators — gas and electric. And surveys show that a 
sizable proportion of prospects prefer the gas type. So it 
stands to reason that when you carry both gas and elec- 
tric you’re in a position to sell a lot more refrigerators. 

Put this sales potential together with the dynamic fea. 
tures of the marvelous new Servel and you have an un- 
beatable combination. The new Servel has every advan- 
tage a refrigerator could have—and then some. It’s big- 
ger inside, yet needs no extra space outside. And there 
are eight handsomely designed models to choose from, 
including the incomparable Royal Tudor. There’s a model 
for any size family . . . any size kitchen. 

All these exciting improvements go hand in hand with 
Servel’s famous ‘“‘Hidden Half’’. . . its motorless, silent 
freezing system—the only freezing system that’s guaran- 
teed for 10 years. It’s the feature that makes Servel Ty, af ‘ / 
basically different—years ahead of the rest. So if you Dim } Cornvyala L | DDEN HALF 
really want to unlock the door to bigger profits this year, TK, ff i . 
sell both types of refrigerators. Sell electric and sell Servel “| yr 

. the world’s finest refrigerator. 


, fay ra] os 
For full detai!s write to Servel, Inc., 
Dept. 0-1, Evansville 20, Indiana sete longer: 
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To Set Specific Prices 


For Appliance Ceilings 


be your local Non-markup ceilings will differ 


5 | | [ t () | from those previously announced 
FSU UY for apparel and home furnishings 


hat kind of OPS in let producers add in 
dealers will creases in labor and materials costs 
r during the mobili- since the June, 1950, base period t 
their pre-Korea selling prices. 

liances—radios, wash- Since both wages and materials 
rs—will be sold at costs are fairly uniform through 
prescribed by tite out the nation, this would produc¢ 
- Stabilization. Neither uniform price advances and_ still 

irkups nor fixed dol- uniform costs to dealers 
nts margins will be per- Once costs are determined, item 
(Smaller appliances may by item, the OPS will sit down and 
same treatment—or they compute markups, then issue re 
covered by other types of tail ceilings. (There’s even some 
Electric bed coverings talk of requiring manufacturers to 
CPR-7 described put a retail price tag on every ap- 
pliance, before it leaves the factory.) 
mat type of dealer So, by summer, dealers will find 
rs in principle from the themselves doing business under a 
d in Ceiling Price Regu- series of regulations titled “Re 
the big retail order put tail Prices for New Mechanical Re- 
arv 28. CPR-7 was de- irigerators yt Retail Prices For 

1 


ver “new line” items. New Laundr Equipment 


wearing apparel and Small Items Vary. When it comes 

hings—the sort of goods to small appliances—toasters, irons, 

fr shipment to ship- hotplates at th like—the OPS 
resent a pricing problem plans are no » clear. Where 

time. Generally speaking, the cost increases have been moderate 
stabilizers regard percentage- since the first of the year, the ite1 

in inferior form of price- may be lef January 25 

t it’s the best that can be’ freeze. Where costs have gone u 

Vise tor 1 1on-sensitive items but uniformit t ns, specif 

Appliance Control Easier. Whe eilings—as for major appliances 

+t cor t pnpliat 


probably | used. But where 


es to appliances, however, the will 
much simpler uniformity of product and _ price 
or one t adios, refrigerators doesn't exist roods may 
yes, the Filtron cold water coffee extractor—the newest or washers usually come in standard be put un 
way to delicious coffee—is the newest gift for Mother’s Day. 7 
Stock and demonstrate the Filtron—there’s nothing like it moe rarel nge more than mov qu as possible 
if \ | acut ities are still some 
on the market—cash in on Mother’s Day advertising in House tis Sa cieciaial nae applian 
re | I I tim iemane Oo appliances 
Beautiful—Living—Gourmet. rices has not yet put 
1 1 1 sure on prices. But such pressure ts 


really heavy pres 


inevitable. And OPS wants its lids 
at 


on, and nailed down tight, before 


remember, hundreds of appliance dealers are tak- errs a bien ; a 
ing advantage of the growing Filtron demand to increase 
traffic—add a new high discount source of income and build 


prestige and good-will. 


G L lif () | check these dealer 


J 


features: 
cOoLD WATER @ Made from  non-shortage 
COFFEE materials 
Top discounts 
EXTRACT 
OR Easy to demonstrate 
retails of Growing demand plus 


WV 
novelty : 
— MERIT AWARD 


Complete co-op merchan ‘ 
dising Cary Corporation 
slightly higher west of Rockies 6 ~ « 





Ask your jobber for complete details 


or write direct to 


1215 W. Fullerton Ave. 


. G. , lef . f / , 
Chicago 14, Iilineis H. G. BLAKESLEE, left, vice-president and general manager of Cory Corp 


receives the merit award of the American Society of Industrial Engineers from 
R. L. Crinnian, national president of the society. 
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Here’s a growing market that 
keeps you in 
he profit picture! 


BUSINESS 


Wie so many items already in short supply, 
foresighted dealers, from coast to coast, are pro- 
tecting their profits by adding the dynamic new 
Revere Tape Recorder to their present lines! 

This potent sales-producer not only provides 
a new source of extra profits, but does wonders 
as a general business stimulant and creator of 
store traffic. 

Demand Is Growing! 
Every day, more and more people discover the 
advantages of owning a Revere Recorder. The 
fun of recording children’s voices and home tal- 
ent ... adding music and commentary to home 
movies .. . recording radio programs for future 
enjoyment. Schools, churches, and clubs—busi- 
ness and professional people—musicians and 
students—all are your prospects! 

Capture your share of extra profits from this 
wide-open, fast-growing market by fea- 
turing Revere Magnetic Tape Recorder 
now. Write for complete information. 


rey 


MODEL T-100 
RECORDER 


Z < With microphone, 

REVERE CAMERA COMPANY e CHICAGO 16 , COMBINATION radio attachment 
Tape recorder with built- cord, 2 reels (one 
in radio, Records directly with tape), and 
from radio by turn of carrying case. 


switch. Model TR-200 $] 695° 


*209°° 


SELLS ON DEMONSTRATION 
It’s almost magical! Customers 
marvel at hearing their voices in 


ms crystal clarity. They are im- 
: pressed with such outstanding 
features as the fast rewind and forward 

speeds . . 


. erasable, reusable tape . . . 


easy-to-operate controls ... anc smart, TAPE RECORDER 


compact carrying case. 


The Largest Selling Tape Recorder in America 


ELECTRICAL MERCHANDISING—APRIL, 1951 PAGE 117 








The home of Willard's Appliances, Inc., 5335 Cermak Road, Cicero, Ill. 


He started without 
pay; now he 
owns the business 


Bill Kirschbaum gets new customers 
with a sales approach that’s older 
than radio— and moves more than 
$250,000 a year in appliances. 


\ 1917, William Kirschbaum got his first job 
| at the Cicero Battery Service Station, 5335 
Cermak Road, Cicero, IIL, by agreeing to work 
six months without pay. Today, as the owner 
of Willard’s Appliances, In 


dress. he sells more than a quarter of a million 


at the same ad- 


dollars’ worth of appliances a year. 

Bill Kirschbaum’s story is the story of the 
growth of the radio and appliance industry 
But more than that, it’s a story of proved sell- 
ing and advertising methods that will interest 
every appliance dealer who is in business to stay. 

Bill was 17 years old when he started his six 
months apprenticeship with the first battery 


service station in Chicago's western suburbs. 


Watched radio grow 


“In 1920,” he said, “some of us around the shop 
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got interested in crystal set radios, and we 
started building them for sale. The sales appeal 
was limited because about the only station on 
the air was KDKA in Pittsburgh. 

“A few years later, when battery sets came 
in, it was a natural for us. We built the first 
tube outfit in Cicero. [It was such a novelty that 
people came from all over town to see it. 

“Selling radios in those days was a funny 
proposition. Everything depended on how many 
far away stations you could pick up. If we 
could get Rome, Italy on a set—even though 
the prospect couldn't understand a word—it 
was a sure-fire sale. 

“The next milestone in our business was 
Cicero's first auto radio, which we built and 
sold. Soon after that, we quit building radios 
because the big manufacturers could produce a 
good set cheaper than we could. We had been 


(Advertisement) 


APRIL, 


WILLIAM KIRSCHBAUM 


adding appliances to our stock as they came on 
the market, and we had our hands full with 


sales and service.” 


Sells TV in 1931 


When Willard’s Appliances was incorporated 
in 1931, 


The same year, he sold one of America’s first 


sill Kirschbaum became president. 
television sets—a large box with a tiny screen 
made by Western of Chicago. Displayed in the 
store now, it offers an interesting contrast to 
the 1951 models around it. 

From the beginning, Willard’s made sound 
progress under Bill Kirschbaum’s direction. 
Even during World War II, the store stayed in 
business with repair work when other shops 
closed. 

“We look at it this way,” he says. “There's 
only one thing more important than getting a 
new customer. And that’s keeping an old one. 

“When I was selling batteries here 30 years 
ago, | found out that making a prospect into a 
permanent customer is the same thing as mak- 
ing a stranger into a friend. It’s a question of 
taking an interest in the other fellow’s prob- 
lems, and giving him the extra time it takes to 
make him feel at home. 

“Our sales policy is built around that idea. 
We figure it’s not how much you can sell a cus- 
tomer today that counts, but how well you can 
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satisfy him with his purchase. Repeat business 


is the most valuable in the long run. 


How they keep customers 


“It starts with the salesman. The way he 
handles a customer makes the first impression. 
So we don’t try to push anyone into buying. We 
give them all the helpful information we can, 
and they make their own decisions. In this way, 
a customer feels that he can come in and look 
around any time without being high pressured.” 

After closing a sale, Bill and his four sales- 
men ask the customer what appliance she plans 
to buy next. This usually leads to a discussion 
of another item in the store which the customer 
can inspect while it is handy. 

“Even though we know the customer is not 
ready to buy the additional item,” Bill says, 
“we always give her a thorough demonstration 
if she seems to be interested. When she leaves 
the store, she’s already thinking about the next 
appliance she wants for her home. This simple 
procedure helps build an important volume of 


business 


Service builds good will 


Service plays a big part in Bill’s “customer 


satisfaction” program. A card hanging above 
the door to the service department sums up 
Bill's ideas on service with the motto, “Thru 
Service We Grow.” The department consists of 
three men in the shop, three more who make 
service calls in the homes and a seventh who 
does outside antenna work. 

“Prompt. efficient service builds good will,” 
says Bill. “A good service department can turn 
a liability into an asset because it shows the 
customer how we follow through when our 
merchandise needs attention, 

“In some cases, when a customer reports 
trouble with a recent purchase, we replace it 
with new merchandise the same day. The little 
extra effort’ produces good will that money 
can't buy.” 

When you walk into Willard’s you notice the 
unusually large volume and variety of stock on 


display in the three adjoining display rooms. 


High year-around volume 


“We sell something that’s in demand every sea- 


son of the year,” Bill explains. “Most appli- 


ances have peak and slack seasons. To offset 
this, we stock items that hit their peaks when 
sales of other things are off. The salesmen em- 
phasize the items with the greatest current 
appeal. 

“We chart our sales peaks and valleys. This 
way, we can foresee the demand and maintain 
a fairly steady volume of sales the year around.” 

In addition to 10 brands of television sets, 
five makes ot refrigerators, five kinds of washers 
Willard’s stocks 


many items not usually found in appliance 


and five brands of ranges 
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Salesmanager Ray Ellickson knows that a customer who feels at ease is more likely to come in again 


stores. Among these are luggage, electric shav- 
ers, silverware, door chimes, clocks, fans and 
air conditioners. 

“Of course, we’ve never been satisfied just to 
maintain the previous year’s volume,”’ said 
Bill. “Through the years, we’ve experimented 
with all kinds of advertising to step up our 
volume. We found that hit and miss advertis- 
ing doesn’t pay. Consistency and sound plan- 


ning come first in our advertising program. 


How they advertise 


“At present,some 10% of our advertising budg- 
et is divided among direct mail, ads in local 
newspapers and expenses for our two men’s and 
two women’s bowling teams. 

“The remaining 60% goes into cooperative 
advertising with our distributors under the 
Chicago Tribune’s Selective Area advertising 
plan. With the Tribune’s plan, we get bigger 
ads with a bigger circulation among our best 
prospects. The way it works, a lot of dealers 
put their money together and we each get more 
effective advertising than we could buy indi- 
vidually. In this trading area, this store gets the 
full benefit of the advertising. 

“T figure we watch our advertising expendi- 
tures as closely as any dealer in town. And 
that’s why we go in on every Selective Area 


campaign that’s offered us. They produce more 


sales per dollar invested than any other adver- 


tising we use.” 


* * * 


VANUFACTURERS: Does your advertising 
gel the enthusiastic support of your dealers for 
your line? 

With the Selective Area advertising plan you 
gel the local support you need lo obtain marimum 
response from your advertising. This is the kind 
of advertising your dealer understands and pre- 


fers. He gets retail-store-lype copy over his own 


name in Chicago's No. 1 hardlines medium, 
reaching the prospects best able to trade with him. 
Yel the entire 
program ts factory-supervised and agency-placed. 


He sees resulls in his own store. 


So productive has the plan proved for dealers, 
distributors and manufacturers that already more 
than $1,250,000 has been placed in Selective Area 
advertising in the appliance field alone. Far more 
than half of the appliance dealers in Chicago and 
suburbs have made it a part of their promolion 
programs. 

Selective 


and dealer support for your product. Tuned to 


{rea adverlising can increase sales 


loday’s selling trends, it can help you build the 
consumer franchise you want in the multi-billion 
dollar Chicago market. 

Ask your Chicago Tribune representalive for 
complete details. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Representatives: 


Chicago New York 
A. W. Dreier E. P. Struhsacker 
1333 Tribune Tower 220 E. 42nd Sty 


Detroit 
W. E. Bates 


Penobscot Bldg. 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St 


Los Angeles 
Fitzpatrick & Chamberlin, 
1127 Wilshire Blvd 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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It’s a basic Arvin policy: 


Every Arvin dealer 
and distributor gets 
a fair shake! 


We're glad to report that production of 
Arvin electric housewares is good. Not as 
good as we'd like, but still at a high level. 
(Quality, too, remains at the same level that 
has built Arvin’s quality reputation through- 
out the years.) 

Yet, sure as shootin’, there are going to 
be shortages later on. So, here and now, is 
our pledge to you: 

When that time comes, all available Arvin 


merchandise will be distributed fairly and 
equitably to all wholesalers and dealers. 

Arvin will not play favorites. Our entire 
sales organization will be geared to hold fast 
to the basic Arvin policy of Fair Play for 
all customers. You can bank on it! 

So, for the long pull, we sincerely believe 
that you will find many advantages in selling 
Arvin—the high quality, service-free, prof- 
itable housewares line! 


We will continue to recommend 40% discount on master carton quantities 


ELECTRIC HOUSEWARES 


Arvin Automatic 


Toaster 


A |e 


~~ 


Automatic Iron 


Dual-Control Iron 


Arvin Lectric 
Cook 


Arvin 5-Year Guarantee sq1"> Arvin 5-Year Guarantee $14”° Arvin Cool-R-Hot 


Arvin Fan-Forced $9995 95 Arvin Radiant 
Electric Heaters Tl w15 ahs ee 


Electric Fan-Heater 


Fuscttanon 


every GE Ff occasion 


s}1"° 


Tie in with the great gift promotion plan 
of the Electric Housewares Division of N.E.M.A. 


Order your Free N.E.M.A. Retail Display Kit from Electric Housewares Section 
National Electrical Manufacturers Assn., 155 East 44th Street, New York 17, N. Y. 


Electric Housewares Division ¢ Arvin Industries, Inc., Columbus, Indiana 


(Formerly Noblitt-Sports Industries, Inc.) 


NATIONALLY ADVERTISED IN LADIES’ HOME JOURNAL, SATURDAY 


EVENING POST, BETTER HOMES & GARDENS, SUCCESSFUL FARMING 


Appliance Order Limits 
Use of Steel Only 


teel and let aluminum and cop 
Chat’s the decision NPA 
atter a mon of internal 

over how to limit scarce 

ing into appliances and a 


ther consumer durable 


* of aluminum and copper 
doesn't mean there will be any greater 
quantity of these materials. For ex 
ample, the cutbacks on fabricators of 
these metals (as contrasted to manu 
facturers of finished products) are still 
in effect. But NPA’s decision does 
mean that appliance makers escaped a 
lot of paper work that would have 
been necessary if previously announced 
plans had been carried out. 

The small assembler of household 
equipment, who buys parts instead of 
manufacturing them, is the man who 
made NPA back down. The con 
trollers couldn't agree on how to force 
him to reduce a given amount of the 
three metals without creating an un 
manageable flood of paper work. They 
settled on steel for the only end 
product limitation order, hoping it 
would indirectly result in less use of 
aluminum and copper. 

Manufacturers of products on the 
steel cutback list can use 80 percent 
as much iron and steel as they used in 
he base period. The appliance maker 
vho buys parts, instead of making 
them, is prohibited from assembling 
more than 40 percent as many items 

he second quarter as he assembled 

the first six months of 1950. The 
order makes a special bow to 
business—users of 100 tons or 
and steel per quartet 
period can use 
second quarter thi 
When NPA 


Copper 
tted to use 7 
nt of the bs veriod, a five percer 
reduction from the March rate 
Appliance makers are free to scran 
with other manufacturers for all 
copper and aluminum which es 
capes from defense rated orders. No 
body in NPA thinks there will be 
enough to fill everybody’s needs, even 
with steel restrictions acting as a 
brake on production. Despite some 
talk about relaxing controls 
easier supply situation later 
year, the outlook for the secon 


continued shortag 


Ditsler Made Refrigeration 
Specialist for NPA 


Robert E. Ditsler, merchandise 
nanager for the Westinghouse re 
frigeration specialties department, 
has been appointed an industrial 
specialist on household refrigera 
tion and home and farm freezers in 
the National Production Authority 
He is on leave of absence from 
Westinghouse’s refrigeration spe 
cialties department In his new 
position he will work with manu 
facturers in getting the most pos- 
sible production out of materials 
availaple after the requirements of 
the armed services have been filled 
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ELECTRICAL 


it’s a modern 


Walional CASH REGISTER 


with 
ADDING 


MACHINE 
FEATURE! 





This new Class 21 National Cash Register is designed 
expressly to save you time and money—eliminate mis- 
takes—and increase your profits. No cash register so 
complete has ever been offered at such a low price! 

Large figures at the top of the register show clearly 
the correct price of each item as it is recorded. This 
protects customer, merchant, and salesperson. 

Sales of more than one item are mechanically totaled, 
thus eliminating mistakes in addition, saving valuable 
time, speeding customer service, and winning cus- 
tomer confidence. 

See how each amount is printed in large, “‘quick- 
check’”’ figures on the new illuminated detailed audit- 
strip. The last 11 items are always in sight. The detailed 
audit-strip is a printed, permanent record of each day’s 
business, sale by sale. Special keys identify salespeople, 


departments, and kinds of transactions. 

And the new Class 21’s Built-In Adding Machine 
feature can be used at any time without disturbing 
the locked-in cash register records. It saves valuable 
time, and prevents costly mistakes in your daily figure- 
work. Its electric operation is fast and easy. The standard 
keyboard enters ciphers automatically, and has easy 
key touch. 

Phone your nearest National office today for a demon- 
stration. Or, write to the Company at Dayton 9, Ohio. 


Walional 


CASH REGISTERS © ADDING MACHINES 
ACCOUNTING MACHINES 


THE NATIONAL GASH REGISTER COMPANY, DAYTON 9, OHIO 
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Hotpoint 
Super-Stor 
Refrigerators 
Models ED 110-5 

and ED 87-5 

Now... with new Full- 


Width Speed Freezers! 
Air flows unobstructed 


— 


olagel tie) MM ololilelumelale| 

all four sides. Cabinet 

walls remain free of 

excessive dew and 

baffle adjustments are 

never necessary. Three 

butter bins, meat 
liding shelves and 

f the many benefits 

> new Hotpoint 

lume (NEMA 

Tate Model 


r capacity 


Hotpoint Special 

Deluxe Refrigerator 

Model EC 82-5 

Has new improved 
horizontal evapora- 

tor of full-width de 

sign. Quiet, economical, de 
pendable THRIFTMASTER unit 
is equipped with overload pro 
tection. Cabinet volume is 8.22 
cubic feet. Speed Freezer ca 
pacity is 43 pounds 


Hotpoint Deluxe Eight 
Model EB 81-5 

Has an efficient Speed 
Freezer that holds 24 
pounds of frozen foods 
The cabinet volume 
8.11 cubic feet. Has 
urge vegetable pans on 
Plenty of room for fresh 


relate Miceli Mm elolill 3 


Brings You 
Nine Magnificent New Refrigerators To 
Make Your Refrigerator Line Complete 


Among Hotpoint’s complete line of the world's most convenient refrigerators 
there is a size, type and price to fill every family's need and desires. 

V1. Two. great new Super-Stor Combinations, at the top end of the 
line, combine full-size Refrigerators with true Food Freezers—both in one 
handsome cabinet. These models feature two separate compartments, two 
doors and separate temperature controls. 


} 2. Three magnificent new models in the middle of the line feature the 

new, improved Full-Width Speed Freezers. Two models have door shelves 
and butter bins. All three provide proper air temperatures under all con- 
ditions, eliminate excessive sweating or condensation and have the popular 
Telefrost Indicators. 


V3. Four popular models in the lower priced end of the line fill out the 
complete range of styles and prices to fill every family’s need. When you 
step up to Hotpoint Refrigerators you step up to the finest! 


HOTPOINT FULL-LINE LEADERSHIP! 


Hotpoint's complete line of the world’s finest refrigerators is further proof of Hotpoint's 
Full-Line Leadership—a leadership which has been planned and developed as a 
result of Hotpoint's faith in the tremendous market offered by the components of the 
all-electric home. Hotpoint's complete line includes every major electric appliance 
for the kitchen and home laundry. Therefore, with Hotpoint, every month is a selling 
month. By traditional leadership and matchless experience, Hotpoint is the best 
qualified to supply your full complement of modern electric appliances for modern 
Better Living—electrically. 


Swill te 


RANGES + REFRIGERATORS + DISHWASHERS + DISPOSALLS® + WATER HEATERS * FOOD FREEZERS » AUTOMATIC WASHERS 
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Hotpoint 

Standard 

Eight 

Model 

EA 83-5 

Neither storage space‘or 
beauty is sacrificed in this 
economy-priced 8-foot 
refrigerator. Speed 
Freezer holds 24 pounds 
Outward appearance is 
very similar ite) the del xe 


models 


Hotpoint 
Standard Six 
Model EA 61-5 
Just the right size for 
small families. Room for 
17 pounds of frozen food 
in the Speed Freezer 
Like all Hotpoint refr 


g 





erators ithas the depend 
able THRIFTMASTER unit 


— ; 
Hotpoint 
& Standard Four 
= Model 


1 
meen’ 


plete refr 


HOTPOINT SUPER-STOR COMBINATIONS 
MODEL EG 106-5 AND MODEL EG 87-5 


rT 
| mo | — ; 
be { The world's finest refrigerators plus true Food Freezer—both 1 camp 
} in handsome single cabinets. No defrosting ever necessary in ample room for f 
‘7 Fresh Food Compartments. Model EG 106-5 Food Freezer 
i holds 70 pounds. Volume (NEMA) 10.61 cubic feet. Model EG 
4 87-5 has freezer capacity of 52 pounds and cabinet volume 
| deal (NEMA) of 8.7 cubic feet. Both have shelves in doors, butter 
Lt aa | bins, roller mounted vegetable pans, leftover rack and sliding 
— shelves to bring food out in front. 





resh 
Speed 
olds 9 Ibs 


of frozen food 


Have a talk with your Hotpoint distributor 
a 
A SIZE AND STYLE FOR EVERY FAMILY NEED! and get on the Wack to greater preltte ond 
From the compact but complete 4-cubic foot small apartment model to the magnificent constant profits every month of the year 
Super-Stor Combinations there are nine distinctive models of Hotpoint Refrigerators— P ae . ° 
models to fill the specific requirements of every family. In all price brackets and in con- with Hotpoint’s Full-Line Franchise. 
ventional and horizontal evaporator models, Hotpoint sets new heights in modern electric 
refrigeration performance. 
«+. Another reason why the Hotpoint Full-Line Franchise is so coveted. 


ote | FOR PULL-LINE 
of EADERSMUP 


y ‘ P , (A General Electric Affiliate} 
CLOTHES DRYERS * ROTARY IRONERS * CABINETS 5600 West Taylor Street, Chicago 44, Illinois 


ELECTRICAL MERCHANDISING—APRIL, 1951 PAGE 123 








Scheduled Meetings 


EE! ANNUAL SALES 
CONFERENCE 
Edgewater Beach Hotel, Chicago 
April 2-5 


APPLIANCE PARTS JOBBERS 
ASSN. 


Annual meeting and election 
Sherman Hotei, Chicago 
April 11-14 


ROCKY MOUNTAIN 

ELECTRICAL LEAGUE 
Spring Work Conference 
Shirley-Savoy Hotel, Denver, Colo 
April 15-18 


NORTHWEST ELECTRIC LIGHT 
POWER ASSN. 
Business Development Section Con- 
vention 
Multnomah Hotel, Portlond, Ore. 


It will pay you well Bes: & Re ie 
‘ : : NAT’L APPLIANCE SERVICE 
to know this man! ern 
. ° Annual Meeting and Election 


Philadelphia, Pa. 
May 15-19 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 
Convention, Atlantic City 
May 20-26 


PACIFIC COAST ELECTRICAL 
ASSN 


Convention 
Biltmore Hotel, Los Angeles 
May 21-23 


PARTS DISTRIBUTORS SHOW 
Chicago 
May 21-23 


_ 
~ 


Hi S the Classified Telephone Directory 


representative 


4 
4 
/ 











Pas 
A 


<3 


He gets around in your community, see 


ing all types of retail establishments. He has | RN, A RUAN, Cabinet Makers Study 
an understanding of the shopping habits of : BIS, Means of Survival 


S40 ORE 


people ... knows a lot about their buying REA a ee 
habits. He can ofter some mighty valu- f , “ig y A! well aware that its members use over 
vl i J , 100,000 tons of sheet steel annually, is 

: currently doing all it can to prevent 
Classified n tr. . oS a repetition of its World War II cas 
, , ualty list. Industry members who met 
Ask him how you can best use the ae pe NN in Cleveland in mid-February at_the 

2 / ’ j ; invitation of the Steel Kitchen Cab 
yellow pages’ to get more sales and service PDO G IS % inet Institute found themselves dis 


able suggestions for your advertising in the 


cussing ways and means of living to a 

: ripe old age amid the difficulties of the 
hardest for your type of business. i or present half and halt economy 

, ’ . / One result of the meeting was a de- 

He has a lot of experience in building aya y Clem to contatt ‘Washington So. Sai 

. . out (1) how the industry could help 

business for hundreds of dealers. Why not : Ny in the war effort and (2) how severe 

. will be the cutbacks ahead for the in 

dustry. Approval was given to or- 

ganization of a permanent committee 

to be stationed in Washington for 

information purposes 

Keynote speaker for the one-day 

meeting was L. S. Hamaker, assistant 

general sales manager of Republic 

Steel Corp. His off-the-record speech 

on “The Outlook of the Steel Fab 

ricator” dealt with the fabricator’s 


orders. Ask him which headings will pull 


let him put it to work for you? 


possible share of the country’s ex 
panded steel production 

Sixty companies were invited to the 

meeting and 50 persons representing 
20 cabinet manufacturers attended 

Although some firms have alread 
started converting to the producti 

FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE. When of airplane and guided missile parts 
others felt that the 600-850,000 ne 

housing y hi year would still 

! w kitchen cabinets 
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In Free Displays 
that 
“Knock’Em Cold !” 


aaa a. x > 
. ) A 


HOUSEHOLD FAVORITE | 


“KITTY-BELLE” 
TRU-BEL ALARM 


With proven popularity, 

at a proven popular price! 
With eye-catching multi- 
colored display 11” wide x12” 
high, featuring brilliant 
“Day-Glo” lettering. (Request 


; ; aM 
display when ordering. } 1 EVEN. A puRR* 
wre 


Like all Sessions Alarm Clocks, both “Ollie” and “Kitty- 
Belle" models have Sessions famous pleasant bell alarm, 
Sessions ultra-quiet movement for sound sleeping. Both 
are nationally advertised for quick recognition on dis- 
play — quick turnover in sales! 
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ON HAND 


IN YOUR AREA 


ee 





IN the face of threatened shortages it’s an advantage to 
be able to obtain parts for all makes of washing machines. 


However, since many 


replacement parts are made from 


critical materials, how long these ample stocks will last is 
anybody’s guess. It’s a good idea to look ahead. Anticipate 
your needs and be sure your service department will have 
the necessary parts for the months to come. 

This convenient service is provided by the members of 
the Appliance Parts Jobbers Association, listed below, in 
cooperation with the washing machine manufacturers. 


These members give you a prompt hurry-up service on 
any renewal part for any washing machine through this 
“one-stop” source of supply. No need to waste time, labor 
and delays shopping around for parts from various sources. 
Thus you can render a quick and efficient service to your 
repair customers and build their good will. Check your 
service department now for parts you will need in the 


near future. 


SEE THE APPLIANCE PARTS JOBBER NEAREST YOU 


YOUR AUTHORIZED PARTS 


A-1 Master Electric Shop, Salt Lake City, Utah 

Akron Washer Parts Co., Akron, Ohio 

Allied — Appliance Parts, inc., Philadel- 
phio 

American Electric Washer Co., Cleveland, Ohio 

Appliance Parts Co., indianapolis, ind 

— Parts a Service Co., Seattle and 

e, Wash 

Arcand’s, Hartford, Conn 

Cooper Washer Parts, Inc., Sioux City, lowa 

Detroit Appliance Parts Co , Detroit, Mich 

Electric Appliance Parts Co., Waterbury, Conn 

Finch’s Washer Parts Co., Grand Rapids, Mich. 

Good Housekeeping Shop, Boston, Mass. 

Gopher Appliance Co., Minneapolis, Minn. 

Home Electric, Inc., Youngstown, Ohio 

Wallace Johnston A p es, Inc., M hi 
Tenn 

Ray Jones Washing Machine Parts & Service 
bo. Denver, Celo. 

Klinker Brothers, Cincinnati, Ohio 

Mar-Cone Appliance Parts Co., St. Louis, Mo. 

Ww. L. Moe Inc., Portland, Ore 

ewest Kopliance t Parts Co., Inc., ; Chicago, 





oa Appliance Parts Co., St. Paul, Minn. 

Moreley’s Washer Parts, Buffalo, New York 

Niles Washing Machine Supply €o., 509 14th 
t., Denver 2, Colorado. 


APPLIANCE PARTS JOBBERS ASSOCIATION, 


A National Trade Association—Executive Office: Detroit, Mich. 


JOBBER IS LISTED BELOW 


Pearso!l Appliance Corp., Cleveland, Ohio and 
Dallas, Texas 
D J. Phelan om New York, New York and 
Newark, N. 
Precision A, Co., Akron, Ohio 
Pritchard Electric Co., Oklahoma City, Okla. 
R. and S. Parts Co., Milwaukee, Wis. 
Radio Electric Service Co. of Penna., Philadel- 
phia, Po. 
Refrigeration Equipment Co., Kansas City, Mo., 
ichita, Kan., and Topeka, Kan 
Refrigeration Supply Co., Harrisburg, Pa. 
Refrigeration Supply Co., Richmond, Va 
C. J. Roberts Engineering Co., Springfield, 
ass. 
Servall Co., Detroit, Mich 
Shand Radio Specialties, Flint, Mich. 
The C. W. Smith Co., Chicago, Ill. 
Starr Electric Supply Co., Houston, Texas 
C. E. Sundberg Co., Chicago, Iii. 
Trible’s Inc., Washington, D. C. 
Wash Machine Parts & Sales Co., St. Louis, Mo. 
Washer Parts & Service Co., Pittsburgh, Pa. 
Washing Machine Parts Co., Inc., Los Angeles, 
bt San Francisco, Calif., and San Diego, 
alif. 
Wynar Parts and Service Co., Rochester, N. Y. 


INC. 








ADVERTISING MANAGER F. H. Peters shows James Kyle, New York branch 
appliance sales manager, the hydrator on a new Frigidaire refrigerator during 


dealer meeting in New York. 


Frigidaire Quota Set 
At 80% of ‘50 Level 


New York dealers attending Febru- 
ary sales meetings staged by Frigid- 
aire division of General Motors Corp 
were told that 1951 quotas for the 
area had been set at 80 percent of 


1950 figures. H. M. Cline, 
| 


general 
sales manager of the New York 
branch of Frigidaire Sales Corp., said 
that attainment of this quota would 
make 1951 the second best year in the 
firm’s history 

The New York meeting was one of 
100 sessions held throughout the coun- 
try to introduce 1951 lines to 40,000 
dealers and their salesmen. Center of 
interest at the showings was a new 
“wonder” oven that permits prepara- 
tion of different foods at different 
temperatures at the same time. A 
movable unit converts one large single 
oven into two separate ovens. On 
refrigerators the emphasis was on new 
styling and larger capacity which al- 
lows the housewife to plan “once-a- 
week” shopping. 

During the meetings dealers were 
told that the company was temporarily 


me 


stopping production of its sink and 
cabinet and dehumidifier lines 
Frigidaire had pioneered the latter 
appliance and was thought to have 
captured a large share of the market. 
Dealers were told that some dehumid- 


ifier stocks are still available 


Hoffman Honored For Role 
In Televising Football 


[The San Francisco Academy of 
Television Arts and Sciences last 
month honored H. Leslie Hoffman, 
president of the Hoffman Radio 
Corp., for his firm’s contribution to 
the television industry during 1950. 

Hoffman was singled out for 
honors because of his leadership in 
making possible 
cific Coast 


telecasts of Pa- 
football 
football tele- 
casts he has arranged for coverage 


Conference 
games Sesides the 


of college basketball and negotiated 
the return of wrestling to TV cover- 
age. His firm is now sponsoring a 
sustained series of lately 
major motion pictures. 


rek ased 





WONDER OVEN on a new Frigidaire range holds the attention of L. A. Clark, 
center, assistant general sales manager of Frigidaire, T. A. Arminio, New York 
branch manager, and H. M. Cline, right, general sales manager of the branch. 
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| “\NK0-0-0S afraid of 
om REGULATION W?!’” 


RELAX, MR. RETAILER — 


YOU'RE SELLING 
AMERICA’S FOREMOST 


NAME IN GAS RANGES-— 


America’s most called-for brand 
means faster, easier sales for you...! 


Chase away those “credit regulation blues” with this simple 
formula—recommend Magic Chef! In these turbulent times, Mrs. 
Homemaker isn’t satisfied with lesser known brand names—she 
wants the BEST ... . Magic Chef. Because of its top performance, 
many exclusive features and years of customer acceptance, 

Magic Chef is THE premium commodity on today’s range market. 
That’s why sales-wise retailers feature Magic Chef—BEST 

deal for the retailer, BEST buy for the customer! 


LP RETAILERS: Sales of LP gas last year were 25% above 1949 . . . but 
Magic Chef LP ranges were up 41%. Push the Range that SELLS! 


more women cook on Magic Chef than on any other range 


the gas range with 
America’s most 
wanted features = 


SWING OUT BROILER 


Guarantees smokeless broil- 
ing. Waist-level broiler lifts 
out for easy cleaning, door 
protects from spatters. 


RED WHEEL REGULATOR 


Famous the world over for 
exact oven heat control. 
Assures perfect oven baking 
for amateurs or experts. 


ONE-PIECE TOP BURNER 


An easy cleaning feature every 
woman wants. Burners slip 
out of range in a jiffy for 
quick washing at the sink! 


AMERICAN STOVE COMPANY « 1641 S. KINGSHIGHWAY « ST. LOUIS 10, MO. 
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Speed Your Electric Range 
Servicing with this 


Range unit replacement business may loom large in 
the months ahead—and here's just the item you 
need to make your service and replacement jobs a 
cinch to handle . . . a free pocket-size index that 
gives on-the-spot answers to service problems! 


To use it, here's all a serviceman does: 
1. Measures I.D. of opening with the guide. 


2. This automatically moves arrow to proper 
setting 


Reads off size and type of adapter pan 
required. 


No more confusion from mistakes in pan sizes and 
types! The TK Pocket Guide will prove to be your 
servicemen’s best friend. 


It’s just one of the many sales aids Tuttle & Kift 
supplies to make your replacement business more 
profitable. In view of current conditions, your 
biggest business may soon be coming from replace- 
ment units... and your 
biggest demand will be 
xy for TK Units. That's be 
bY _ cause most range manu- 

facturers standardize on 


7 
\ (€ Rl a TK Units as original 
) 4 = s)) . 
SS 


I< 


equipment. 
TUTTLE & KIFT, IN 


i—~ e > 
\— “5 ») Vinyl S ry 
> . 
a a 


TK Monotubes give “new range” performance to 
old ranges, are quick and easy to install. And— 
they’re easy to sell because women like these exclu- 
sive features: 

* “Swivel action” permits the heating coil to be 
raised, to stay up by itself. The TK Monotube 
is the easiest cleaned unit ever made. 


Fast, uniform heat .. . the broad, flat coil pro- 
vides up to 32.8 per cent more contact with 
cooking utensils . . . has no “hot spots” or 
“cold spots” ... no special switch positions 
to remember. 


* Concealed, protected wiring. 


When you write for your free TK 
Pocket Guide, also ask for a copy of 
our brand-new Replacement Unit 
Catalog No. 5. It contains complete 
information on TK Monotubes and 
TK Water Heater Units ... gives 
directions for installation. Start now 
to build more business for your Service 
Department! 


1823 N. MONITOR AVE., CHICAGO 39, ILLINOIS (@®)) 


A SUBSIDIARY OF FERRO ENAMEL CORPORATION =F 


~*~ 
i. 
ZF 


MONOCTUBE SURFACE UNITS + OVEN UNITS + TH INFINITE CONTROL + SWITCHES & SELECTORS + WATER WIATER UNITS + FLITIRON UNITS + INDUSTRIAL UPITS 
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GEORGE W. BROWNE, supervisor of 
displays for Public Service Electric & 
Gas Co. of Newark, receives congratu 
lations from Hugh A. Cole, advertising 
manager of Igoe Bros., Inc., Newark 
after winning first place in the utility 
division of Hamilton’s dryer display 
contest. Looking on is Frank W. Sim 
coe, Igoe Bros., sales manager 


Oregon Dealer Takes Top Prize 
In Hamilton Window Contest 


F. W. Cole of the Rubenstein Fur 
niture Co., Eugene, Ore., won the 
dealer division of the second annual 
window display contest sponsored r¢ 
cently by Hamilton Mfg. Co. Geor 
W. Browne of Public Service 
& Gas Co., Newark, won t 
in the utility division 


Other dealer winners were 
do’s in Chicago Heights, : 
Rosentrator Sales & Service, Tabor, 
la. In the utility division Willian 
Benson of Consumers Power Co 
Grand Rapids, Mich., took second with 
third place split between E. M. Cowan 
of Consumers Power, Flint, and Dan 
W. Frye of Equitable Gas Co., Pitt 
burgh 


Westinghouse President 
Sees 35 Percent Cutback 


Production of Westinghous 
sumer products in 1951 is expe 
fall 35 percent behine 1950 


Gwilym A. Price, president 
arm ] aver 
‘ 
At the same time John M. Mckil 
in, vice-president in charge of c 
ner products, said that the 
embarked on an ex 
X plan which would enabk 
o turn out twice the 1950 
The company hi t 
expansi } 
pany officials said 
Occasion for the 
Price’s annual news conferences 
to discuss Westinghouse’s 1950 
cial statement. Net income am 
to $77,922,944, equal to $5.36 per « 
mon share. This was more 
$10 million better than 1949, the 
ous record year. Price said that 
percent of 1950's dollar volume 
in consumer products—lamps 
ances and radio-television 
Price said that appliance and tele- 
vision production during the first 
veeks of 1951 was about 20 percent 
behind the last quarter of 1950. While 
conceding that the cutback may reach 
35 percent this year, Price pointed out 
that 1951 production will still be “very 
high” when measured by any stand 
ards other than *‘ i 


Pp riod” 
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Demonstrate 


with a SYIVANI 


GET TRUE BLACK, GRAYS, AND WHITE IN A SHARP 
FOCUS PICTURE FROM EDGE TO EDGE 


Why is it that so many dealers are using a Sylvania set to demonstrate 
television to their customers? 


because SY] VANIA sells! 


Because it gives the kind of picture people have hoped to get—especially 
those who have been looking at small, fuzzy screens. 

Because Sylvania’s “Triple-Lock” gives the greatest freedom from inter- 
ference that unsurpassed skill in engineering can devise. Call your Sylvania 
distributor or write us for his name and address. 

- so 


———— 





. hale a a tate 


| 
| 


| SYIVAN \ is the new T-V leader! 


SYLVANIA 17” Mahogany DeLuxe Console, with doors. Big Mellow SYLVANIA 19” Mahogany DeLuxe Console Combination. Your “concert 

lone* screen that gives you everything. Wonderful wide-angle, grand’! Designed by Cedric Errol Millspaugh. Life-size BIG pictures, 

non-glare viewing. Studio-Clear* sound. Built-in antenna. Only Rock-Steady, Movie-Clear*. Three built-in antennas. AM-FM radio of 

two front control positions. Provides for phonograph attachment vematched tone quality. Automatic “pull-out” record changer for all 
so available in Walnut. speeds. This is the ultimate in home entertainment! 





cyIVANTA 


MOVIE-CLEAR ‘ y T 
TELEVISION \\ 1\ | 
IN # 


Fiftieth Year — Established 1901 
GREAT OLD NAME IN ELECTRONICS +++» GREAT NEW NAME IN TELEVISION 


Television Sets; Radios; Radio Tubes; Television Picture Tubes; Electronic Products; Electronic Test Equip- 
ment; Fluorescent Lamps, Fixtures, Sign Tubing, Wiring Lievices; Light Bulbs; Photolamps. 
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*Sylvania Trademark 


Sylvania Electric Products inc. 
Radio and Tetevisies Division 
754 Rane St., Buftale, Wew York 
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Ring the bell 
with these two lines 


1. THE WASH LINE is your 
market ...50,000,000 women strong 
(or rather, weak) 


Every clothes linein America represents another 
prospect—another woman who is tired of being a 
workhorse and a slave to the weather besides. 
The automatic dryer market is a new and tre- 
mendous one. Now is the time to move in with 
one of the best-known names in the home laundry 
field —Lovell. And Lovell’s “sales line” for drying 
units helps you put yourself into the dryer busi- 
ness in a big way! 

Lovell—one of the first manufacturers to in- 
troduce a dryer—is now making tumble-type 
drying units for APEX, BARTON, CONLON, 
DEXTER, HAAG, HORTON, THOR and other 
famous names. 

Get a good grip on the washline and the Lovell 
“sales line” now. Remember, fifty million women 
are listening hard! 


2. THE SALES LINE for the 


Lovell Drying Unit is your key to 
the market 


@ Ends the most back-breaking washday job! 
® Cives sweeter, fluffier, more sanitary wash 
than sun drying! (Tests prove it.) 
@ Only the Lovell drying unit gives you all 
this: 
Fully automatic ...no time clock necessary. 
Automatic temperature shut-off... cuts heat waste. 
Vacuum system of air flow. Minimizes lint accumu- 
lation within unit. 
Preheating of air. Speeds drying, reduces operating 
cost. 
Air-cooled cabinet. Parts are accessible for simple 
maintenance. 
Lint trap with satety by-pass. Prevents clogging if 
user fails to empty lint trap. 
No condensation inside dryer. No trickling water to 
rust parts. 


Lovell’s single-dial control 
provides full range of auto- 
matic control from damp- 
dry to bone-dry. 


GAS AND ELECTRIC 


DRYING UNITS 


LOVELL MANUFACTURING COMPANY 
ERIE, PA. 
Also makers of famous Lovell 
Pressure Cleansing Wringers 





NOTE: Prices given are those prevailing at close of issue. 


FRIGIDAIRE Refrigerators 
Frigidaire Diy., General Motors Corp., 
Dayton, 1, Ohio 


Mode Imperial 10-100 refrigerator 
freezer; Deluxe models DO-107 and 
DO-90; Master models MO-81 and 
MO-71; Standard models SO-82 and 
SO-73 and AO-60 and AO-43. 
Selling Features: Imperial 10-100, 2 
door model has 10 cu. ft. capacity and 
provides 3 kinds of cold, each with own 
refrigeration system operated by 
single rotary Meter-Miser compres- 
sor; Locker-Top freezing compart- 
ment with separate door holds 73 Ibs 
frozen f od 5 sub zero cold provided by 
efrigerant coils in sides, back, top and 
ottom for long-time storage of frozen 
foods; ice-blue and gold Quickube 
trays; Refrig-O-Plate, separate re 
frigerating system, located on back 
wall, refrigerates shelf area in large 
food storage « a collects ex- 
cess moisture from air as frost, and 
autom< ] defré sts itself; big bin- 
sized, k-up hydrators with trans- 
parent tops at bottom of food compart- 
ment are refrigerated by Cold-Wall 
cooling coils in cabinet walls and pro- 
vide cold, moist air that will keep 
nearly a bushel of vegetables crisp. 


Deluxe DO-107, has 10.7 cu. ft.; 
DO-90 has 9 cu. ft. capacity; both 
models have large full-width super- 
freezer chests which hold 49 and 46 
Ibs. frozen food at near zero respec- 
tively; Quickube trays rest on full 
width fast-freezing shelf; ice-blue gold 
and plastic freezer door swings down 
to form shelf; acid-resisting porcelain 
food compartment; sliding adjustable 
aluminum shelves; full-width plactic 
chill drawers for flat cuts of meat, ‘ice 
cubes, etc.; 7.1 qt. basket drawer for 
package items; and twin “stack-up’ 
hydrators with combined capacity of 
23 qts; cold and season control 


Master MO-81 and MO-71 have 
8.1 and 7.1 cu. ft. capacity with frozen 
food capacities of 41 and 37 Ibs. re- 
spectively ; ; swing-down insulated door 
with ice-blue decor; full-width plastic 

chill drawers; adjustable shelves; 
acid- resisting porcelain-finished inter- 
iors; larger model has twin “stack-up” 
hydrators, smaller one has a single 
roomy hydrator. 

Standard models SO-82 and SO-73 
have 82 and 7.3 cu. ft. capacity; 
equipped with large super freezers; 
9.6 qt. capacity hydrators; full-width 
and eg eg cold storage trays. 

AO-60, 6 cu. ft. model, and AO-43, 
4.3 cu. ft. model of counter height are 
also included in line; all basic Frig- 
idaire features are included in these 
models. For big families there is also 
an extra-large 2-door model with 17.1 
cu. ft. capacity. 
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FRIGIDAIRE Ranges 
Frigidaire Div., General Motors Corp., 
Dayton, 1, Ohio 


Models: RO-60, and RO-50 equipped 
with a new “Wonder Oven”; DeLuxe 
double oven RO-70; RO-40, RO-35 
and RO-30; and RM-3 and 4. 

Selling Features: “Wonder Oven” 
permits preparation of different foods 
at different temperatures at same time 
in same oven; this is accomplished by 
converting large single oven into two 
separate oven compartments with a 
movable unit which can be inserted 
into center of oven—providing upper 
oven with 2 heating units for broiling, 
baking or roasting; lower oven has 
a single bottom unit designed for bak- 
ing or roasting; separate controls are 
provided for each oven section; also, 
when upper oven is used for broiling 
and oven door is left ajar, lower oven 
can be closed off to maintain baking 
temperatures, by using a separate 
sliding inner door; when a giant size 
oven is needed, center section can be 
moved to bottom providing 6160 cu. ft. 
space; other features include insulation 
on all six sides; 1-piece construction; 
rust-proof porcelain finish; shelves 
adjustable to 10 different positions 
with lockstops and non-tipping ; Cook- 
Master provides automatic cooking for 
upper oven when combination ovens 
are used or for entire oven. Other 
features in RO-60 and RO-50 include 
a new Time Signal with 2 different 
speeds, one for stop- watch precision 
timing for short cooking pe-riods, the 
other for periods up to 14 hrs.; buzzer 
signals when time is up; switch knobs 
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located on front, illuminated to indi- 
cate which surface unit is in operation 
and the heat employed, are featured on 
RO-60; big new storage drawers; 
handy warmer drawer on RO-60; 4 
Radian-tube surface units, one a lift-up 
type; Triple-Duty Thermizer cooker 
with a Thrifto-Matic switch that 
cooks on “high” for 20 min., then 
automatically switches to “simmer” 
Simpli-Matic oven control preheats 
oven and automatically switches to 
baking or roasting temperature desired 
and fluorescent cooking top lamps. 

Double-Oven RO-70 has all RO-60 
features plus two separate Even-Heat 
ovens and 2 high-speed broilers inside 
of the “Wonder Oven”. 


Improved “Thrifty-30” models RO- 
30 and RO-35, 30-in. ranges, feature 
giant full-width ovens large enough to 
hold 10 loaves of bread; Time Signal 
has been added; 4 fast-heating Radian- 
tube units; RO-35 has combination 
Cook-Master and cooking lamp plus 
full-width utensil drawer; compact 
21-in. ranges complete with 3 Radian- 
tube units and a large oven, RM-3 and 
RM-4 complete line. 


Electrical Merchandising, Apr. 1951 


DEEPFREEZE Neary 


Deepfreeze Appliance D: 
Motor Products Corp., North Chicago, Ml, 


Models: 1951 line includes 2 Super 
DeLuxe, 1 Deluxe and 3 Special 
models. 

Selling Features: Super Deluxe mod- 
els DW-1150 and DW-960 have 11.5 
and 9.6 cu.ft. capacities respectively; 
both models have freezer compart- 
merts with 1.2 cu.ft. capacity; metallic 
finished polystyrene insulated door 
seals cold in; insula*ed frozen storage 
drawer has 3 cu.ft. capacity; full 
length, 1-piece doors have 5 storage 


Not responsible for price changes that occur between closing date and date of issue. 


facilities: Eggstor rack; butter box 
with spread control; handy-jugs-two 
1-qt. bottles for chilled juices; handy- 
bin for storing small greens, fruits, 
vegetables; bottlestor which holds full 
qt. beverage and milk bottles; other 
features include die-stamped anodized 
aluminum shelves with gold finish; 
twin high-humidity crisper ; hermeti- 
cally sealed, 4 h.p. 60 cycle single 
phase unit; Freon 12 refrigerant; 
white baked enamel cabinet. 

Deluxe model DG-960 has 9.6 cu.ft. 
capacity; 4 cu.ft. freezer compart- 
ment; .3 cu.ft. frozen storage drawer ; 
aluminum shelves; removable half 
shelf; twin high-humidity crispers; 
storage in door includes 3 roomy 
spaces for keeping most items in front; 
bottle space holds tall qt., 4-gal. and 
1-gal. bottles. 

Special models DV-1150, DF-960 
and F-7 have 11.5, 9.6, and 6.97 cu.ft. 
capacities; DF-1150 and DF-960 have 
cross-the-top freezers with 1.3 and 
1.2 cu.ft. capacities; frozen storage 
drawer ; full length, 1-piece doors with 
laminated moulded phenolic liner to 
help insulate door ; twin high humidity 
crispers; wire shelves. 

No. F-7 has 22 lb. freezer compart- 
ment; plastic tray for meat storage; 
10-pt. temperature control; automatic 
interior light; full-width polystyrene 
vegetable crisper; hermetically sealed 
unit. 
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KISCO Air Circulator 
Kisco Co., Inc., 2400-40 De Kalb St., 
St. Louis, 4, Mo. 


Device: Versatil-Air multi-purpose 
air circulator. 

Selling Features: Can be used as 
floor model air circulator, a straight 
fan to deliver a direct flow of air, a 
reversible window fan or as a wall or 
bracket fan; enclosed in chrome guard 
with removable front guard and de- 
flector; mounted so that it can be 
tilted and locked in stand to direct air 
wherever desired; when in place, de- 
flector directs air outward in a 360 
deg. area, but when removed and front 
guard replaced, the unit becomes a 
fully protected straight fan; serves as 
reversible window fan on window sill, 
exhausting hot air or drawing in cool 
outside air; especially suited for case- 
ment windows and eliminates installa- 
tion problems; stand can be used as a 
hanger to convert \o a wall or bracket 
fan;: 16-in. blade; 3-speed control; 
20x204 in. overall. 

Price: $49.95. 
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A line you will want to acquire, designed for best per- 
formance, good looks and to sell. Priced right. A generous 
assortment of sizes and types that people want. Over fifty 
models. All will deliver lots of air, quietly and for long 

years. Excellently built. You cannot tie up with a 
better prospect for profits. 











A WONDERFUL NEW 


REVERSIBLE WINDOW FAN 
A BEAUTIFUL, HANDY, 


LOW PRICED PORTABLE FAN 














ADJUSTABLE WINDOW FAN 


ATTIC FANS 





The Hy-Duty line will 
supply your needs for 
centrifugal blowers, 
SINGLE INLET... 
DOUBLE INLET... 
DIRECT DRIVEN 
UTILITY UNITS. 5” to 
25” wheel diameter, 
a few hundred CFM 
to 25,000. Compact, 
strong, top delivery, 
certified ratings 





24” WINDOW FAN 
Cabinet and Fioor 
Types Also 











LOTS OF PRACTICAL PLEASING SELLING FEATURES YOU 
WILL WANT TO KNOW ABOUT. Send for Literature 





SCHWITZER-CUMMINS COMPANY 
VENTILATING DIVISION 
INDIANAPOLIS 7, INDIANA 
ENGINEERS AND MANUFACTURERS 


of Fine Fan 
for ouer 30 years 


CEILING PACKAGE UNITS 


ELECTRICAL APPLIANCE NEWS 





Selling Features Model A has 17 it 
overall dimensions; No. B, 19 in. over- 
all; 4-heat control unit provides well 
done, medium, medium rare and rare 
cooking ; holds a 5 Ib. steak or a dozen 
hamburgers; 1400 watt, 115 volt a.c. 
or d.c. square heating unit insures 
even broiling of all food surfaces; E-Z 
grip Bakelite side handles; kool-grij 
folding handle on broiling tray fol 
into broiling area when not in 
chromium finish 
Prices Model $32.95 ; 
$35.95 

trical Merchandising, Aj 

MEYNELL Range 
Meynell Mfg. Co., Erie, Penna. 

icl: No. 520 

lling Features 
hromalox surface 
250 watts and a new Hi 
Chromalox Rocket (left front)—a 
small area hot spot for fast, cool cook 
ing; 2400 watt oven baking unit ar 
speedy 3000 watt broiling unit; app 
ance outlet with automatic timing 
auton oven time contr 


-] : ] 
also c¢ rols one 


range 

with 4 
standa 
Speed 


automat 
Equipped 


units—3 


desired ; 
-clock surtace ur 
required; 7-heat itches for ea¢ 
irface unit; Hart oven therm at 
1 l ! additional l 


MIMAR Dynafans 


Mimar Products Inc., 138 Spencer St., 
Brooklyn, 5, N. Y. 
Models Mimar 
425 and 325 
Selling Features: New design ieatures 
Dynablades set in scientificall) 
“wind tunnel” housing whi 
3800 cim; 
vertical positior 
making easy control of air flow in a 
speeds ; 1000 rpm; 188 
60 cycle, ax 


12-in. and 


Dynafans Nos. 52 


5-blade 
designed 
provides more than 
irom horizontal to 


1 


adjusts 


115. volts 
-in. fan; No. 425 


ESKIMO Knife Sharpener 
Bersted Mfg. Co., Fostoria, Ohio 


sharpener, N 
Narpens all kn lve 
hollow-ground 

vanadium, guide 
Ider position knit 

for proper shat 
h; brush sati 
will not sh 

special abra 
wled inductior 

110-120 volts 
60 wat 


LYON Kitchen Air Control 
Lyon Metal Products Inc., Aurora, II! 


Device: Lyon kitchen air control unit 
Selling Features: Consists of a cab 
inet placed above range; keeps kitch- 
ens cleaner and cooler by removing 
steam, cooking odors and 
vapors at source; duct discharges 
odors to outside; air is discharged at 
maximum rate of approximately 350 
cim; long-life sealed motor; merely 
lifting hood starts blower; 

P designed filter collects all grease and 

BROIL-QUIK Broilers ditt and can be pulled out like a 

Broil-Quick inc., 2330 Fifth Ave., drawer for cleaning with hot water 

New York, 35,N. Y and soap; flexible connections prevent 
Broil-Quick « ibration transmission 


VWerchandising 


greasy 


Spec ially 


pen front 


Apr. 1951 
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Honestly, we were hesitant about putting this story in print 
because it’s almost sensational . . . the type of thing that’s “‘too 
good to be true”... or just “advertising claims’’! But, since we 
can actually back up every word, we’d like to tell you what our 
users tell us about KitchenAid Automatic Home Dishwashers. 


“Does everything the manufacturer claims” (we’re proud of 
that one) .. . “We like it”. . . “It really does wash, rinse and 
dry thoroughly” . . . ““We saw it at a friend’s house and fell in 
love with it,’’ (a woman naturally) . .. “It’s really built”... 
“Really does a job, but it took long enough to get it” (ouch) 

. are typical. 


By. Naturally we’re proud and we think it demonstrates clearly 
e * that the Hobart quality built into KitchenAid is just that! The 
ee superior features pioneered in the larger Hobart Dishwashers 
> used in hospitals, hotels and restaurants are all in KitchenAid. 
it ( I | a But, as indicated by that last user comment, we’ve got a 
ee @ MARK e i 


problem. Consumer acceptance for KitchenAid Automatic Home 


under present conditions, we can’t build them fast enough. 
KitchenAid Home Dishwasher Division of The Hobart Manu- 
World’s Largest Manufacturer of Food and Kitchen Machines e facturing Co., Troy, Ohio. 


* Dishwashers has so exceeded our expectations that right now, 
The Finest Made 6 Gi P 9 
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oll, EVERY Fortablé Pusshect 


ae 


—to get things started: RCA 
Victor, America’s leading name 


in radio, television and —the complete RCA Victor line. It’s a 


recorded music. realistic sell-up line priced to fit the 


budget of every customer .. . all 


superbly styled. 


For the Economy-Minded America’s Favorite 
..- Lhe = a Portable 
BX55 é — ..- Lhe 
“Globe 
Trotter” 


























lightweight maroon plastic case with Phe most wanted of all portables—in smart 
molded alligator front. Battery or AC-DC op- new styling. Aluminum finish with brown plas- 


eration. Wide coverage of Standard Broadcasts. tic ends and simulated leather trim. (BX6) 


Be ready to tie-in with RCA Victor’s big portable campaign, 
‘Good Company Anywhere, ” featuring “‘The Pick of the Portables. ” 
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. Budget Priced 
mm 8 863-Way | 
m| Performer ) ooh he 
oo Lhe 


EEE 


BX57 
— 


| 
aca 


Q 


» . Cin, 


Beautiful lightweight portable in alliga- Battery-operated “Personal” radio in 1 


tor grain plastic. All the features of the handsome plastic. Less than 6 inches high. 


BX55 including 3-way performance. Equipped with new “Built-in” antenna. 


For Record 
Fans 
..e Lhe “Victrola”, 


—your demonstration. Flick the 45 
set on and let customers hear P 

ersonal 
the rich, full tone and powerful 


volume. Picture the extra fun 


2 


customers can have with an 
RCA Victor Portable—“Good 


Company, Anywhere!”. . . and 


486 


Newest. most compact 
you've got another sale! = Siac . 
J e “Victrola” 45 Phonograph is 


> 
CY 
el 


easy to carry around. Plugs 


f 


right into any wall outlet. 


\ 
<K 


For extra profits 
push RCA long-life batteries 


\ 


In Portables too, You Profit with 


ROA [ICTOR Ge 


“HIS MASTERS VOICE” 


ONLY RCA victor HAS DIVISION OF RADIO CORPORATION OF AMERICA 


THE “GOLDEN THROAT” ONLY RCA VICTOR MAKES THE “VICTROLA” “Victrola”=—T.M. Reg. U.S. Pat. Off. 


World Leader in Radio ... First in Recorded Music ... First in Television 
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ie 
‘Quality Leaders 4; 
/| OF A FAST-SELLING LINE ~ 


Automatic 
PERCO-DRIPS 


Everything the housewife wants in a percolator! 
Fully automatic — just plug in and forget it! 
Simple to use as ordinary percolator. Dual ele- 
ments start automatically; perking begins with- 
in one minute. Keeps coffee serving hot for 
hours! Modishly smart design. Highly polished 
aluminum, with black plastic handle. Two sizes 
— 5 and 8 Cup. 


No. 1921 —5 Cup—$7.50 
No, 1922—8 Cup—$8.50 


; Pe i =. 
a aeienaail * hn encs ton “24 i 


es ape 


EMPIRE “Aristocrat” Electric Toaster 


For golden brown toast—"just the way you want 
it’! Smartly modern—lustrous chrome finish—flat 
top for keeping toast warm. Toast turns automat- 
ically by flipping doors. Extra large element. 
Listed Underwriters’ Laboratories. 


No. 769—To Retail at $4.50 
New EMPIRE Sandwich Toaster & Waffler 


Combines beauty of design with utility. 
Toasts 2 large or 3 small sandwiches 

fries bacon, eggs, griddle cakes—grills 

steaks and chops at the table. Remov- 

able and interchangeable waffle grids. 

Chrome finished 

cool handles. 


No. 788 
Retails at $12.95 


Ideal for sportsmen, mot- 
torists, vacationists. 2 
lights—extra brilliant side light and top flood light. 
Exclusive pivot base spots beam up or down. Twin 
switches for lighting one or both bulbs at same time. 
Bail and side handle. No. 870—$4.50 Retail 


AND EMPIRE TOYS 


THE METAL WARE CORPORATION 


NEW YORK 
200 Sth Avenue 


TWO RIVERS 
WISCONSIN 


4. ile tele) 
Reom 14114 Merchandise Mart \ 
\ 
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new cabinet models No. 154 “Town 
and Country” and No. 153 “New 
Yorker DeLuxe”. 

Selling Features: Sews with no at 
tachments ; custom-made cabinets have 
flush, non-snag brass leaf hinges; full 
length brass door hinges; flush door 
button lock; built-in drawers and 
spool holders. No. 154 available ir 
oak and maple finish; No. 153, walnut 
with inlaid front 
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ADMIRAL Ranges 


Admiral Corp., 2809 W. Cortland S+., 
Caicago 47, Ill 


KISCO Window Fan 


Kisco Co., Inc., 2400-40 De Kalb St., 
St. Louis, 4, Mo. 


Air 


il Nit dow 
tures: Mounted on mobil 
equipped with rubber casters 
convenient portability; stand ad 
istable trom 34 to 36 in. high maki 
adaptable for use at windows 
hei deep-pitched, 24-in 
> heavy duty motor ; 
1 controlled — air 
mobile unit enclosed 
for complete protectiot 
be turned about for “in” or * 
irculation; gray finish 


$97.95 
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EMPIRE Floor Polisher 


Empire Products Inc., 817 Main St., 
Cincinnati, O. 

Device mpire floor polisher 
Selling Features Weighs 18 Ibs; 
1/6 h.p., 110 volt a.c. motor provides 
6-in. brush with a 600 rpm floor speed ; 
streamlined cast aluminum housing ; 
2-tone baked grey enamel; handle ad 
justs instantly to any position fror 
vertical to horizontal; auto-releas« 
catch enables brush to be raised fron 
floor and wheels engaged so _ that 
polisher may be rolled from one roon 
oO another itl lifting off floor 
ball bearing It drive, white rub 
ber trimmed bump Wodel: 


Price: $A9.95 


MITCHELL Dehumidifier 


The Mitchell Mfg. Co., 2525 No. Cly- 
bourn, Chicago, Ill. 


Sahara dehumidifier No 
1)-181, for basement laundries, utility 
Electrical Merchand ’ 95 rooms et 
lling Features: Removes from 2 to 
3} gal. water (17 to 25 Ibs. depending 
conditions of humidity and ten 
perature) from up to 10,000 cu. ft 
closed area in 24 hr. period; 1/8 h.p 
compressor operates on 115 volts, 60 
cles a.c. plugs into any outlet; no 
remicals required; dehumidifying a 
tion takes place when warm air 
drawn into system, passes over cold 
1 coils containing Freon-12 wl 
: lenses, collect 
r or permanent 
then returned t 
‘n returned to cir- 
; compact, | 
rh; weighs 55 Ibs 


PFAFF Sewing Machine 


Pfaff Sewing Machine Corp., 39-41 Cort 
landt St., New York, 7, N. Y. 
Pfaff sewing machine in tw Electrical Merchandising, Apr. 1951 


APRIL, 1951—ELECTRICAL MERCHANDISING 





ONLY PHILCO has if / 



































Revolutionary New PHILCO DUPLEX $979 % \ 
8, 10 and 12 cu. ft. models... UP wzone1 


PHILCO ELECTRIC RANGES 
WITH THE EXCLUSIVE 


Built-In ditfy Grid Griddle ' 


Like ‘Broil-un ler- 
Glass’, it's 
another great 
contribution to 
electric cooking, 
offered only in 


a Philco 
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In one sensational refrigerator, Philco com- 
bines the two most wanted features in 
public demand today— Two Doors and true, 
honest Automatic Defrost. Yes, no defrost- 
ing anywhere in the Philco Duplex. It’s 
fully automatic—complete—so fast, frozen 
foods stay frozen...no chance of thawing 
And at last, a dry 2-door refrigerator which 
automatically removes excess moisture. 
All at new low prices that bring the 
luxury of 2-door ownership within reach 
of many more buyers than ever before 


OTHER NEW 1951 MODELS FROM $ 209% 
9, 11 and 13 cu. ft.—all with full P 
length door. Sensational values in os 
every size from 7 cubic feet up 


tae gone & > change 


"PHILCO 


fou for Chal Ue fla OQ5uer 


meson oe 




















oe Extra wide floor 
means faster 
ter ae saves clean- 
ing time 
2 spease 
High for floor 
overings 





See them dem- 

enetrated the efficient evlinder 
Cadillac, and the motor 
lriven-brust model with exact 
nap 4 ljustrnent W rite for name 


of nearest Cadillac dealer today 


Since 1911 
seld enty 

by reliable 
dealers 


CLEMENTS MFG. CO. 
66085 Nerregensett Ave Chicoge 36 Hi! 


rchardist 


saving side alone. One 
Ly ett 


Ad appearing in leading 
homemakers’ magazines. 


Hundreds of vacuum 

cleaner prospects—tright in your 

trading area—read about CADILLAC 
Tam Ccreleliale Matelitelarel Muirele(er4ial-t) 


What Cadillac advertising promises, you can prove, 
when you demonstrate Cadillac “‘upright’’ or cylinder 
cleaners. No other line offers your customers a better 
value in home cleaning. And no other line offers you 
so much profit opportunity—plus customer satisfaction 
that brings more business to your store. 

Display Cadillac ... talk 
Cadillac SELL 
Cadillac, the cleaners 
that give you and your 


customers more for 
the money. 


CLEMENTS MFG. CO. 


Dept. A + 6666 S. Narragansett Ave. + Chicago 338, Ill. 


Since 1911, sola only by reliable dealers and distributors 
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REGAL Percolator 
Kewaskum Utensil Co., Kewaskum, Wis 
Vode UY Regal “Easy Flo” 


percolator 


automatic 
Selling Features: Automatically starts 
‘perking” and automatically keeps cof- 
fee at correct serving temperature ; 
brews 4, 6, or 8 cups of perfect coffee 
at a time; ‘dendean with black Bake- 
lite handle; hollow, transparent glass 
cover knob shows when coffee is ready 
to drink; scientifically designed basket 
or use of drip grind coffee ; cup meas- 
aan graduations for easy filling at 
faucet; at high heat 440 watts, at low 
heat to keep coffee warm 40 watts. 
Electrical Merchandising, Apr. 1951 


UNITED Refrigerators 
United Refrigerator Co. of Hudson, 

Wisconsin 
Models: New line of United reach-in 
refrigerators for 1951. 
Selling Features: Flush fronts with 
recessed handles; white Dulux enamel 
exteriors or stainless steel fronts with 
matching grey Hammerloid sides; in- 
teriors have acid, grease, abrasion and 
chip resistant finish with stainless steel 
bottom pan; sizes include a self- 
contained 21 cu. ft. model; a 31 cu. ft 
model either self-contained or remote; 
and a 42 cu. ft. model, remote only 
Electrical Merchandising, Apr. 1951 


SESSIONS Clock 
The Sessions Clock Co., Forestville, Conn. 
Model No. 494A “Ollie” 
alarm. 
Selling Features Novelty electric 
alarm in form of sleepy-time owl; 
molded plastic case contains Sessions 


novelty 


APRIL, 


quiet movement and Tru-Bel alarm 
that wakes gently. 
Prices: No. 494A, $5.95; 
luminous hands and 
494AL, $6.95. 
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and with 
numerals No. 
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MENGEL Kitchen Cabinets 
The Mengel Co., Louisville, 1, Ky. 


Models: Complete line of wood De- 
Luxe base and wall cabinets from 96 
in. wide with or without single or 
double well sink, to 18 in. units base 
and wall cabinets only, plus corner 
wall and base units and a broom cab- 
inet. 

Selling Features: Cabinet sizes in- 
clude 96 in., 66 in. 72 in., 84 in. 60 in. 
wide bases which can be supplied with 

a single or double well sink or without 
a sink; when no sink is required a 
half-depth sink compartment shelf is 
supplied; 30, 24 and 18 in. base cab- 
inets also available without sink; cor- 
ner base cabinet is available with 
single well sink or without, and with a 
right or left hand hinge on door; wall 
cabinets to match. Features contained 
in base cabinets include a _ cutting 
board; sliding wood tray type shelves, 
28 in. deep, canister box, bread book, 
cutlery drawers. Broom cabinet 84 in. 
high has 2 compartments. 

Exterior surfaces finished in 3 coats 
of oven-baked white enamel; doors 
and drawers fit snug and flush and 
extend full width of each unit; 
anodized aluminum mouldings prevent 
tarnish; chrome-finish pulls; available 
with worktops of plastic or inlaid 
linoleum and with splashbacks of 
various heights; acid resisting porce- 
lain-enameled sinks; chrome fittings 
dishsprays on double-well units. 
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HELM Clock 
J. A. Mooney Co., 19 W. 24th St., 
New York, 10, N. Y. 

Device: “Captains Quarters” 
clock, No. 312 
Selling Features: A Sessions self- 
starting movement is incorporated i ina 
“ship’s helm” case designed in the 
shape of a ship’s wheel; hand-cast 
solid metal; 134 in. o rerall ; available 
in blue and gold, black and gold, biue 
and silver, red and silver or black and 
silver. 
Electrical Merchandising, Apr. 1951 


Helm 
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MAKE WAY FOR 
THE BIGGEST 
PROFIT PACKAGE 
IN YOUR HISTORY! 


’ 


Now! Sell This Complete 


1 P yy, 










J 


ae 
For Only 127 a Month —f pom: 





THE BIGGEST, HOTTEST SPRING 
CAMPAIGN WE’VE EVER RUN! 


It’s here! The biggest, money-making campaign of all! 
Designed for top profits under today’s conditions. Now 

American Kitchens offers a complete kitchen as one 
package at big savings! Now everyone can afford a big, 
complete American Kitchen. Your customers save nearly 
$30... they can buy a whole kitchen as easy as buying 


a refrigerator! And look how we support this campaign: 


Completely different national advertising! 
Beautiful 4 color, 1's page spread featuring 
the “Mrs. America’’ in Better Homes & 
Gardens and American Home. Millions and 


millions of people will see these ads! LDK-96 "MRS. AMERICA’ PACKAGED 
13 brand new one-minute color movies, 26 ; KITCHEN — ONLY $36995" COMPLETE! 


TV spots. New local ad mats in whole range , : 2 oe ments, two roomy drawers 
of sizes. Run these under generous co-op plan! Think of it! Vou sell the “Mrs. Americo”—o com- @ Two 21” base cabinets. Vinyl tops in black or 
plete big kitchen for only $37 down $12.51 at slight extra cost, in red-wing red 

@ month on easy F. H. A. terms.* Your customers 
save money by buying the "Mrs. America” as a 
package, instead of individual units! 









New dealer identification program. Elec- 
tric signs, sink displays, door and window 
decals. Self-adhering plastic signs. “Mrs. 
America”’ background display. Complete pro- 


@ Two 21” wall cabinets for extra storage space 
@ Two what-not shelves to “round out" the kitchen 


.=3 > i e sale 
Look what you can offer at the sensational Boost profits! “Mrs. America” brings new sales 


" n > ou! i relli ste! slo 
a y po low price of $369.95: new customers to you! Mail coupon below 
gram identifies your store as “Mrs. America y *Prices and specifications subject to change without 
headquarters! @ Special sink! ES-54 with deluxe faucet, aerator notice. F.H.A. terms effective of time advertising was 


and pushbutton spray! Three storage comport prepored 
Automatic mailing program. Four 
attractive pieces in color featuring the 
‘‘Mrs. America.’’ Imprinted, ad- 
dressed, mailed automatically! No 


mt MAIL TODAY! 
trouble to you! List of names fur- DON'T MISS THIS AMAZING PROMOTIO! 


, : ada. —EM-4,AVCO 
nished for your area. You pick names American Central Division, cornersvitie, nd. 
you want. Absolutely the most effec- Manufacturing Corporation, ‘an Kitchens 
tive, easiest to run, direct advertising I'd like to get in on the Sione nave my dis- 


a a" ’ .< Promotion 
Se ee | | KITCHEN S er Ser ose me 
Don’t miss this opportunity! Sell the \ ’ 

“Mrs. America.”’ Get in on the profit- 
able American Kitchens Spring Cam- 
paign today. Mail coupon at right! 


Name 


Address 

’ State_— 
aly —— 
City._— _ Count) 
AMERICAN CENTRAL CONNERSVILLE 


DIVISION INDIANA 





Arvi nlivV 


V, 
Vy ae ALUE 


You can see the difference! 


Use these Price Leaders to 
bring customers running! 


For only $21995* 


This value-packed mahogany console! 
Arvin Model 2120CM — Beautifully styled 
console in rich imported mahogany veneer; 
12!5-inch no-glare Black Tube; sunlight- 
sharp, rock-steady pictures; phono-jack; 
built-in antenna. AC operation. 








Other models from $129.95*... Prices subject to change with- 
out notice... All prices plus Federal Excise Tax and warranty 

. All prices slightly higher in Zone 2. . . All Arvin television 
receivers are designed for easy conversion to receive color 
broadcasts transmitted under established FCC standards. 


For only $1899” LM th enkvenbbsesveecvenneeeea 


5 ! ° 
This feature-packed mahogany table model! Arvin Portables are ready! 


f 1 1 ZIZ1T 21 inc ylare 
Arvin Model 2121TM—12 2-inch no-glaré Got the jump on the extdecr selling souseal 
Black Tube; rock-steady pictures; Velvet a aly casa is 

: ‘ : rv _ owertul: ompact. 
Voice tone; simplest 2-knob tuning; phono- Weighs 4 inn, anneal onl Hend. 
bag-shape for carrying convenience. Amaz- 
tion for longest tube life. i |i ad ing range and tone; recessed knobs; retracting 

iE ? plastic handle.$18.95 (less batteries) 


jack; built-in antenna; straight AC opera- 





ARVIN OFFERS AMERICA'S MOST 
COMPLETE RADIO LINE — Prices from $13.95 up! 


Television and Radio Division, ARVIN INDUSTRIES, Inc., Columbus, Indiana 


(Formerly Nobdlitt-Sparks Industries, Inc.) 
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TELEVISION AND RADIO 


No. 70, price leader of line has lug- 
gage finish cabinet with plastic front 
No. 72 mahogany No. 73 limed oak 
EMERSON Telesets Ten console models 8 have 17-in 
victure tubes and 2 have 19-in. tubes 
Emerson Radio & Phono Corp., 111 Eighth No. 712, companion price leader to 
Ave., New York, N. Y No. 70, has mahogany wood cabinet 
with upper plastic face. No. 700, open 
faced mahogany cabinet; No. 701 
korina blonde mahogany; No. 1710, 
mahogany with 2/3 doors; No. 715, 
French Provincial fruitwood finish 
with 2/3 doors; No. 717 mahogany 

veneer cabinet. Two 16-in Modern; No. 1720, mahogany T 
les, 684 and 685, have mahogany ditional with full doors; No. 1721 
5; No. 684 is open faced, No as a blonde Traditional, full doors. 19 in 
s doors Four 17 in. rectangular ” F models 902 and 903 have Traditional 
peg aon ee wend CAPEHART TV Consoles eg all ee full doors in mahogany 

, F oO spectively. 

687 has doors Capehart-Farnsworth Corp., Four combination TV-AM-FM- 
in. models—Nos. 688, 689 Fort Wayne I, Ind. phono models—7PRI12 and 7PR13 in 


o. O88 as an of 


pen faced Vodels: No. 335AM Berkshire; No. Traditional cabinets with full doors in 
320B, Spinet; No. 324AB, Californian mahogany and blonde respectively. 
O9PR8& and 9PRY, 19-in. models in 
Traditional, full door cabinets in ma- 
hogany and blonde 
Two 19 in. TV-phono combination 
consoles with full doors Nos. 9P4 and 
9P5 in mahogany and blonde. 


951 line of 23 sets includes 
l onsole models 


lable model 696 has 


rectangular picture tube in a 


Selling Features: Berkshire, top of 
line has 20-in. rectangular tube; AM 
FM radio and record changer which 
handles all size records at all speeds 
in a mahogany 18th Century cabinet 

Spinet has a 17-in. rectangular tube # i 

i bisque-finish korina wood cabinet Prices: From $239.95 to $629.95 
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ay 
Californian has a 17-in. rectangular 
tube, and is available in korina or MATTISON Telesets 


mahoganv. Mattison Television and Radio Corp., 
! handtsin Apr. 1951 893 Broadway, New York City 
Vodel ‘Quadrille” TV console. 
Selling Ireatures: Available with 17 
or 19-in. rectangular picture; Matti- 
son 630 Silver Rocket chassis with 
front focus control; keyed AG( 
phono jack; large — supersensitive 
speaker ; no visible hardware; bleached 
mahogany cabinet; also available in 
mahogany or other special finishes. 
Other models in line include consoles 
in Modern, English Regency, French 
Provincial and several Chinese motifs 
Electrical Merchandising, Apr. 1951 


we 


MAJESTIC TV Line 

AIR KING Telesets Majestic Radio & Television Div., The 
Air King Products Co., Inc., 170 53rd St., Ves ee 

Brooklyn, 32, N. Y. asin Ss 

dels : ajestic TV “ts. 
Models: No. 17M2 table model and Motels: 19 new Hemera 3 eee 
No. 17C7 console Selling Features: 3 table models No. 
S olin Featur No. 17M2. 17-in 70, 72 and 73 have 17-in. picture tubes ; 
J¢é ng *eatures 0. / Me, /-in. 
rectangular tube model in a_ blond 
metal cabinet; chassis has 20 tubes 
including rectifiers with complete FM 
audio circuit; dual control knobs for 
easy tuning and picture adjustment. Se 
No. 17C7 17-in console model has | ; 

gold knobs, gold plastic nameplate and } - ¥ VIDEOLUX Teleset 
zold crown on grill cloth; built-in | . Video Corp. of America, 229 W. 28th St., 


loop antenna; 20 tubes including 2 New York City, N. Y. 
rectifiers; agc; complete FM audio ; t a 
wren 7 . 4 Device: Videolux C-20 TV console 
circuit; 4 front controls; picture size evice 2 é . 
approximately 150 sq. in.; 5 in. Alnico : Selling Features: Uses the latest im- 
’ PM speaker; mahogany cabinet. | proved RCA 630 type chassis in a 


Prices: No. 17M2, $259.95: No. 17C7, . Chinese Pagoda custom-built cabinet 


4 a 


$2 
$299.95 Frice: $740 


lectr Verchandising, Apr. 1951 Flectrical Merchandising, Apr. 1951 
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G-E Clock-Radio 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 

VICE No. 535 
Selling Features tube plus rectifier 
radio with RF amplifier G-E alarm 
clock face and radio dial have large 
easy-to-read numbers with luminous 
coating which makes it possible to see 
dial in dark; fawn colored plastic con 
trol knobs; deep cordovan plastic cab 
inet; both faces are surrounded by a 
highly-polished brass rim; slatted 
panel grill located in center of cabinet 
Price: $39.95. 
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G-E clock radio. 
5 


SUN RADIO-Phono 


Sun Radio & Electronics Co., Inc., 122-124 
Duane St., New York, 7, N.Y. 


Device Portable, self-contained 3 
speed phono. 

Selling Features Housed in tan, 
leatherette luggage-type case; 8-in 
British Hi-Fi speaker and British 
designed amplifier; Garrard 3-speed 
automatic record changer; inverse 
feedback, low distortion and low hum 
level; combined bass and treble con 
trol permits tone compensation for in 
dividual taste; Astatic LQ-D_ wide- 
range crystal pickup on standard 
model; second model slightly higher 
equipped with a G-E RPX-050 triple 
play cartridge and built-in G-E UPX 
003 preamplifier; 110 volts, 60 cycles 
a.c.; also available for operation on 50 
cycles a.c 
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AUDIO-MASTER Playback Machine 


Audio-Master Co., 341 Madison Ave., 
New York, 17, N. Y. 


Device: Redesigned transcription play- 
back machine. 

Selling Features: Portable, light- 
weight; plays all speeds and all size 
records trom 7 to 17% in., and all 
kinds of dises ; 4-tube high gain ampli- 
fier; detachable 8&8 in. loud speaker 
with 10-ft. cord; twist crystal cart 
ridge fitted with 2 permanent needles ; 
special jack has been implemented 
into set for use of microphone; ear- 
phones can also be used ‘if desired. 
Price: 369.50 
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EUREKA 
Model 
$-250 AUTOMATIC 


"3 in 1° Wonder Cleaner 














THE THREE GREAT NEW EUREKAS 


A Complete 
Cleaner Department 


Three New Eureka Cleaners, that's all you need 
and you're in business! Low cost inventory—hot 
merchandise—quick sales—big profits. 


NEW MODEL 
"600” 
TANK 

Popular Priced, 

powerful, all- steel, 

end excellent set 

of cleaning tools 


NEW MODEL "700” 
AIROMATIC TANK 


Super-powered, 
all. steel, no bog 
te empty, and 
complete set of 
cleaning tools 








Products — Tur 
=ONE 


CLEANERS FOR OVER 40 YEARS! 


Most people know something about Eureka Cleaners. Young women of today 
grew up in homes where mother, even grandmother, used a Eureka, and 
thousands of early models are still rendering dependable service 





Eureka Dealers today, with far more efficient models, find it easy to “talk” 
Eureka Cleaners to most people—find people’s confidence in Eureka quality 
and performance an important sales influence. That’s why most Eureka 
dealers retain their franchises year after year—why their special promotions 
are uniformly successful in building record sales and profits. 


SENSATIONAL SALES STORY 
MAKES PROMOTION ADS CLICK 


An exciting sales story is more important than price. The Eureka S-250, 
featured in promotion ads as the “3 in 1” Wonder Cleaner, with power- 


driven floor polisher and above-the-floor cleaning tools, produces 
sensational sales at $100.00 each. 


Example! \n Springfield, Ohio, 2 small ads run a week apart produced 
19 sales of which 16 were from $84.95 to $106.90. 


Eureka ads pack one objective. Get business for the dealer—and 
get it quick. 


PROFIT OPPORTUNITY! 


Everything you need for a successful operation: the finest of 
all upright cleaners in the sensational Automatic Model S-250 
—2 beautiful tanks priced to meet market require- 
ments—aggressive, powerful promotion-type 

advertising and a name that means some- 

thing for a fast, profitable turnover. 
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Ghent Make. 
FAMOUS NAME! 


‘ e 
iapos-o-Matie ...WITH 
EXCLUSIVE ~ “HAMMER-MILL” GRINDING ACTION 
for the vast, rich, new waste-food disposer market! 


The DISPOS-O-MATIC offers unlimited profits in a rich, new untouched market... a plus 
feature in the Eureka Franchise! After years of research and engineering, Eureka has 
again provided a product that’s far ahead of the field in performance...a worthy 
team-mate that meets the high standards of the famous Eureka Cleaners and Williams 
Oil Heating Equipment. 


STARTLING FACTS OF THE MARKET 


Only 1.9% of the wired homes have waste-food disposers—and almost everybody 
is a prospect for this marvelous new device (Elec. Merch., Jan. 1951). There’s a 
wealth of sales and profits for the aggressive dealer who includes a Eureka 
Dispos-O-Matic with each new sink installation, each kitchen modernizing 
job, or goes after separate disposer sales with effective store and home 
demonstrations. Quantity sales to home builders, who include a disposer 

as standard equipment, offer still another great profit opportunity. 


AMAZING PERFORMANCE! 


Tested and proved over the past 6 years, the Eureka Dispos-O-Matic’s 

exclusive ‘“‘Hammer-Mill” grinding action is definitely the most effec- 
tive—and simplest method for disposing of waste- 
food in a hurry. Also, the powerful ‘“‘Hammer-Mill” 
impellers build up sufficient water pressure to force 
clear passage of waste-food down the drain. This is 
most important. Thousands of installations emphasize 
Eureka’s outstanding performance. 




















DISPOS -O-MATIC 
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“Your PROSPECTS - 
are sold... | 
. How about YOU! - 


Wagoner 


automatic electric 
water heater! 


Our national consumer ad campaign 
.. . designed to pre-sell more 
than 98 million magazine readers 
on the merits of Wagoner products 
. is paying off! Direct response 
indicates tremendous consumer 
acceptance . .. from everywhere! 
You can cash-in on these inquiries 
. and invite more . . . by using 
Wagoner newspaper mats, store 
displays and mailing pieces. 


Don't Delay! 
WRITE FOR THIS 1951 
MERCHANDISING KIT TODAY! 





MR. W. G. WAGONER, President 
America & Southern Corp., Nashville 10, Tennessee 


Please send me booklet E-451 which describes the complete line of 
Wagoner Products—free of charge and without obligation, of course. 


NAME 
STORE NAME 
ADDRESS 


CITY STATE 


AMERICA & SOUTHERN CORP. 





1000 Sixth Ave., South 
NASHVILLE 10, TENNESSEE 
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CAPEHART Radio-Phonos 


Capehart-Farnsworth Corp., 
Fort Wayne 1, Ind. 
lodels: No. 1008M, Chippendale and 
No. 1018, Futura 

Selling Features: Chippendale has 11 
tube, AM-FM radio; built-in antenna ; 
bass and treble wide range tone con 
trols 12-in special high-fidelity 
ket variable reluctance pickup 
and plays all sizes of records at all 

speeds 
Futura No 


ne in bisque 


1LOL0B presented for fir 
finish korina in a « 
xlern cabinet. 
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DYNAVOX Record Player 


Dynavox Corp., 40-50 2Ist Street, Long 
Island, N.Y 
Dynavox No. 931 


record player 


3-speed 
é Features 
110 volt, 60 cycle ax 


in amplifier ; 


Plays all 3 speed 
; new 3-tube hig 
variable tone and vol- 
ume control; 5-in. PM speaker with 
1.47 oz. Alnico V magnet; twist-arm 
high fidelity crystal pick-up with 2 
needles—for standard and L.P. rec- 
uck for 45 rpm records; com- 
overed in 2-tone DuPont 
Fabricoid with leather handle and 
brass t 


pact Case 
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TV BRIEFS 


The House of Television, Inc., New 
York City has announced a new “Re- 
activator” to restore brightness to TV 
picture tubes which have lost their 
operating efficiency; 105-115 volt 50-60 
cycle a.c.; pocket-size; tube removal 
trom cabinet or chassis is unnecessary ; 
hammertone gray case; weighs 3 Ibs. 
Price $17.95 


APRIL, 


lube-Koat—a new fast-drying con- 


ductive coating for recoating outside 
of TV tubes has been perfected by 
(seneral Cement Mfg. Co., 919 Taylor 
\ve., Rockford, Ill For repairing 
oating of TV tubes that are 
or have become scratched dur- 
x repair, and for coating inner part 
cabinets to prevent high voltage 

and static discharge 


~ 


Radion Corp. of Chicago announces a 
Suburban TV antenna No. 2G10 cde 
signed for “out-a-ways” TV up to 25 
miles distance; all steel construction; 
baked enamel finish; comes with uni- 
versal mounting brackets for window, 


roof or attic. Price $9.95 


lard TV Booster” No. B-51 i 
announced by Standard Coil Products 
Co., Inc., 2329 N Pulaski Rd., Chicago 
39, Ill. Consists of a single stage pre- 
amplifier featuring continuous 1-knob 
tuning with no switching from high to 
low bands; high gains in all channels 
with low noise factor and use of 
printed circuits are features; dark 
brown plastic cabinet 


Vasco Super Skychief TV booster, a 
new 2-stage TV booster has been an 
nounced by Mark Simpson Mig. Co., 
32-28 49th St. Long Island City, 
N. Y. Provides good sound and pic 
ture reception in fringe TV areas 
where station’s signal strength is re- 
duced by distance, obstructions or 
other natural conditions of area; in 
‘off” position booster permits the set 
to operate through its direct connec 
tion to antenna without booster action ; 
a pilot light and switch as well as 
receptacle for TV sets a.c. plug; has 
8 tuned circuits and full 44 mc band 
width. Price $75.55 


A Decor-Antenna, announced by J. H 
Rasmussen & Co., Merchandise Mart 
Chicago, Ill—consists of a flower pot 
insulated porcelain base with extended 
antenna rods seated in turning sockets 
for easy orientation; new design pro- 
vides solid connections and eliminates 
picture flutter ; available in 2 shades of 
green, yellow, or black and maroon. 
Price $5 95 
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A STATEMENT OF POLICY 
TO TV DEALERS AND SERVICEMEN 


about 


Raytheon Television 
l-year parts warranty 





The established price for Raytheon T\ 
includes a Factory Warranty. This assures 
the customer that after he’s purchased the 
set, the factory will furnish all parts and 
tubes, including picture tube, necessary to 
keep the set in repair for one full year... and 
at no extra cost to him. 


A Raytheon TV Warranty Registration 


period starts from the time the warranty 
registration card is received at the factory. 
At this time, an acknowledgement card is 
returned to the set owner, telling him his 
Raytheon TV warranty registration card has 
been received and his l-year parts warranty 
is in operation. 


This has always been our policy and we 


form is filled out only at the time of installa- shall continue to adhere to it. Our distribu- 


tion by the dealer or installing company. This tors are kept fully stocked with replacement 
. it insures parts to insure quick delivery. There’s no red 
him a full year’s warranty. The one year tape .. 


is for the customer’s protection . . 


. no time lost. 


Partson out-of-warranty Raytheon TV sets Raytheon standards and quality control 


Raytheon distributors and Belmont maintain a Raytheon maintains and will continue to main- 


stock of parts on out-of-warranty Raytheon sets tain its same high manufacturing standards and 
These parts are available to dealers and servic strict quality control to assure top performance 


ing organizations at low cost. and minimum servicing operations 





For further information, see your Raytheon distributor 


IT PAYS TO SELL Vi 


TELEVISION 





THE CONSTELLATION 
Model €-2006— huge 20” rectangular 
TV in a smart, hand-rubbed mahogany 








Ur 
. gist 0 Une o> 
cabinet Ae * > 


4 
‘" Guaranteed by ” 
Good Housekeeping 
<a 


wt 
245 apvennistd 


BELMONT RADIO CORPORATION, 5921 W. Dickens Ave., Chicago 39, Illinois 
Subsidiary of RAYTHEON MANUFACTURING CO. 
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A SMASH-HIT ... 








Signo! 


All-purpose 


ELECTRIC 
FLOOR 
POLISHER 


and Family, 


ood or 


the brush 


man of the 
nd attachments $2.95 


‘ the r . 
> Guaranteed by 
Good Housekeeping 


“Savane 


THE SHETLAND COMPANY, 


STREET, 


69 BENNETT 
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POLISHES 
FLOORS 
FURNITURE 
CARS 
BUFFS 
SANDS 
DRILLS 


FLOOR POLISHER 


ACCESSORY KIT 
$2.95 


linoleum 


ind easily with 


for beautiful pe lishes 


and long 
hand power-unit 
i real 


house! A 


obs easy 


¢ furniture, polishing 
ind sanding 


ne Dee 


THE SHETLAND CO., INC 
LYNN, MASS 


for 
Spring 
Sales 


SENSATIONALLY 
PRICED... 


A terrific value that people will 
buy and buy! A top quality, 
much needed item at a price 
that’s a REAL STAND-OUT! 


Spring housecleaning . . . 
MOTHER'S DAY .. . May and 
June Weddings . . . all spell 
sales, sales and MORE sales for 
Shetland and profits for you. 


Has Good Housekeeping Seal 
of Approval and the approval 
of the Underwriters’ Laboratory. 


All kinds of promotional mate- 
rial to help you sell! Envelope 
stuffers, display cards, mats of 
hard-punching dealer ads. Hop 
on the Shetland bandwagon 
NOW! It's really going places 
this spring! 


JUST A FEW 
OF THE HUNDREDS OF 
STORES THAT HAVE 
PROMOTED SHETLAND.. 
(formerly Signal) 


Abraham & Straus — R. H. 
Macy — Gimbel's — Lud- 
wig Baumann — Jordan 
Marsh Co. — Hecht Co. — 
J. L. Hudson — LaSalle & 
Koch — Stix, Baer & Fuller 
— Famous Barr — Bam- 
berger’s — Marshall Field 
—The May Co. — Thal- 
himers — Striplings — 
Hale's Appliance Stores — 
Joske’s — Sanger Bros. — 
Eastern Columbia — Car- 
son, Pirie, Scott — Scar- 
brough & Sons—H. S. 
Pogue & Co. —Rike- 
Kumler 


SEE YOUR DISTRIBUTOR 
NOW or write for 





LYNN, 


information 


MASSACHUSETTS 


NEW EQUIPMENT for your BUSINESS 


LYON Steel-Wood Shelving 
Lyon Metal Products Inc., Aurora, Ill. 


Complete line of adjustable 
steel-wood shelving 

Features: For use in 
rooms, etc; adjustable 
shelv 


stock- 
steel-wood 
es sturdiness, strength 
j uprights support 
hard wood shelves so that no bolts are 
used; pressed steel clip attaches each 
shelf to upright, giving maximum ad- 
justability available in 3 ft. widths, 1 
or 14 ft. deep and 7 ft. high; easy to 
install. 


shops, 


xy comb 


tet, »} 
and satiety; steel 
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LIMA Utility Grinder 

The Lima Electric Motor Co., Lima, Ohio 
Device: Deluxe 6 in. utility grinder. 
Features: For use in tool rooms, 
warkshops etc; dynamically balanced 
rotors; adjustable tool rests; fast- 
grinding, -wearing abrasive 
wheels; off-on gle switch in base; 
cast iron base; 3? h.p., 3450 rpm mo- 
tor; single phase, a.c., 60 cycle; also 

3 phase a.c. 220 volt 


available for 2 or 
available in red or gray 


operation ; 
finish 


1951 
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GRAND Shop Caddy 
Allied Mfg. & Sales Co., 4700 Rice St., 
Chicago, 51, Ill. 
Device: “Shop Caddy” hydraulic lift. 
Features: Hydraulic lift built into a 
standard size hand truck; barrels, 
boxes, castings and heavy material 
can easily be lifted as high as 54 in.; 
lifts material from floor to work table, 
loading trucks, stacking warehouse 
also useful as ordinary heavy 
truck; hydraulic mechanism 
ts of lever operated ram con- 
ed to lift pallet by means of chain 
cket; ea h_ stroke f lever 
let about 14 in.; foot pedal 
of load; mold on 
er aluminum wheels 
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iowering 


APRIL, 


MOBILIFT Fork Lift Truck 


Mobilift Corp., 1135 S. W. Yamhill St., 
Portland, 5, Ore. 

Device: New Mobilift “Tier-Master” 
fork lift truck with telescoping up- 
rights low enough to enter motor 
truck van body. 

Features; Only 72 in. high with mast 
lowered, but will lift 117 in. from 
floor-to-forks; overall height of mast 
extended is 142 in.; designed to tier 
3 pallets high and still easily move in 
and out of trucks, through low doors 
and other restricted clearance areas 
without transferring loads from one 
fork truck to another; roller chain 
litt mechanism allows unobstructed 
view between uprights and lifts at 
speed of more than 45 it. per min.; 
Lev-R-Matic drive controls allow for- 
vard or back operation at push or 
pull of single lever; stand-up type, 
2000 Ib. capacity Fork Lift Truck with 
outside turning radius of 57 in. and a 
sero inside turning radius; powered 
by 3 cylinder air-cooled gas operated 
Mobilift engine 
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LENNAN Flashlight 
Lennan Products Inc., 231 W. Olive Ave., 
Burbank, Calif. 


Device: 2 and 3-celled rubber flash 
lights 

Features: Breakproof, waterproof and 
lamage-proof; can be focused for 
wide beam or spotlight; A2 2-celled 
ind A-3 3-celled models; lights are 
complete with focusing bulb (less bat 
teries). 
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Crawford, Credit Plan Pioneer, 
Retires from Commercial Credit 


William H. Crawiord, a pioneer in 
the development of time sales financ 
ing plans in the appliance field, has 
retired as vice-president of the Com 
mercial Credit Corp. He had 
15 years in merchandising posts 
} 


tribu 
hstribu 


spent 
with 
i utility and as an appliance « 
tor and for the last 19 years has beer 


with Commercia 


Ronayne Named Manager 
Of Better Light Bureau 
John H. Ronay: vho has 
acting manager of the Better Light 
Better Sight Bureau for the 


beer 


past 
year, has been made manager of the 
organization. He has been with EEI 
since 1940 and in his new job succeeds 
Glen R. Trumbull retired 
late 1948. 


who 
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® @ 
(TA Cia with the greatest 


newspaper campaign in history on 


NESCO 


Electric Roaster-Ovens! 


Big /% page ad like 
this appears in 
these 55 leading 
Newspapers 


HERE ARE THE NEWSPAPERS: 


Atlanta Constitution 
Atlanta Journal 
Baltimore Sun 

Boston Herald 
Boston Traveler 
Buffalo News 
Charlotte Observer 

Cc hicago News 
Cincinnati Times-Star 
Cleveland Press 
Columbus Dispatch 
Dallas Times Herald 
Denver Post 

Des Moines Register 
Des Moines Tribune 
Detroit News 

Fr. Worth Star-Telegram 
Grand Rapids Press 
Hartford Times 
Houston Chronicle 
Indianapolis Star 
Indianapolis News 
Kansas City Star 
Kansas City Times 
Los Angeles Times 
Louisville Courier Journal 
Louisville Times 





Memphis Commercial Appeal Pa 
Memphis Press Scimitar be 
Milwaukee Journal 
Minneapolis Star 

Minneapolis Tribune 

Nashville Banner 

Nashville Tennessean 

New York World Telegram & Sun 
Norfolk Ledger Dispatch 
Norfolk Virginian Pilot 
Oklahoma City Oklahoman 
Oklahoma City Times 

Omaha World-Herald 
Philadelphia Bulletin 
Pittsburgh Press 

Pecdnal teuvent 

Salt Lake City Tribune 

Salt Lake City Telegram 

San Antonio News 

San Francisco Call-Bulletin 

St. Louis Post-Dispatch 

St. Paul Dispatch 

St. Paul Pioneer Press 

Seattle Times 

Syracuse Herald Journal 
Syracuse Post Standard 
Washington Star 

Wichita Beacon 


Many other newspapers will carry similar ads. 





More Coming! 


Ads 


in this great Nesco cam 
paign will continue to ap- 
pear in the same papers the 
last Tuesday of each month. 


Tie in every time! 


CHICAGO 1, ILL. 











ELECTRICAL 


N. wenme AVE. 


MERCHANDISING —APRIL, 


See your Nesco salesman about running YOUR ad 
in the same issue of the paper in your city! 
Tell your prospects WHERE to buy with your own tie-in 


ad! Your Nesco salesman has ready- to-run mats. . 
take your choice! 


. just 
Contact him today! 





CN Es CO-) Rcooat ancl 
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Mere 1 bven:to 
Willowghby. 


“*l can serve in a defense plant, 
yet serve my family hot, hearty 
dinners, with the help of my 


to $59.95 


Exclusive BUILT-IN TIME CLOCK enables 
this Nesco Roaster-Oven to cook 
dinner automatically while you're at work! 
Imagine it! The minute you step through the door in 
the evening, a hearty, delicious dinner is ready to serve 

your eager family! Almost like having a maid! 

The secret is this amazing 20-qt. Nesco Roaster- 
Oven. Before you start out for work, you simply put 
your uncooked dinner in it, set the thermostat, and set 
the time clock to turn the current on and off at the 
proper times. The Nesco “takes it from there” . . . cooks 


the meal to perfection while you work! 
« € 
a 


a While women werk 
and play, their dinners cook, 
in Nesco Roaster-Ovens 


gee. af ‘ 
at \ 
’ fl 
J ¢ 4 
\ 


YOU CAN STHA BUY A NESCO ELECTRIC ROASTER-OVEN AT MOST euserascas 

DEALERS AMD DEPARTMENT STORES ORDER yous N20Ay! Cow Meso products 
Qeivonined were baring 

tue! on! spece heoters ter onere rowed vs ond ronges 
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FEATURE 


FASCO 


FLOOR 
FANS 


Here’s why they sell: 
They're Beautiful —Eye-appealing, with modern design 
and handsome finish. 


They're Clean—FASCO's exclusive solid base keeps floor 
dust out of the breeze. 


They're Safe—Guards and careful design protect children 
and pets. 


They're Rugged —All metal construction, die-cast legs, 
heavy duty motor 


They're Quiet— Silent blades; resilient mounted motor 


doesn't interfere with radio or TV 


They're Effective—Power-plus motor, deep-pitched blades, 
plus scientific design. All the air in the room moves 
without a draft 


ALWAYS FAST SELLERS... 


FASCO Oscillating Fans—Unbeatable values, 
beautifully styled, precision made—and priced 
to sell. Available in seven models—10”, 12”, and 
16” blade sizes. Pedestal models too! 


Fasco 


the featured line of better merchants. 


WRITE TODAY FOR 
FULL DETAILS AND PRICES! 


formerly F. A. SMITH MFG 


AVOO \ndustries, Inc. 


ROCHESTER 2, N.Y 


THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





treezer use and featuring combina- 
tion refrigerators and freezers. Both 
manutacturers and distributors, 
however 


were well represented at 


both events 


Market Weeks Well Attended. 
Pacific Coast Market weeks lag be- 
hind those of the East and Middle 
West and found manufac- 
turers and buyers more conscious of 
Attend 
above nort ial 
hroughout and displays looked nor 
nal enough 


hence 


shortages and _ restrictions 
ance has been 


t 


Visitors from distant 
areas were per 


perhaps a little more in 
evidence, as even 

<plored the possibilities of obtain 
ing delivery Western manu 
facturers Hawaii celebrated its 
Market Week in late 
turing housewares, 
ance of 


t t 


east coast buyers 


Irom 


January, fea 
with an attend- 
about 750. This area is 
trving to build itself up as_ th 
buying center for the 
invitations 


Pacific and 
were sent as far away 
Australia, Guam and other Pa 
ints. Overall buying at the 

» mart is said to have 

xen from 10 to 30 percent above 
last summer, but some ex 
omplained that 
lot of 


seemed 


“there were 
Manu- 


about 


lookers” 
sanguine 
al deliveries through April and 

saw their way clear through 
irst half of the year 


San Diego Reports on Prospects. 
According to spe akers at the recent 
vinter convention held by the San 
Diego Bureau of Home Appliances, 
satisfactory substitutes are already 

to take care of many 

Latest outlook for 
evision was said to be 
supply 
rigerators and 
“in reason; 


haps son 


how 


Open Market Display 


R. H. TAYLOR, president of the 


ONTINUED FROM PAGE 1} 


Florence Stove Co. 





pertorm as 
rials”. 


well mate- 
Electric were ex- 
pected to be produced at 78 percent 
of 1950 rates 


as present 


ranges 


during the first sis 
months of the year, water heaters at 
70 percent. After that, defense an 
civilian production will 
side by side, 
more electric than we can 
sell”, said one manufacturer. House 
wares, though probably reduced in 
quantity as compared with 1949, ar¢ 
scheduled to be produced at a rat 


progress 
producing “possibly 


ranges 


at least as high as 24 times that of 
1940. Dishwashers and kitchens are 
still being produced and are in th 
stage where real selling will bring 
excellent returns. Automatic 
ers which cannot us¢ 


wash 
substitute ma 
suffer cuts after the 


first six months of the year. Real 


terials may 


opportunity was reported in electri 


sewing machines 


Not Second World War II. 
Dealers were urged to keep in mind 
the possibility of adding other lines 
if needed to keep up volume and t 
increase activities. They 
should begin to build up their serv- 
ice stocks of hard-to-get parts and 
should 


hiring 


service 


consider the possibility of 


women for selling jobs as 
men are drafted or seek higher pay 
ing defense jobs 

In general the warning is giver 
that dealers should not figure their 
future too closely in terms of World 
War 


arations at 


II experience. Defense prep 
stage do 
sacrifice of 
requirements, but on the 


their present 


not call for 
civilian 


complete 


other hand, may last a long time 
As the develops, 


restrictions may be 


picture present 
considerably re 
tightened “Flexibility 
readiness to meet any de 


laxed or 
and i 
mands the future may bring with 
reasonably thought 


out plan are tl 
Sine ml } 


officially opens the 


Florence display in the Southern Furniture Exposition Bldg. in High Point, N. C 
From left to right are C. P. Connally, Jr., southeastern division manager, 
C. F. Lucas, vice-president in charge of sales, Taylor, R. G. Johnson, sale 
promotion manager and R. H. Nolan, southeastern division sales promotion 


manager 


APRIL, 
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Finest Buy in the Land ...on Every Count! 


These new 1951 Chevrolet trucks are tops in value. 
They're tough and rugged. They're loaded to the 


move massive 


NEW 195! 
CHEVROLET 


Advance-Design 


TRUCKS 


brim with power. They’re thrifty .. . 
loads... handle like no other truck. Chevrolet's lat- 
est haulers have 51’s finest new features, too. Features 
like new, super-effective brakes that are extra-safe 
and easy to operate. Features like Chevrolet's Dual- 
Shoe parking brake, Chevrolet’s new Ventipanes 
and new cab seats that bring you comfort with a 
capital “C.” Visit your Chevrolet dealer and look 
over these great new trucks. You'll find the right 
truck for your job! 


CHEVROLET MOTOR DIVISION, General Motors Corporation 
DETROIT 2, MICHIGAN 








ADVANCE-DESIGN TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES—the shifting « HYPOID REAR AXLES—for on heavy-duty models « NEW CAB SEATS 


105-h.p. Loadmaster or the 92-h.p. Thrift- 
master—to give you greater power per 
gallon, lower cost per load *« POWER-JET 
CARBURETOR —for smooth, quick acceleration 


response ¢ DIAPHRAGM SPRING CLUTCH— 


dependability and long life « NEW TORQUE- 
ACTION BRAKES—for light-duty models « 
PROVED DEPENDABLE DOUBLE-ARTICU- 
LATED BRAKES—for medium-duty models « 
NEW TWIN-ACTION REAR BRAKES — for 


—for complete riding comfort °¢ NEW 
VENTIPANES—for improved cab ventilation « 
WIDE-BASE WHEELS—for increased tire mileage 
© BALL-TYPE STEERING — for easier han- 
dling ¢ UNIT-DESIGN BODIES —for greater load 


for easy-action engagement « SYNCHRO- 


MESH TRANSMISSIONS — for fast, smooth 


heavy-duty models ¢« NEW DUAL-SHOE 
PARKING BRAKE—for greater holding ability 


protection ¢ ADVANCE-DESIGN STYLING—for 
increased comfort and modern appearance. 
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APPLIANCE 
DEALERS 


The Saturday Evening Post’s new appliance 
item promotion service now goes to the 
nation’s thousand top electrical distributors 
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Here’s the latest Post merchandising aid! It goes to 
the nation’s leading electrical distributors. It gives them 
advance notice of every appliance ad to run in the Post. 
It spotlights successful appliance merchandising ideas. It 
shows how appliance stores can sell more goods. And it 
arrives at your distributors early. They have plenty of 
time to get in touch with you and help you make plans 
for item promotions tying in with Post ads. If you 
haven’t heard from them already, get in touch with them. 
Find out the whole story on how the Key Line Club 
News can help you boost your sales. 
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PUT HER TO WORK FOR YOU DURING 


TAPPAN NATIONAL DISPLAY WEEK 


March 31— April 9 


@ The Tappan “Glad Girl” will be greeting more than 
20,000,000 American homemakers in the April issues of 
their favorite magazines— 


@ BETTER HOMES AND GARDENS @ SUNSET 
@ LADIES’ HOME JOURNAL @ SUCCESSFUL FARMING 
@ WOMAN’S HOME COMPANION @ FARM JOURNAL 

@ THE SATURDAY EVENING POST (March 31) 


Put this Tappan “Glad Girl” to work for you! Tie in 
with Tappan’s continuous advertising program and 
National Display Week—and keep up the progress! 

The Tappan “Glad Girl” promotion is an expression of 
Tappan’s faith in 1951. Tappan continues its all-time big 
advertising program. Because, even in the midst of emer- 
gency, it is the responsibility of all of us to keep the trade 
channels of distribution open, active and doing their part 
to support the national economy. 

You'll be a“ glad guy” when you 
see Tappan’s newest offering of 
colorful sales helps to bring 
cheer and customers to your 
store. See your Tappan repre- 


sentative, or write us direct. 


Your guide to 
the best in modern 
avtomatic cookery 


The Tappan Stove Company * Mansfield, Ohio 





For 70 years the makers of fine ranges 











S. E. LAUER, right, president of York Corp. gets a helping hand from W. P. 
Finch of Johansen & Anderson, Joliet, Ill., in unveiling York’s new 2 h.p 


om air conditioner. 


York Shows 12 H. P. 
Air Conditioner 


The firm’s first 4 hp. room air ¢ 

d before 150 Mid 
die West de ind distributors of 
the York it 
. Pi 


litioner was unveil 


HERBERT A. BELL, founder-president 
of Packard-Bell, is congratulated by 
A. J. Gock, right, chairman of the 
board of the Bank of America, during 
Los Angeles showing of Packard-Bell’s 
twenty-fifth anniversary line. 
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February 2, was still getting 80 per- 


cent of its proper allowance, and exec- 
utives talked to believed that the econ- 
omy is going to be 18 percent for de- 
fense and 82 percen 


York 


t for civilians 


Magnavox Ready for Both 
Military, Civil Demands 


“6 1 y possible that we can 


Oo satisty military 
’ Frank Freimann 


Magnavox C 


“We probabl 
part military and t civilian ecor 
ymy for the next several years. But 
industry id Magnavox in 
particular is ready for the long tough 
grind in whi 

> said 

Freimann told 
that the company 
position as to component now than 
it was three to five mont ago. He 

hat sales 
June 30 could exceed $50 million, about 
60 percent more than the preceding 
year. He o told the representatives 
that work is underway on a 35,000 
foot plant addition in Fort Wayne 
and that a $400,000 expansion progran 
in the Greeneville, Tenn. plant is 
nearly completed. 

Other speakers included Stewart 
Roberts, director of merchandising 
who conducted the meetings, Lauren K 
Hagaman, director of advertising and 
public relations, Theodore W. Buchter, 
John Grayson and R. J. Yeranko 


the year ending 
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THE INCOMPARABLE 


eo 





GIVES YOU 
4 OPPORTUNITIES TO MAKE MORE SALES 


Finest cabinetry offered today— 
distinguished Lee Stone designs, 
heirloom quality cabinets. 


Richer, clearer pictures from the 
famous CX-33 chassis 
Symphonic-Tone System for true 


timbre tone 


Priced realistically so that more can 
enjoy the finest 


The world famous Capehart ® 


» 4 it’s four-ways easier to sell the world’s finest instrument 
for home entertainment. That's because Capehart is its own 
best salesman. Its sharper, brighter pictures ... . its superb 
sound demonstrate at once its technical superiority. Its hand- 
some cabinetry fairly shouts quality. Its remarkably reason- 
able price invites on-the-spot buying. For quicker and more 


lasting sales put Capehart through its paces every time. It's The CAPEHART “Virginian” 
the sure way to build business... gain profit-winning success! Copenh see i sy hes 
2 Deeply paneled doors fold against 
sides. 17-inch rectangular tube for pic- 
tures of photographic quality. Famed 

Capehart Symphonic-Tone System. 


The CAPEHART “Nantucket” 
Smart, clean modern styling in rich 
dark mahogany veneer. Big 16-inch 
rectangular tube gives full-picture New CX-33 Chassis 
to edge of screen. True-timbre Cape- . Produces sharpest, clearest, steadiest picture 
hart Symphonic-Tone System. . > ae yet attained. Establishes new standards of per- 
4 formance. Gives new service-free operation, 





CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 
An Associate of International Telephone and Telegraph Corporation 
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(ee, GOOD. 


REASONS: 


... are preferred 
EVERYWHERE! 


&@ Forty-two years of air-condi- 
tioning know-how back every 
Sno-Breze—a perennial leader. 


Sno-Breze is field perform- 
ance tested for complete cus- 
tomer satisfaction—a worthy 
favorite of architects, engineers, 
and builders. 


and now 


Sno-Breze has been awarded 
the Good Housekeeping Seal 
of Approval and Guarantee— 
the buying guide of millions 
for securing the best product 
value—a climaxing vote of 
confidence for America’s No. 1 
cooler—Sno-Breze. 


Fild 
Por romance 


ested 


_ Housekeeping 


5? 48 soveanstd iting 


Note: The tremendous, ever-increasing demand 
for Sno-Breze through our established outlets 
limits new franchises to certain markets. You 
may be located in one of these areas. SO WRITE 
TODAY for further information on this lucra- 
tive line. 


PALMER MANUFACTURING CORPORATION 


DEPT. M-1 
Phoenix « Los Angeles e¢ Lubbock :& Dallas, Texas 











Domestic Wins Fashion Academy Award 


DODGE BARNUM, president of Domestic Sewing Machine Co., holds the 
Fashion Academy’s gold medal award for 1951 after presentation by Emil 
Alvin Hartman, second from left, director of the Academy. At left is S. P 
McChesney, director of advertising and sales promotion. At right is William 
Priesmeyer, account executive for Fuller & Smith & Ross. 


Watts of RCA Named Aide 
To DPA Chief Harrison 


W. Walter Watts, vice-president in 
charge of the engineering products 
department of the RCA Victor division 
of Radio Corp. of America, has been 
granted a leave of absence to serve as 
assistant to Defense Production Ad- 
ministrator William H. Harrison. 

Watts will be chairman of DPA’s 
production executive committee 
through which over-all coordination 
and direction of defense production will 
be exercised by the DPA administra- 
tor. The committee will be composed 
of representatives from government 
agencies with operating responsibility 
in the defense production program. 

Watts has been with RCA since 
1945; during World War II he served 
under Harrison, who was then in 
charge of Signal Corps procurement. 


Sales May Be Big Shortage 
In ‘51, Crawford Warns 


Short of total war “there is a good 
chance that we can build as many 
units as you can sell and install this 
year,” T. A. Crawford, general man- 
ager of the Timken Silent Automatic 
division of Timken-Detroit Axle Co., 


told dealers attending three bt s 
management forums held recently by 
the company. 

Crawiord told the dealers that Tin 
ken is more concerned about the re 
tailers’ ability to keep up with factory 
production than over possible manu 
facturing obstacles. He said that sales 
may “be the big shortage of 1951” 
and also said that difficulty in obtain- 
ing scarce installation materials might 
restrict dealer volume. 

He promised the dealers that Tim- 
ken will increase the factory support 
behind its 93-model line of oil, gas 
and coal-fired equipment during 1951 
and pointed out that the firm was 
stepping up its advertising schedule, 
expanding its factory sales force and 
sponsoring new sales campaigns 


Chadwick, Perfection President 
For 22 Years, Retires at 76 


L. S. Chadwick, president and chair- 
man of the board of Perfection Stove 
Co. since 1922, has announced his 
retirement to the board. He joined the 
firm in 1912 as consulting engineer, 
was elected to the board of directors 
in 1917 and became president five 
years later. Before coming to Per- 
fection he headed his own works, the 
Chadwick Engineering Works 
Philadelphia. He is 76 years old 





It’s a Gift 


Last year the electric housewares industry had a billion dollar 
market by the tail. Now they’re reaching for a good grip on all of it 
with a long-range campaign best described by its own motto: “Give 
Electric Housewares—first choice for every gift occasion.” 

But how big is this gift market at which the industry is shooting? 
How do dealers tie in with the NEMA campaign? Can an emphasis 
on gifts really level out the seasonal bumps in small appliance sales? 
What is the experience of dealers who have gone after the gift 


market in the past? 


All the answers, of course, are neatly gift-wrapped for you in a 


special section in the May issue of 
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For 751 


and the years 


to come... 


Now is the time to sell Hoover 


In times like these, people are turning more and more to the de- 
pendable, quality products they know will see them through the 
long, long term. 

They are less inclined to “put off” getting the things they want. 
They are buying now —and thinking of present purchases in the 
future tense. 

Thus, times being what they are, Hoover Cleaners are claiming 
an ever-widening area of consumer interest and desire. 

With a broad-scale national advertising campaign feeding that 
interest—created to talk to readers in their own language, using 
their own words—now is the time to sell Hoover. 

You have probably already seen some of the advertisements in 
this campaign in Life, Saturday Evening Post or one of the four 
leading home service magazines (Good Housekeeping, Better 
Homes and Gardens, Today’s Woman and Living for Young 
Homemakers), which ready a combined audience of 180,800,000 
magazine readers this spring. 

A large part of this is your local audience, and each national ad 
urges readers to find the leading store in their own communities 
that sells Hoover Cleaners. Identify yourself to them as their local 
Authorized Hoover Dealer. 


THE HOOVER COMPANY 


North Canton, Ohio; Hamilton, Ontario, Canada; Perivale, England 
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(Above) It beats, as it sweeps, as it cleans—the famous 
Triple-Action Hoover. Illustrated, Model 29, $87.95. 
Cleaning tools in handy kit, $19.95. Other Hoover 
Triple-Action models starting at $59.95. 


(Left) Cleans by powerful suction—the new Hoover 
AERO-DYNE with “controlled suction” cleaning prin- 
ciple. Illustrated, Model 51, with exclusive “Litter Gitter” 
nozzle and Dirt Ejector. $84.95, complete with clean- 
ing tools in handy kit. Hoover AERO-DYNE Model 41 
with Disposable Dirt Bag and cleaning tools, $69.95. 


Prices slightly higher in Canada 
Prices subject to change without notice 


Here are the facts that help sell Hoovers 


43 years of manufacture—oldest and largest. 
More than 9,000,000 Hoovers already sold. 
More Hoovers in use today than any other make. 


48% of Hoover sales made on direct recommendation of 
Hoover users. 

Most complete line of cleaners in the industry. 

Most complete service facilities in the industry. 

Sold exclusively through leading local stores. 

Top cleaning efficiency . . . proved by independent 
laboratory tests. 

Purchase terms as liberal as government regulations permit. 


Youll be happier with a 


- Hoover 


\ . eo 
and now is the time to sell it 
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HANDISING’S camera show 


COLOR in the Apex line of washers attracts the atten 
tion of Albert Balekian of Josephine Furniture, Fresn 


and S. A. Ceruti, assistant division manager for Apex 


now A 


Hotpoint Duel 
"HARMONY 


INTO YOUR HOME LAUNDRY 


THE WESTERN winter market had its share of cheese- 
cake. Doing her bit for Westinghouse is Elaine Doyle 
who pins a promotional on Mel 
Westinghouse 


MORE CHEESECAKE at Hotpoint’s exhibit where 
Beverly McCormick gives a fan to H. N. Sigvartsen 
Dohrmann-Commercial) and B. O. Macomber (Hahn 

Oakland) as Sweetiand of Hotpoint watches 


button Hennock of 


Ja Le 


ERESH ND AIRE 


all-aine 


WEST COAST produced Kaye-Halbert sets are shown 
George Klor, Macey’ Son Francisco, by 
Louis Rief of Western K-H distributors 


FOUR IN ONE ’ 
Joe J. Aijell 
>acrament¢ 


‘wall-aire’” holds the attention of 
Pittsburg, Calif., and W. F. Sturch 
At left is Don Leonard 


Jewelers 
Radio Supply 
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Winter Market 





PITCH on freezers is given dealer Ben Aker of Valley 
Home, Calif Rene Gentis of Kaemper-Barrett 
C San Francisco distributor for Amana 


by 


H [A 2 ure oll, 


r, 


SHOWING OFF a Deepfreeze refrigerator are Robert 
Harnisch, left, western regional manager and Ralph 
Larsen, sales manager for Frank Edwards Co. Listen- 
G. E. Thomas and L. W. Zimmerman 


ng areG 


UrcrrARm 


{ 


ONE HOME ECONOMIST tells another: Lorraine 
Beneke of McCormick & Co. demonstrates a New 
Home open arm portable to Ann Cook 
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Never before has there been anything like 
Frigidaires 
amazing, new 


"Wonder Oven’ 
Range! 


Biggest news in electric range history is coming from Frigid- 
aire! It’s the exclusive ‘“‘Wonder Oven’’ Range that bakes 
and broils at the same time —in the same oven! 





Only Frigidaire has this tremendous sales-making advantage 
—a sales ‘“‘plus’” that places Frigidaire Dealers even farther 
Other features of the “Wonder Oven” Range include Cook-Master Oven Clock Control; out front in the electric range business. 


5-Speed Radiantube Units; Lifetime Porcelain inside and out; and many others. Frigidaire’s new “Wender Oven” Range adds two models 

to the range line which already contains such best sellers as 

the De Luxe, double-oven model, the 40-inch, single-oven 

Look -_ Li model, the two “‘Thrifty-30’s,”” and the compact, apartment- 

4 size model. 
here it’ " : : Ree | 

ere its two ovens! —~ : Now, more than ever, Frigidaire’s one great line meets all 

You have two separate ovens to use when the ’ Ee electric range needs ! 
movable Divider heating-unit is in the center 
position. When upper oven is used for broiling 
porcelain-finished door slides out of the Divider 
and drops down in front, completely closing the 


it’s one big oven! 


Simply move the Divider to its bottom position 
and you now have one big oven that is twice as 
large. Holds a 30-pound turkey—or two pies, 
a large casserole, and a dozen baked potatoes, 
all at the same time ! 


=«Frigidaire ™o---. 


« Last year’s popularity winner has been further improved for '51- 
, Only 30” wide, and sensationally low-priced, it has the biggest oven 
ec ri Cc n of any household range and many features of much more costly ranges ! 
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he suronans ARE LEARNING that 
. » ley re looking for quality, ¥ 
varks the spot. Ads like this react 
ing 14 million Saturday Srening 
ed readers, are telling them that 
Miips Screws are sure signs of 
more care in manufacture ~et 
value for their money — in 
product fastened w ith sere 
why you can build 


folks this re 


more 
every 
ws. That's 
sales by showing 
Cognized clue to quality. 





PHILLIPS Cross-Recessed-Head SCREWS 


, 
on sale at hardware, automotive 


= 
and mill supply outlets 


AMERICAN SCREW * BLAKE & JOHNSON * CAMCAR SCREW * CENTRAL SCREW * CONTINENTAL SCREW 


* E£LCO TOOL & SCREW 


GREAT LAKES SCREW 


H. M. HARPER © NATIONAL LOCK * PARKER-KA\.ON © 


PHEOLL * ROCKFORD SCREW * SCOVILL * SHAKEPROOF INC. * SOUTHINGTON HOWE. * WALES-BEECH 
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Round Table Discusses Care 
And Repair of Appliances 


Service in anticipation of shortages 
is subject of February EWRT Workshop 


In anticipation of an appliance 
shortage which we may soon be faced 
with, the Electrical Women's Round 
Table of New York devoted its entire 
February Workshop to the subject of 
“Care and Repair of Existing Appli- 
covering it from the educa- 
tional, utility, manufacturing and de- 
partment store levels. Edith Ramsay, 
home equipment editor of American 
Home was chairman; and Lois Payne, 
director Home Service Div., West- 
I Lighting Co., was co-chair 


ances”, 


ester 
man. 

Citing examples of appliance users 
he has encountered in her work at 
Ohio State who were abusing their 
equipment and consequently not getting 
the desired performance, because they 
never had had adequate instructions on 
how to use it, Dr. Elaine Knowles 
Weaver, associate professor of home 
economics, Ohio State University, in 
her talk “What Every Woman Should 
Know About Her Appliances,” out- 
lined five basic rules that should be 
followed to help consumers get the 
most out of their equipment: 
l. “Speak the Appliance Language. 
[his means the user should be taught 
principles of operation, and 
should have impressed upon her the 
need to carefully read manufacturers’ 
literature and follow instructions given 
therein. It also means that salesmen 
should not be permitted to oversell an 
appliance’s performance capacity with 
exaggerated claims 
2. “Cleanliness Is Next To Godliness 
Many appliances such as vacuum clean- 
ers, ranges, mixers and irons which 
need to be cleaned occasionally are 
often discarded by users as bad in- 
vestments because of accumulated dirt 
in working parts. This is caused by 
lack of proper instructions in use and 
the equipment was pur- 
report that a 
their 


basic 


are when 
»ervicemen 
t ol 
are caused because a cleaner bag has 
never been emptied; a range oven has 
never been cleaned of spillover Ss, etc. 

3. “Compatible Associates. The user 
should be taught that no I 
an entity by itseli—for satisfactory 
performance, for instance, a range 
right cooking utensils to do 
a good job. An automatic washer must 
have plenty of hot water, a suitable de- 
tergent, a load made up of a suitable 
ombination of clothes, and it must not 
be overloaded. In other words, the 
efficiency of most appliances is equiv- 


chased. 


large percen service calls 


appliance is 


needs the 


alent only to the efficiency of the per- 


t 
son using them. 
4. “Work Capacity Unlimited. Most 
appliances have more capacity and 
flexibility in use than is accredited to 
them. his is particularly true of 

housewares—waffle irons, 
grills, broilers, roasters, deep fryers. 
A user should be encouraged to main- 
inquisitive mind concerning 
and using her home as 
a laboratory should do some research 
on her own to find new and additional 
ways to make her appliances work for 


1 . 
electric 


tain an 


1 
ler equipment 


Some- 
nce user becomes the 

slave. Frequently, the lo- 

7 the appliances is at fault— 
refrigerators on the back porct etc 


Surroundings 


each appliance is a part of some 


APRIL, 


task, planning for its location is impor- 
tant, and should include a unit with 
adequate work space and provision for 
tools related to it.” 

Irene L 
tor, Rochester Gas & Electric Co., in 
her talk “What the Utility Can Do In 
the Way of Service” outlined the im- 
portant job a utility home service de- 
partment has in its community, in 
maintaining satisfied customers 


Muntz, home service direc- 


Speaking of her own company’s plans 
for the present emergency, she said: 
“The aim of our program is to help 
release our customers in this time of 
from time and 
energy consuming jobs at home so that 
take jobs outside 
the home as their contribution to the 
defense effort. 

‘If the homemaker is to realize the 
full potentialities of time, energy and 
money saving that equipment will give 


her, she must be 
h 


national emergency 


homemakers can 


educated in its use, 
ow to make it work for her, and she 
must also be made to realize that 
there are certain obligations on her 
part in using that equipment which 
entails keeping it clean and in repair. 
[his is an educational job that must 
be done, and is one to the advantage of 
the service policy of a utility. 

“To help meet this need the RG&E 
Co. has planned more than 60 talks 
in one county alone on laundry prob- 
lems, frozen foods and good light- 
ing.” 

Another important phase of utility 
service covered by Miss Muntz in- 
cluded the importance of the home call. 
“It serves three purposes,” she said 
“It’s educational, it does a re-selling 
job on the equipment, and it saves un- 
necessary service calls.” 

\ home service girl who has been 
taught how to test and adjust a re- 
frigerator door that is not sealing 


(Continued on page 160) 


Tools for Indians 


FATHER Paulinas Grosskopf, OFM, 
who has been doing vocational guid- 
ance work with Indian children in 
upper Wisconsin, is given a set of 
four “’Skil’’ home shop tools by 
Tommy Bartlett, emcee of the ““Wel- 
come Travelers’’ program. Bartlett 
made the presentation after Father 
Grosskopf appeared on the radio 
show and described his attempts to 
establish a woodcraft shop on the 
Indian reservation 
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Better Homes & Gardens is one of the 3 BIGGEST than-average incomes and so are better able to 
man-woman magazines — but, more important to buy ~~ eure That’s the key- 
is te to many sales, these days! 
you, it’s ESPECIALLY BIG in buyers of what you sell! = "O° ©° Any Sates, hese cay 
. nce : So it’s easy to see what a big boost to your sell- 
BHGi: BIG in major appliance needs ! 


ing efforts a campaign in BH&G can be. It pre- 











7 out of 10 families building new homes read 
nes : sells today’s best appliance prospects—and can 

BH&G. Are there any better prospects for major . ;' ' 
. : keep them sold for tomorrow! 

appliances? 


BHGi: BIG in all appliance needs ! 


Most BH&G families own bigger-than-average 
homes and do lots of entertaining. What a fertile 


field for all laborsaving devices! \\\ \ ¥ 
BHG‘: BIG in buying ability ! ‘ \ a\ \ N 


BH&G’s 3'%-million selected families have bi igger- 0 Gant Cis. 














Serving a SCREENED MARKET of 3'2-Million Better Famivies 5500. > 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa ae 
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make TV peoseects | 
COME TO LIFE 


WITH 


= 


The Livest, Most 
Natural Pictures 


Cont nel te All Tolooain' 


Something to talk about—something to demonstrate 
—something to win that coy cash from customers, no 
matter how reluctant—that’s Sentinel for 1951. NEW, 
improved circuits mean (1) better pictures, (2) better 
sound and (3) truly life-like fidelity with complete 
picture stability. 

Put Sentinel side by side with ANY other make, 
demonstrate it in direct competition and Sentinel will 
win your sale for you 4 times in 5. Ask your distribu- 


tor for PROOF—or write Sentinel—TODAY! 


Model 431-CVB 
Colorfast Korina 


Model 431-CVM 
Mahogany 


Sentinel 


4] Qo 


SENTINEL RADIO AND TELEVISION 


12 Lively Moving 
Models Blanket 


Model 429-TVM 
Mahogany 
Model 429-TVB 
Colorfast Korina 





Evanston e Illinois 


Round Table 


ees CONTINUED FROM PAGE 158 = 


properly, for instance, can absorb the 
headaches and expenses of many a 
service call, according to Miss Muntz 

James Bissett, manager, electric re- 
pair department R. H. Macy, New 
York, in his talk, “A Repairman’s 
Viewpoint”, demonstrated how some 
minor repairs in appliances, cords and 
plugs can be done by home service 
girls and in many instances can be 
taught to the housewife. 

He also gave some simple sugges- 
tions for finding the actual cause when 
an appliance fails to work, such as 
checking the fuse; always having extra 
fuses on hand; what to look for when 
a waffle iron fails to heat or when 
waffles stick; etc. “Knowing such sim- 
ple remedies,” said Mr. Bissett, “‘in- 
creases a customer's confidence in her 
equipment, and at Macy’s the service 
job is never considered complete until 
the customer’s confidence has been re- 
stored.” 

Robert S. Geran, technical manager, 
Kelvinator Div., Nash-Kelvinator 
Corp., discussed “A Manufacturer's 
Viewpoint on Major Appliance Serv- 
ice”. “The satisfied user does not 
just occur,” he said. “He or she is 
the end product of a series of factors 
such as guidance toward the selection 
of the proper model for the customer’s 
needs; the initial sales story must be 
free of impossible and untrue claims: 
delivery and installation must be satis 
factory to the customer; the customer 
must know how to properly use the 
product and what to expect from it; 
and any service which may become 
necessary must be rendered promptly, 
efficiently and courteously. 

“Service training programs by the 
manufacturer are directed toward im 
provement and delivery and product 
service by the dealer or his service 
agent. These prog rams cover all but 

ne big factor the user 

care for and u r appliance 
perly. Here the home economists 
an render invaluabl ervice to the 
omemakers and t the industry 
This training is hardest for the manu 
facturer to participate in, yet it is of 
paramount importance to him in pro- 
ducing satisfied users.” 

Mr. Geran listed eleven suggestions 
entitled “General Advice” to be given 
to consumers, which will help prevent 
“avoidable” service problems and in- 
crease user satisfaction, such as thor- 
oughly reading instruction booklets; 
care of knobs, dials, handles, cranks 
and similar devices on an appliance; 
when placing a call for service give 
proper model number, installation date 
and have an adequate explanation of 
the difficulty. This may save money 
and time.” al listed some im- 
portant pointer on refrigerator, 


Westinghouse “Tuff Guy” Club 
Sponsors Monthly Recipe Contest 


Westinghouse’s electric range de- 
partment has launched the most in- 
tensive “Tuff Guy club” promotion in 
its history. The club has one aim: to 
teach range salesmen to cook so they 
an be on a par with the customer 
vhen she asks questions about electric 

king. 

Highlight of this year’s promotional 
program will be a series of monthly 
“favorite recipe” contests 
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FEATURES 








SELL 





GAS RANGES! 


No other gas range offers so many 





convenience features as Grand. 

And at least two of them—the 

most important—are exclusive 
with Grand! These are the selling 
points that tell with any housewife, 
because they’re planned to make her 


kitchen work lighter, cooler and easier. 














CMARCOL-ATOR 


j 
Li4 



































Vaic BAKE OVEN Vuniaue CHARCOL-ATOR 
Full 18” wide. Heats up fast because the MEAT OVEN SAFE-TEE-KEE 


heat stays in—thick Fiberglas insulation 
sees to that! Automatic heat control. 
And the sides and bottom lift right out 
for easy cleaning! 


Exclusive ceramic element cooks with Shuts off the gas supply so that burners 
infra-red rays, gives the luscious flavor of cannot be accidentally lighted. A ‘“‘must” 
charcoal cooking. Roasts meat and poul- in any home with young children. Winner 
try as superbly as it broils! And the whole: of a well-known national safety award. 
inside lifts out for in-the-sink cleaning! 


All this—and more besides! Divided cooking top, two big utensil drawers, 
fluorescent lamp, electric clock with 3-1/2 hour interval timer, appliance 
outlet. They're all Grand features—and they sell Grand Gas Ranges! 


For full details, address 


home appliance 
company 


2323 East 67th Street * Cleveland 4, Ohio 
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Hce-High Performers! 





TO KEEP YOUR 
CASH REGISTER 


RINGING! 


272325 “‘SERENADER"’ 
3-speed portable phono- 
graph made to ‘go 
places’! Plays all rec- 
ords, all sizes. Tone arm 
with twist cartridge; 
3-tube, high fidelity am- 
plifier. Handsome two- 
tone case with custom 
luggage handle 





3525 “HARMONY” 

3-speed portable radio-phono 
combination—luxury at a low 
price! Plays all records, all 
sizes. ALNICO 5” speaker; 
tone arm with twist cartridge 


5-tube superheterodyne ra- 
dio, with built-in antenna 


Uitra-smart lug- 
gage-type case 
with saddle 
stitching 


@ TOPS in streamlined styling 
@ TOPS in engineering achievement 
@ TOPS in value, in profits 


@ and available for immediate 


delivery 


35103 REVUE 

New AM table radio, the 
last word in listening 
pleasure! 5-tube superhet- 
erodyne including rectifier, 
ALNICO 5” speaker, built- 
in high-gain antenna, 
automatic tone and volume 
control, AC/DC. Superbly 
styled cabinet in burn- 
proof, stain-proof, lustrous 
Blonde FORMICA. 

Also available in Walnut 
325102 PREVUE 





Write for compre- 
hensive illustrated 
catalog 
* 


RADIOS 
PHONOGRAPHS 


RADIO-PHONO 
COMBINATIONS 


CHILDREN’S 





STEELMAN Phonograph & Radio Co., Inc. 


12-30 Anderson Place, Mt. Vernon, N. Y. 


America’s oldest manyfacturer of electronic\phonographs exclusively 


\ 





PHONOGRAPHS | 


JUSTIFIABLY PROUD of their new food kitchens and appliance test rooms are 
McCall's editors, left to right: Elizabeth Sweeney Herbert, household equip- 
ment editor; Otis L. Wiese, editor and publisher; Camille Davied, executive 
editor; and Helen McCully, food editor 


McCall's Opens Kitchens, 
Test Rooms 


and it ul 

food te , wher 

which appears in the n 

pared and tested under the supervision 
Helen McCully, food editor 

five for appli » testing, 

household eqn ent editor 

Elizabeth Sweeney Herbert and 

staff conduct tests on the latest e 

tric household appliances, detergents 

fabrics and up-to-date kitchen and 

laundry tools 


oO ons ct hese Ss OMS, Spe- 

- 9 . eee “. » SI MRS. ELEANOR ROOSEVELT, herself 
Clé Cc Cé owe es ere ‘ 
a Se were 3 hostess at the McCall’s Test Kitchens 
brought into the building from the : 

. ‘ . opening, takes time out for a freezer 
New York Central tracks beneath , 
demonstration from home equipment 


the building 
: . . editor Herbert. 
[he products of 280 national manu- 


facturers are represented, and accord- 

ing to Otis Lee Wiese, editor and pub- food products and of major appliances, 
lisher, the new kitchens will serve two electric housewares, utensils and 
purposes. First, testing of foods and housekeeping supplies for manufac- 
appliances which appear editorially in turers. Confidential reports are sub- 
McCall's Second, testing of new mitted to manufacturers on these tests. 


SHIRLEY GLEASON DEMONSTRATES to an interested audience. Laundry and 
housecleaning appliance testing, as well as editorial work connected with these 
appliances, is done in this huge room where the latest in automatic washers, 
ironers, dryers, irons and cleaners is to be found. A model laundry and a model 
torage closet are other features 
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Remember . . . it pays to 
promote electric 
household conveniences 
as gifts. 












































TIMERS 


The Low-Cost Plus 
that Clinches the Sale 


,..and that will clinch thesale 


* Telechron Synchro -Sealed 
Moral: Customers do recognize the Telechron name with pleasure. Cash in Motor is synchronized per- 


on the enthusiasm of more than 10 million owners of Telechron electric clocks . . . ro < sshagpe -segee 
and those influenced by widespread Telechron advertising. Push clock radios run right. 
equipped with Telechron timers. Non-competitive with TV, these convenient radios 
turn themselves on and off automatically ...act as alarm clocks, lull owners 
to sleep with music. help brew coffee, are wonderful servants to have around. 
TELECHRON INC., 124 MAIN STREET, ASHLAND, MASS. A GENERAL ELECTRIC AFFILIATE. 
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START YOUR PROMOTION NOW! 


THIS SPRING YOU'RE BACKED BY THE 
BIGGEST TWO-MONTH NATIONAL 
CAMPAIGN IN THE HISTORY OF THE 


REGINA #*- 
POLISHER sno SCRUBBER 


13 LEADING MAGAZINES! 


125,000,000 READERSHIP! 
LIFE + SATURDAY EVENING POST + LOOK + LADIES’ HOME JOURNAL 
GOOD HOUSEKEEPING + AMERICAN HOME + BETTER HOMES & GARDENS 


HOUSE BEAUTIFUL - WOMAN'S DAY + LIVING FOR YOUNG HOMEMAKERS 
COUNTRY GENTLEMAN + FARM JOURNAL + SUNSET MAGAZINE 


America’s No. 1 
Polisher ana Scrubber 


$6450 


Same Low Price 
From Coast to Coast 


THE REGINA CORPORATION 


Rahway 2, New Jersey 
Please send 
Name and address of distributor for my territory 0 
Regina Polisher dealer helps 0 


STORE NAME 


ADDRESS iis . : ~ €ITY AND ZONE + «STATE 





SIGNED 


Also producers of Industrial Twin-Brush Floor Machines 


Appliances in the Magazines 


WOMEN’S SERVICE GROUP 


Woman’s Home Companion 


‘Three Rooms in One,” by Bernice 
Strawn—Companion, April—a mod- 
ern laundry room located upstairs 
vhere laundry collects can be con- 
verted into a sewing room or a guest 
room 

“Keep Them Shining’—how to keep 
| pat and other utensils bright 


Good Housekeeping 


hat Happened to a Country 
by Helen W. Kendall 

eeping, April—a country 

odeled under Good House- 

has an electric 

and automatic 

includes housewares 

mixer, coffee maker, 

iron, with special em- 


wutlets for using these 


ousecicaning ) 
leaner, floor polisher and 
equipment. 


Mc Call's 


The Ideal Couple,” by Elizabet! 
Sweeney Herbert—.\/c Call's, April 
in electric range, and refrigerator- 
serves as an ideal domestic 
1 a modern home. 
o Clean,” by Eleanor Cook 
leaner pictorial fable. 


Ladies Home Journal 


Friendship Kitchen,” by Gladys Taber 
Journal, April—an electric kitchen 
omplete with latest in cabinet inno- 
vations plus a range, refrigerator 
lishwasher-sink, toaster, radio, mixer 


ventilator 


Parents’ 


We Analyzed Before we Modern- 
ized,” by Joe and Alice Morris— 
Parents’, March—result: their new 
kitchen is a complete success 

“Proper Lighting for Tele-Viewing,” 
by Myrtle Fahsbender—9 rules for 


good T\ 


True Story 


“10 Short Cuts to Spring Cleaning,” 
by Esther Foley—True Story, April— 
includes th acuum cleaner asher 
polisher 


Today's Woman 


A Kitchen Equipped to Save Time,” 
Ruth Gaffney—Today’s Woman, 

April uur pages demonstrating the 

many time saving advantages of an 

ill-electric kitchen 

‘For Quick Thorough Cleaning”: 

ow t keep the house polished 


immac ite vith modern cieaners 


Household 


ua Relax,” 


HOME SERVICE GROUP 


American Home 


“What's New in Electric Ranges,” 
by Edith Ramsay {merican Home, 


April—a review of 1951 range features 


“Get a Head Start on Monday,” by 
Eleanor Lee Jones—planning a work 
able, practical basement laundry center 
with before-and-after pictures 
“Practically Perfect—Perfectly Prac 
tical,” by Edith Ramsay—American 
Home, March—a well-planned kitcher 
with refrigerator, range and dish 
washer-sink. 

“How to Make A Lamp,” 

Lambert Trumm 


Better Homes & Gardens 


‘This Kitchen Works—with Charm 
by Elizabeth Gilrain—Better Homes 
March—a combination kitchen-laundr 
vith automatic equipment 

“Cabinet Space at Your Fingertips 
by Doris Adams—convenient kitcl 
abinet storage ideas. 

“Planned by a Man Who’ Knows 
Kitchens,” by Virginia Mahoney 
other combination kitchen-laundry de 
signed by an architect who likes t 
ook 

‘How to Expand Your Home Work 
shop,” by Bob Jones and Hi Sibley 
it pays to have a master plan to guide 
your shop growth 

‘Sewing Centers That Disappear,” by 
Pauline Graves—they can be set up for 
sewing, or stored in wall when not ir 


House Beautiful 


“Cooking Can Be Fun If you Organize 
Your Living,” by Charlotte Conway 
House Beautiful, March; also “What 
You Keep On Hand is Key to Your 
Leisure” and “Finger-tip Controls for 
Luxury”—3 articles in 10 pages show 
ing various arrangements in Hotpoint 
House, Plandome Mills, N. Y 
“How to Keep Your Power Mower 


Happy a fractional fea 


House & Garden 


Ihis Kitchen Has :; 
House 


series on Kitchens with Charact 


FARM GROUP 
Country Gentleman 


“Cook The Deep Well Way,” by Jean 
Phillips—Country Gentleman, April 
20 ways to use the deepwell cooker ir 


an electric range 


Successful Farming 


“Even Men Say ‘Cooking’s A Snap 
With Electric Appliances,” by Joan 
Kelleman—Successful Farming, March 
men, too, enjoy trying out electri 
suscwares. 
\ Little Care Prevents Refriger 


Blues’—an 8-point refrigerato 


Farm Journal 


Storage Wall For Your Sewing 

ter Far urnal, Marct two 

sewing centers planned by Purdue 

University and Farm Bureau of Wash 
muunty, lowa 

Easier Washday”—ideas 

various farm women 

yuntry include a port 


hide-away washer 


Progressive Farmer 


Sweep No More, My Lady by 
Oris Cantrell—Progresswe Farmer, 
March—how to get the most out of 
leaners by using all the attachments 


(Continued on page 166) 
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vy Step Up Spring Sales by building counter 
and window displays around this eye-catching 
article in the big April COMPANION. 


v “Three Rooms in One’’—a brand-new idea 
for more comfortable living. This article turns 
the spotlight on a combination laundry, sew- 
ing and guest room—designed throughout to 
give maximum service and to look its best. 
Electric appliances include: sewing machine, 


—( SOMPANION 


blanket, and automatic washer, dryer and 
ironer. 


"A All over the country retailers are learning 
that sales increase when they display mer- 
chandise advertised in the COMPANION. But 
what about you? Is your store taking full 
advantage of this important fact? Check 
carefully the line-up of COMPANION adver- 
tisers (listed at right). 


Average Circulation: 
More than 4,000,000 


National Baby Week . . . is scheduled this year for April 28— May 5. Increase your sales with tie-in promotions. 
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ALREADY PRE-SOLD 
FOR YOU! 


Cadillac Vocuum 
Cleaners 


Casco Heating Pad 
Domestic Sewmachines 


Farberware Automatic 
Percolator Robot 


Frigidaire 


General Electri« 


Automatic Dishwasher 


General Electric Steam 


& Dry Iron 


General Electric 


Visualizer fron 


General Electric Washers 
& lroners 


General -Mills Automatic 
Toaster 


General Mills Steam 


Ironing Attachment 


General Mills Tru-heat 
lron 


Lewyt Vacuum Cleaner 
Motorola TV 

Necchi Sewing Machine 
Pfaff Sewing Machine 
Presto Vapor-Steam Iron 
Servel Refrigerator 
Sunbeam Mixmaster 
Sunbeam Waffle Baker 
Universal Coffeematic 


Universal Stroke-Sav-r 
lron 


Walker Heating Pads 


Westinghouse Clothes 
Dryer 


White Sewing Machines 


Youngstown Kitchens 
Automatic Dishwasher 


Youngstown Kitchens 
Electric Sink 





| Appliances 
in the Magazines 


| —! CONTINUED FROM PAGE 164 


GROCERY CHAIN GROUP 
Family Circle 
v % | “New Appliances Made Over Mrs. 


, . ee i ; | # a4 Anger’s Kitchen,” by Jessie Bakker— 
or & ie 0, / SY eee iF Family Circle, March—they inspired 
Rei "| Of | wuss We & 7s this Chicago homemaker to rearrange 


and redecogate her entire kitchen. 
“Good Coffee Automatically,” by Ruth 
West—automatic coffee brewers take 
the guess out of making good coffee. 
“Monday's Ironing Day In Minneap- 
olis, says Mrs. Hoffert,” by Ethel Hall 
this woman has a new laundry 


a hedule. 
a a 7 5 | HOME ECONOMICS GROUP 


Forecast 


“Operation Dishwashing,” by Beatrice 
a ; , 
+ 4 Mabry—Forecast, March—old and 
precision evision new ways of dishwashing. 

Practical Home Economics 


R “Fashions on TV,” by Helen Shelly— 
t \tO Practical Home Ec, February—Trap- 
gws gaitor’ hagen experiments with a new medium. 
et ond exo “Laundry Lesson,” by Ethel W. 
wow pire Wyllie—how one Compton, Calif. 
e high school teaches use of automatic 

laundry equipment. 
“What to Do About Hard Water,” by 

Lois Cook. 


What's New in Home Economics 


“Today’s Problems Demand Stream- 
lined Housekeeping Techniques,” by 
Amber C. Ludwig—What’s New, 
A March—includes vacuuming, wax tech- 
nw CAME come" niques, etc. 
° 








No Compulsory Disposers 
For Los Angeles Homes 


A proposed ordinance to make in- 
stallation of garbage disposer units 
compulsory in the City of Los Angeles 
was turned down recently by the city 
council, after it was demonstrated by 
the city engineer and city waste dis- 
q posal expert that such installation 

ee , -saioene ; : would entail additional sewer pipes 

The 20990 i i= and sewage treatment plants which 

: ia would cost the city $6,475,000 above 

“PROVINCIAL” pe  S the $21,000,000 cost of the expanded 

; Pi : relief and interceptor sewers already 

In Honeyed Maple : é : planned. The proposal would have 

: : called for wholesale purchase of the 

j i units by the city and resale to home 
= | : é 3 | and commercial unit owners. 





—_— s There are now 660,172 dwellings 
° a f y=" and 4,750 commercial establishments 
the ONLY set with the $2,000,000 dynamic |) tuner fr). |Cfsserved by the city’s garbage collection 
service, and a 100 percent installation 
at $75 for a home unit and $200 for a 
. j commercial unit would have cost the 
‘ < citizens more than $50,462,000. Ques- 
es tions were also raised as to the avail- 
fel | | Cra ftp r S T V ability of so many appliances at this 
WORLD'S LEADING MANUFACTURERS OF PRECISION RADIO & TELEVISION + CHICAGO 24, ILLINOIS time. Some doubt was also expressed 
THE SET THE EXPERTS OWN! as to the legality of the Jasper, Ind., 
provision which makes purchase of 
disposal units “voluntary”, but sus- 
pends city garbage collection service 
after a given date. 

Normal use of disposal units pur- 
chased through regular channels in 
the Los Angeles area is increasing and 
is expected to stand at from 30 to 50 
percent by 1970. 
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“(R: MA fans for'SI 
..the top-quality Line 


thats 


You know that, today, the money 
you put into top-grade goods is the 
safest investment you can make. And 
these Robbins & Myers Fans for 1951 
are the best we've ever turned out. In 
performance, in styling, in price 
range—they’re sure to be snapped 
up quickly. 

Yet despite the known demand for 
these fans, they are nonetheless being 
backed with promotion effort galore. 














18” and 22” Window Fans Electrically revers- 
ible—the flip of a switch forces air in or out. Two 
speeds on both intake and exhaust. Adjustable mount- 
ing panels fitany window: (up to 35” wide for 18” fan; 
up to 39” for 22” fan). Only a screwdriver needed to 
install. Four blades, direct-connected. 18” size delivers 
2500 cubic feet of air per minute; 22” size, 3400. 
Ivory enamel with silver-finish grille. Guaranteed one 
year. 18” size, $59.95; 22” model, $79.95, retail. 


Sure 


i adil Fg! 


to sell out / ( 


National advertising, animated dis- 
plays, window streamers, consumer 
folders, newspaper mats—all will be 
working to give you a completely 
profitable fan season. 

But don’t wait. Order early. Call 
your R & M Fan distributor now. If 
you'd like us to send you his name, 
write: Robbins & Myers, Inc., Fan Di- 
vision, 387 South Front Street, Memphis 
2, Tennessee. 








“Breeze-All” Floor Fan Durable, 
mottled-mahogany plastic top and metal band. 
Chromium-plated legs and grille. Safe from 
top, bottom, sides. Delivers a whopping 3500 
cubic feet of air per minute. Doubles as extra 
seat or table. Extra-low-cost operation. Three 
speeds, 12” blades, and really quiet. Guaran- 
teed five years. $49.95, retail. 














“Package” Attic Fan Complete home cooling 
system—no trap-door, grille, or suction-box to buy. 
Easy to install. Ideal for low attics and all standard 
hallways. Rubber-mc d d-i d.Changes 
air once every minute in average house. Factory-lubri- 
cated, sealed ball bearings. Baked enamel (ivory) 
on shutter and trim. Four sizes with air deliveries 
from 4750 to 9700 CFM. From $149.50, retail. 








soun 
> 


6 * 26)! - P : 
Quiet Fan —w ide-blade, powerful oscillator at a popular price. 

One-piece, soft-rubber hub assures smooth, quiet operation. 

Balanced aluminum blades. Sturdy pressed steel motor body. 


Durable sable-brown finish. Mounts on wall easily. All the luxury features 
of much more expensive fans. Guaranteed one year. 

10” size, single speed, $17.45; 12” model, 

2-speed, $24.95; 16” size, 3-speed, $43.95, retail. 


“Quiet De Luxe” Fan—New gunmetal-enamel finish. 
Die-cast body and base. Oscillating mechanism fully enclosed. 
Delivers up to 1700 cubic feet of air per minute. 

Guaranteed 5 years. In 12” and 16” blades. 

Three speeds. 12” model, $43.95; 16” size, $52.95, retail. 


ROBBINS& MYERS . 


7s for 1G5/ 
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BUILT FOR BETTER SERVICE 


Rapidayton’s 


JET PUMP LINE! 


RAPIDAYTON’S new Jet Pumps are designed and 
built for trouble-free performance and long serv- 
ice life. All models have one basic design and can 
be adapted for shallow or deep well service sim- 
ply and easily. A wide range of sizes provides the 
right model for every type of installation. Send 
the coupon below for details. 


VERTICAL JET PUMPS— 
Rar AYTON S complete 
vde vert a 
ep and 
O s hp 

uding | 


with any 


HORIZONTAL JET 
PUMPS RAPIDAYTON'S 
horirontal jet pumps 

n site from 4 

1 hip. inclusive 
with models suited for 
ther deep or shallow 


ervice 


RAPIDAYTON PACK- 
AGE SYSTEMS The 
w RAPIDAYTON line fea 
ontal jet pump 

eep and shallow 

with pump 

» a horizontal 

a package 


required 


THE DAYTON PUMP & MFG. COMPANY 

Dept. EM, 500 Webster St., Dayton, Ohio 

Please send me complete details and prices on the new 
RaPipayTon Line of Jet Pumps. 

NAME 

ADDRESS 

city 

STATE 


Joins Staff 


HENRY J. CAREY has joined the busi- 
ness staff of ELECTRICAL MER- 
CHANDISING as sales promotion 
manager. He was formerly with Na- 
tional Advertising Service and prior 
to that was assistant to the business 
manager of COSMOPOLITAN and 
assistant to the publisher of AMERI- 
CAN DRUGGIST 


Telegraph Shopping Service 
To Begin Operation in May 


A unique “shop by telegram” serv- 
ice will make its bow in early May 
Known as Telegift, the new service 
makes it possible to order and pay for 
gifts by wire. One hundred and thirty- 
one department stores in as many cit- 
ies have agreed to participate in the 
plan, which will make use of the facili- 
ties of 3400 Western Union telegraph 
offices 

Telegift will offer nationally 
branded products in a variety of gift 
fields, including electric appliances, 
toiletries, candy and smoking acces- 
sories. The gifts will be described in 
Telegift advertising and in catalogues 
available at Western Union and in 
the stores. The purchaser pays only 
for the telegram and the gift. Tele- 
gift, Inc., with offices in New York, 
will bill the purchaser for the gift 
while the telegram cost will appear on 
the purchaser's phone bill 

Telegift officials said last month 
that electric housewares would defi- 
nitely be offered as gift selections un- 
der their service but they were unable 
at that time to identify the particular 
brands and appliances that will be 
included 


Viking Issues Coupons 
For Co-op Ad Credits 


Streamlined accounting procedures 
have enabled the Viking Air Condi- 
tioning Corp. to cut the cost of its 
dealer cooperative advertising pro- 
gram and as a result substantially in- 
crease advertising allowances to 
de ale rs 

Key to the new system is a coupon 
redeemable by dealers toward local 
cooperative advertising. The coupon, 
according to Viking officials, takes the 
place of a costly bookkeeping system 
which would otherwise be necessary to 
keep track of advertising credits and 
debits. The firm pays the dealer up 
to one half of the space or time cost 
if the dealer attaches ad coupons 
equal to or exceeding one-half of the 
cost 

ipons may also be used to 


a four-color display 





A Stockholder Takes Hold 


“Like many another small in- 
vestor, John J. Smith, a 38-year-old 
accountant, thought he had a win- 
ning stock. It was  Sparks- 
Withington Co. (Sparton radio 
and TV sets), right in his own 
home town of Jackson, Mich. 
Three years ago Smith bought 500 
shares at $5.50 a share, kept adding 
to his holdings until he had 2,200. 
Then he sat back and waited to cash 
in. 

“But the stock went down. 
Though the company grossed $17 
million in fiscal 1949, it netted only 
$25,709. The dividend: 10 cents a 
share. Smith got hopping mad, 
got hold of Theodore Schofield, 
biggest stockholder (5,600 shares), 
who had been fired from the com- 
pany after 41 years as an engineer. 
Schofield was mad too. Together, 
Smith and Schofield formed a 
coalition to set things right 

“Working nights and weekends, 
they wrote stockholders, charged 
the management was ‘inefficient 
and decadent’, and should be 
tossed out. To round up proxies, 
Smith flew his secondhand Beech- 
craft Bonanza one-armed around 
the country (blood poisoning cost 
him his right arm when a boy). In 
his whirlwind campaign, Smith 
spent more than $6,000--but it paid 
off. At the stockholders’ meeting 
last Ocober, Smith's group won by 
14,000 votes out of the 600,000 cast. 
Out of the $25,000-a-year presi- 
dency went Harry G. Sparks, 56, 
son of the founder. In went Stock- 
holder Smith with the big job of 
making good on his promises. 

“Last week President Smith 
made his first report. In the last 
half of 1950, said he, Sparks- 
Withington’s sales jumped to $14 
million v. $8.6 million in the 1949 
period. Earnings: $515,991. Since 
Smith took over he has expanded 
advertising, cut costs, and snagged 
business that had been going to 
subcontractors. Smith's new board 
of directors declared a 20 cent 
dividend.” 

—Courtesy of TIME, 
Copyright Time, Inc., 1951. 











The Thing Appears 


CENTER of attention at U. S. Ma- 
chine Corp.’s national convention of 
Winkler retailing distributors was 
‘the thing’’—which turned out to be 
a sales contest for distributors, retail 
salesmen and district managers. Half 
of the firm’s 1500 distributors at- 
tended, heard company officials pre- 
dict that the company may this year 
better its 1950 sales volume 


APRIL, 1951—ELECTRICAL MERCHANDISING 





Don't miss this opportunity to tie in with the “Range of the 
Stars” campaign—featuring Bob Hope, Jack Benny, 

Eddie Cantor, Gene Autry, Pat O’Brien, Alan Ladd, Broderick 
Crawford and Robert Young. Cash in on the movie star 
recipe booklet—ideal traffic builder—and the entire 
program! This is the most glamorous sales-packed Electric 
Range promotion ever developed! 


The movie star recipe booklet-—“HOW TO HOLD A STAR”’—is the 
keynote of this campaign. But that’s only a part of it! There are news- 
paper ads, direct mail, window and counter display material—ready 
to help you sell! Sponsored by the Edison Electric Institute. Featured 
by electric service companies everywhere. Contact your local electric 
service company today. Arrange for your supply of “HOW TO HOLD 
A STAR” and other material. Tie in! Cash in! 





Eddie Cantor stars on the 
“COLGATE COMEDY HOUR” 
every fourth Sunday at 8:00 P.M. 

over NBC TV network 


Jack Benny, star of 
“THE JACK BENNY SHOW” 
: heard every Sunday 
over CBS, coast to coast 








WONDERFUL 
TRAFFIC BUILDER 


This 12-page booklet, printed 
in two colors and fully 
illustrated, features the favorite 
recipes of movieland’s leading 
male box-office attractions, and 
testimonials by their wives on 
why they prefer an Electric 
Range. This is literature with 
glamour—the kind that gets 
trafic—and then SALES! Be sure 
to get your supply—from your 
local electric service company! 


+ + + * + + + H HF H F 


heeekeaeke Ke seek 


Mr. & Mrs. Jack Benny at their Electric Range, with Jack’s 
favorite dish, as shown in the recipe booklet— 


“HOW % 
ALAN LADD, staring in “BRANDED,” ee a ee 
Paramount picture. Color by Technicolor. 


Star 
Cut-Outs! 
Advertisements ! 


Available in mat form, 
also layout and copy GENE AUTRY, star of his own 
form, for utility com- television and screen productions, 
panies or dealers. Tie also starring on CBS radio. 

in, and cash in! 














"It's modern... 
cooks best" 


: : | : 4 The undersigned endorse and urge your support of the “Range of the Stars” program. 
says Ulan dada ph + CONTACT YOUR LOCAL UTILITY OR ELECTRIC SERVICE COMPANY FOR DETAILS! 


“pyeaatt gant i ADMIRAL « COOLERATOR + CROSLEY + DEEPFREEZE © FRIGIDAIRE « GENERAL ELECTRIC * GIBSON 
ae cine ee ts oe: HOTPOWT + KELVINATOR « LEDO «+ MONARCH * NORGE « PHILCO « UNIVERSAL « WESTINGHOUSE 


| : 
Easel Displays ELECTRIC RANGE SECTION - National Electrical Manufacturers Association + 155 East 44th Street, New York 17, WN. Y. 
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This Little Box Helps 
sell the Big Ones! 


Food Containers . . tried and 
proven freezer selling tools 
-and extra traffic builders 


Prelined Frostofold Pint and Quart Containers provide the quickest, easiest, 
most efficient way to home package foods for freezing. That's why 
Frostofold is approved by Good Housekeeping—highly recommended by 
leading home economists and freezer manufacturers — preferred by millions 


of consumers!... And that's why it has proved to be such a practical freezer 
selling tool! 


Frostofold combines a sturdy outer container, for mechanical protection, 
with a built in inner liner, to scientifically protect all kinds of frozen foods 
-also, pre-cooked foods of every type.wIts rectangular shape saves freezer 
space, makes storing simpler. Let Frostofold help you show customers how 


easy it is to home package foods properly for the most efficient use of the 
freezer you sell! 


Frostofold gives you a big extra plus in profits and store traffic by bring- 
ing women back regularly for repeat purchases of Frostofold packaging 
supplies. The full line of Frostofold materials also includes: A Complete 
Food Packaging Kit, Pint and Quart Polyethylene Bags, 6-lb. Poultry Bags 
and Stockinette. Order nationally advertised, consumer-preferred Frostofold 
materials now—through leading appliance distributors—or direct from 


The Interstate Folding Box Company *® Middletown, Ohio 


INA JIFFY 


SET-UP AND FILLED %, 
NO FUSS-NO BOTHER 
NOSPECIAL 


THE INTERSTATE FOLDING BOX COMPANY 
Middletown, Ohio 


Range Contest Winners Visit Chicago 


ry 


COB 


HIM MOORR 


OHNO POWER COMPINY 


SIXTY-FIVE REPRESENTATIVES of the Ohio Power Co., Canton, Ohio, were 
guests of Hotpoint, Inc., as a reward for achieving 131 percent of quota in a 


Christmas range and water heater promotion 


From left to right are E. M. 


Cobb, residential sales manager of the utility, Dwight Anneaux, manager of 
Hotpoint’s utility division, J. T. Moore, assistant residential sales manager 
for the power company, Edward R. Taylor, general sales manager, and John 
F. McDaniel, sales manager of Hotpoint. 


Lay Plans for Observance 
Of Water Systems Month 


\ slogan featuring increased food 
production has been adopted for Na- 
tional Water Month this 
year to direct attention to the import- 
ance of mobilization on the farm as 
well as in the factory. Herbert C. 
Angster, executive secretary and di- 
rector of the National Assn. of Do- 
mestic and Farm Pump Mfrs. pointed 
out that electric water systems have 
a major role in increasing the output 
of all major farm products and said 
that industry-wide promotional efforts 
in 1951 will stress more and better 
food, labor saving and protection of 
health through running water. He 
urged dealers to tie in with the water 
systems month promotion in May. The 
slogan reads: “Produce More Food.— 
Produce Better Food; Save Labor— 
Guard Health.” 

Manufacturers will supply dealers 
with promotional kits containing four- 
color wall posters and direct mail fold 
ers. 


Systems 


1951 Nelda Book Lists 
4200 Freeze Day Prices 


Verified freeze-day prices of over 
4200) electrical appliances, television 
sets and related merchandise are in- 
cluded in the 1951 Nelda Master Loose 
leaf Edition now available. Pictures 
and specifications of every model are 
also shown. 

The newest edition covers over 
300 lines; the original edition in 1948 
covered only 120 brands. The service 
is sold only on a yearly subscription 
basis; during 1950 over 10,000 listings 
were made in the course of the year to 
keep subscribers fully informed 

The service is unsubsidized by any 
manufacturer, distributor or associa- 
tion, but all data is verified directly 
with each manufacturer before publi- 
cation 

A year’s subscription costs $75 and 
entitles the subscriber to the Nelda 
Master as well as monthly supple- 
ments and weekly price bulletins. In 
addition subscribers receive special re- 
leases advising them of discontinuance 
of models and other information perti- 
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nent to electrical merchandising. The 
book is published by Nelda Publica- 
tions, Inc., 855 Avenue of the Amer- 


icas, New York, N. Y. 
Dehumidifier Business Gains 
Four Firms, Loses Leader 


Four appliance 
have entered the 


manufacturers 
household de- 
humidifier business since the Janu- 
ary markets, but the industry has 
lost its biggest producer with the 
withdrawal of the Frigidaire divi- 
sion of General Motors Corp. The 
newcomers are Admiral, Mitchell, 
Remington and Fedders-Quigan. 
Frigidaire made known its with- 
drawal during a nation-wide series 
of dealer February. 
However, the firm has some stocks 
of its dehumidifier on hand but until 
materials ease up will devote its 


meetings in 


available facilities to the production 


of other appliances 





Calling Chiquita 


It may be wrong to keep bananas 
in the refrigerator but that’s just 
the place for your extra flashlight 
batteries 

Refrigerator storage of surplus 
batteries is desirable because heat 
and low humidity deteriorate dry 
cell batteries, according to W. S. 
Allen, general manager of the elec- 
trical division of Olin Industries, 
Inc., producers of Winchester-Bond 
batteries. 

He predicted that batteries may 
become increasingly difficult to ob- 
tain because of the diversion of 
raw materials to defense produc- 
tion 

Getting back to storage, Allen 
said that the batteries should pref- 
erably be stored in the refrigerator 
in a container which is not tightly 
sealed. Flashlights should be kept 
in a cool place when not in use— 
but not in the refrigerator. 

One other thing: the battery 
should never be used immediately 
after removal from the refrigera- 
tor. It should be allowed to “thaw 
out”. 
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’ 
es nas in 


ountry Gentleman 


elp You Sell More 
Appliances! 


When a manufacturer puts an ad in Country Gentleman, it's the 
strongest kind of help to you in selling your best rural customers! 
This has been proved in a nationwide survey of men and women 
heads of Country Gentleman homes. Not only do they read Country 
Gentleman more, use it more, like it more than the other big 


farm magazines—but they also... 
In designing her kitchen, Mrs. Chandler, 


Country Gentleman farm wife of Maine, 


studied dozens of magazine clippings. She 


seni toieaeka Mae cae ] READ THE ADVERTISING in Country Gentieman...in 96.2% of homes. 


ironer, inlaid rubber tile floor 





2 GET BUYING IDEAS trom the advertising in 3 out of 4 homes. 





3 RECALL DEFINITE BUYING IDEAS in over 3 out of 4 of these homes. 





.  « . that’s why dealers like you give 


Country Gentleman a lead of nearly 2 to1 


when voting for the farm magazine that helps most to sell local customers 


That's why Country Gentleman also rates first with adver- 
tisers. They invest more advertising dollars in Country 
Gentleman than in any other farm magazine. 
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Make money 
out of Air! 


with the new 





Now-—in time for the humid season—get this money-making, nationally 
advertised OASIS Electric Air Drier! Oasis dealers last year sold thousands 
on the basis of a simple “try-before-you-buy” home demonstration. They 
actually demonstrated how this sensational drier removes up to three 
gallons of water every 24 hours, from the average-sized room with high 
humidity—sold 9 out of 10 demonstrations! 

In 1951 this sound selling technique will be backed up by regularly sched- 
uled national consumer advertising in such popular magazines as BETTER 
HOMES & GARDENS, HOUSE BEAUTIFUL and HOUSE AND 
GARDEN, that reach millions of home-makers with a powerful story of 
new home comfort. A complete program of merchandising is planned to 
tie you into this nation-wide “free home demonstration” offer. 


Write today for Money-making Facts 

No wonder there's a terrific demand for a product like this! Plugs in 
any electrical outlet . . . no chemicals. Ends damp basements, odor, mold, 
mildew, rusting, dripping overhead pipes, sweating walls Protects 
books, furniture, rugs, tools, clothes, machinery, etc., from damage by 
moisture and mildew . .. Makes basement living a pleasure—for laundering, 
cooking, working, playing. 

Write today for money-making facts and the name of your distributor. 
The EBCO Manufacturing Company, 405 W. Town St., Columbus 8, Ohio. 


THE EBCO MANUFACTURING CO 


“World's largest manufacturer 
of ELECTRIC WATER COOLERS” 
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1937 appliance dealer 

Carlson, Jr., had little idea 

that he was 14 years ahead of his 
time. 

But the photograph that Carlson 
had taken in his Helena, Mont., 
shop on May 28, 1937 is proof 
he had anticipated 
many modern developments by the 


enough that 

industry Carlson's 
“Freezerino” special had a storage 
rack inside the door, a nest for 
ges, a “blazo” defroster, “slippery 
side shelves”, “no moving parts”, 
“no cost operation”, and a “lit a 


latch” door opet 





Born 14 Years Too Soon 














In 1937 it was all a gag. But 
now, says Carlson, “after reading 
the February issue of your maga 
zine and seeing the ads of several 
refrigerator manufacturers therein 
we feel we have been slighted 
These people have stolen our ideas 
on modern convenience in refriger- 
ation.” 

Most of 
been adopted by present day manu- 


Carlson's ideas have 
facturers but no one so far is offer 
ing “gooberfeather insulation”. It 
may be that Carlson was even more 
than 14 years ahead of himself on 
that one 








Don’t Mistreat Public, 
Duggan Warns Dealers 


Salesmen must take pains to avoid 
the mistreatment of the public that 
occurred during and after the last war, 
F. F. Duggan, general sales manager 
of the American Central division of 
Avco Mig. Corp., told distributors last 
month during a series of 16 regional 
conferences 

Warning that such 
was an outgrowth of a 
know 


mistreatment 
“don’t you 
there's a war on” attitude, 
Duggan told the distributors that 
salesmen who maintain high standards 
of courtesy, tact and fairness will 
prosper most from consumer good will 
in the future 

As proof of his own firm's determi 
nation to “keep. selling”, Duggan 
pointed to the 1951 advertising and 
sales promotion budget which is the 
largest in the company’s history. Ad 
vertising manager Charles \. Rein 
bolt, Jr., said that American Central 
would use heavy schedules in a repre- 
sentative group of consumer pulica 
tions and that such schedules would 
be supported at local levels by key 
city campaigns 

Duggan told the distributors that 
American Central doubled its 194 
sales volume last vear and broadened 
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its distribution by expanding from 
1,000 to 5,000 dealers. The company 
will make every effort to maintain 
this momentum, he said 

Introduced at the conferences were 
a packaged kitchen to be sold at a 
price ($369.95) no higher than the cost 
of many individual appliances, and a 
“handy pantry” unit of three revolving 
round shelves 


RACCA Names New York Firm 
As Executive Vice-President 


The New York firm of Schneider 
& Edelstein has been named to act as 
executive vice-president and general 
counsel for the Refrigeration and Air 
Conditioning Contractors Assn. The 
selection of the firm was a highlight 
of the RACCA board of directors 
neeting in Washington in late Feb- 
ruary 

The program for the year drawn up 
by president Theodore A. Reina in- 
cludes a plan for keeping members 
up to date on defense regulations and 
a vigorous membership drive 

The group's annual convention will 
be held in Chicago on 
and 4 


November 3 
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Profit by handling range lines that 
employ the easiest-to-operate and most 
cooperative oven control ever built! 


This is IT—the WILCOLATOR .. . the most advanced concept of simplicity, 
sensitivity and cooperation in modern oven-heat controls. 

A turn of the Dial, a push of the Preheat Button—and a Wilcolator-controlled 
oven is set to deliver the exact cooking temperature desired . . . deliver it fast 
(but fast) . . . and maintain it indefinitely. 

And that’s not all. As soon as the oven is sufficiently preheated, the 
Wilcolator preheat button snaps out with an audible click, giving unmistakable 
warning that the oven is ready for use. Here’s cooperation plus! . . . a boon to 
the busy cook, veteran or novice. No waste of time or fuel. 

Yes, Wilcolator means meal-making that’s simple, quick, successful. When 
the dial is turned to a setting, the oven bake element is automatically cut in. When 
the preheat button is pressed, the broil element is cut in. With both elements 
“pouring on the heat’’, exceptionally fast preheat is obtained. 

As oven temperature approaches dial setting, the preheat button snaps out 
—disconnecting the broil element. Temperature “overshoot” is so accurately 
gauged, that almost from the moment food is placed in the oven, it is subject only 
to the cooking temperature selected. 

During cooking, Wilcolator’s super-sensitive thermostat switch (operating on 
a 30 to 50 per cent lower differential than heretofore possible) regulates the bake 
element so closely that oven heat is precisely maintained . . . resulting not only 
in perfect baking and roasting, but in maximum fuel economy. 

You'll find the Wilcolator control will “click” with every prospect. It’s a plus 
value you cannot afford to miss. Profit by making sure every electric range you 
handle has the outstanding advantage of Wilcolator. 
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The Wilcolator Control provides both visual 
and audible signals. Pilot lights indicate when 
bake and broil elements are cut in and cut out. 
Preheat button snaps out with a clearly 
audible click when oven is ready for use. 


The control can be installed, on two mounting 
screws, in any of four positions—with preheat 
button located above or below, to the right 
or left of the dial. Contour harmonizes with 
the over-all appearance of any electric range 
. .. particularly with modern design. 


6 NOW A Gas Oven Control 

© @, ‘That Also Says “WHEN” 
Wilcolator’s outstanding Oven Heat 
Control for Gas Ranges is now avail- 
able with the revolutionary Wilcolator 
“Oven-Reddy” Indicator which auto- 
matically signals as soon as the oven 
is ready to use. Thus the exceptional 
advantages afforded by the Wilcolator 
Gas Range Control—such as its large 
capacity “Uniflow” valve for super- 
speed preheat, and amazing ease of 
servicing—are supplemented by an ex- 
tremely desirable feature hitherto only 
available on electric ranges. 




















YOU CAN'T HELP — 


If you sell one of these 
famous space heaters 


ALLEN’S 

BARNES 

BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (Canada) 
CREST (Canada) 
CUSTOM-AIRE 
DUO-THERM 
ENTERPRISE 
ENTERPRISE (Canada) 
ESTATE-HEATROLA 
FINDLAY (Canada) 
FLORENCE 

H. C. LITTLE 
HERCO (Canada) 
INTERNATIONAL 
JUNGERS 

LACO 

LONERGAN 
MAGIC CHEF 
MONARCH (Canada) 
MONARCH 
MONOGRAM 
NESCO 
NORGE-HEAT 
PERFECTION 
PREWAY 

QUAKER 
SAFEWAY 
SIEGLER 

SILENT FLAME 
SUPERFLAME 
TORRIDAIRE 


WASHINGTON 
FRUGAL 


PLUS ALL THE LUXURY 


OF AUTOMATIC HEAT... 
WITH LOW-COST, 

EASY TO SELL 

A-P COMFORT CONTROLS 


Yes, it you sell one of the famous-make space 
or trailer heaters listed here you can offer 
every customer the luxury of true automatic, 
thermostatically controlled heat! This means 
easier selling, because you can offer comfort 
and convenience equal to the most expensive 
kind of heating, with no wasted heat — and 
substantial fuel savings! 


What’s more, this easy-to-sell comfort means 
AppiTionaL Prorits for you. Write now for 
Bulletin T-2 on A-P Comfort Controls. 








~ 


EASY TO INSTALL 


There's an A-P Electric or Mechanical 


Comfort Control actually engineered 


to fit these heaters. Just mount conver- 
sion top on present manual control; 
connect to thermostat and plug-in 
transformer. Mechanical thermostat 


even eliminates wiring! 





DEPENDABLE Controls 


A-P Comfort Controls are designed and built to exact space- 
heater specifications by A-P Controls Corporation — for 19 years 
America’s foremost manufacturer of controls and valves for oil 
and gas-fired furnaces and space heaters. Makers of famous A-P 
valves, controls and accessories for refrigeration equipment. 


A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 
2400 N. 32nd St. @ Milwaukee 45, Wis. 
In Canada: A-P Controls Corporation, Ltd., Cooksville, Ontario 
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ROBERT M. MITCHELL 


JOHN M. CROUSE 


Robert M. Mitchell has _ been 
named general sales manager for 
Whirlpool Corp. He has been with 
the firm since 1936 and most re- 
cently was Whirlpool division sales 
manager. 

LeRoy M. Howard, formerly di- 
rector of sales promotion, has been 
named sales manager for war pro- 
duction while John M. Crouse, pre- 
viously eastern zone regional sales 
manager, has been made sales man- 
ager for the Whirlpool division 


DON DAVIDSON 


Don Davidson, formerly dryer 
promotion manager for Whirlpool, 
1as been named to succeed Jack D. 
Sparks as manager. 
Sparks has been appointed to the 
firm's defense contract division. 


advertising 


Hotpoint, Inc. 


Miss Clara Sherburne, home 
economist for Hotpoint, Inc., has 
been transferred from Philadelphia 
to San Francisco. She had been with 
Hotpoint since 1947. 
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Nesco, Inc. 


PAUL H. HILL 


EUGENE G. BLUMENSCHEIN 


Paul H. Hill has been appointed 
director of sales for Nesco, Inc. 
Hill formerly conducted his own 
sales counselling service in New 
York and prior to that was director 
of sales and advertising for Schick 
and vice-president and general man- 
ager of Mengel Co. 

Eugene G. ~ Blumenschein has 
been made general manager of 
Nesco’s electrical division. He was 
formerly sales manager of the di- 
vision. 


Telechron, Inc. 


Five Telechron salesmen have 
been promoted to positions as district 
managers. They are: G. H. Neil- 
son, T. M. Sparks, Jr., E. J. Keefe, 
C J. Fabso and H. J. Murphy, Jr. 
They will be in charge of the Syra- 
cuse, Pittsburgh, Kansas City, Cin- 
cinnati and St. Louis offices, respec- 
tively. H. D. Stanton, formerly 
manager at Cleveland, has been 
made district manager in Detroit 


Capehart-Farnsworth Corp. 


Chester A. Bejma, formerly man- 
ager of Capehart-Farnsworth’s Chi- 
cago region, has been made man- 
ager of distribution for the firm 
His duties will be chiefly those of 
liaison between field and factory. 
He was formerly with G-E. 

Two new district representatives 
have been named by Capehart. Ed 
G. Denham will cover the District 
of Columbia, Maryland, Virginia, 
West Virginia and North Carolina. 
Joseph F. Kelly, Jr., will cover the 
Detroit region. 
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A fact nobody knows better than you! 


Who knows better than you, Mr. Dealer, how the Yes, Mr. Dealer—as with other famous General 

public goes for that trusted General Electricmon- _ Electric products, the letters G-E, the symbol of 

ogram on fans! dependability, will draw customers to General 
No need for long sales talks when you display Electric Fans! 

G-E Fans—the name does the selling for you! And now... 





GENERAL ELECTRIC’S GREATEST FAN PROMOTION! 





To make your job easier—to move G-E Fans 
faster than ever before—General Electric is 
going all out with the biggest advertising pro- 
motion in electric fan history! 


15 Consecutive Weeks of “Hard Sell’’ Ads 
in the Saturday Evening Post! 








A TWO-PAGE SPREAD! 
7 HALF-PAGE ADS! 
7 QUARTER-PAGE ADS! 








AND—when it counts the most! In spring and sum- 
mer when the weather’s good and hot—these effec- 
tive ads will be reminding people that G-E Fans are 
the fans with the “DOUBLE PLUS”! 


PES 


They’re Hummingbird Quiet! You'll hardly know 
they’re in the room, except for the cooling comfort 
they give, because G-E Fans work in a whisper! In 
engineered tests, nine G-E Fans, running all at once, 
made less noise than one same-sized fan of a leading 
competitor! 





(LLUS 2, 


They Last and Last! General Electric Fans are G. E. 
““precision-engineered”’! They are so sturdily con- 
structed that many last a lifetime! G-E Home Fans 
are self-lubricating for 10 years! They’ll give your 
customers years of dependable service! 





MBS GENERAL @@ ELECTRIC 
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What's your “IQ” 
on Porcelain Enamel 2 











When customers fire questions at you about Porcelain 
Enameled products, it will help fatten your sales 
curve if you know the answers. And it will help you 
gain the good-will of buyers too. 

Here are four of the most commonly-asked questions 


—and the correct answers. 


Is Porcelain Enamel a baked-on synthetic finish? 

No. It is made of rock-like minerals and is permanently 
bonded to the base metal at a high temperature (1550 F.). 

At this point the Porcelain Enamel actually melts and fuses 
with the red-hot special enameling iron. 

Is Porcelain Enamel heat-proof? 

Since it is processed at 1550 F., Porcelain Enamel will 
withstand any temperature it is likely to encounter in 

home service. Hot skillets or forgotten cigarettes can’t 
harm its hard, glossy surface. 

Is Porcelain Enamel easy to clean? 

It is one of the easiest of all surfaces to keep clean. There 
are no tiny pores to collect dirt and moisture. Porcelain 
Enamel is not rubbed away by frequent use of accepted 
kitchen cleansers to remove grease or stains. 

How long should it last? 

Porcelain Enamel is often called the “lifetime finish.” 
Most Porcelain Enamel today is acid-resisting, and is not 
affected by fruit juices, aleohol, alkalies and common 


chemicals that often mark or destroy other types of finishes. 


Remember these selling points for Porcelain Enamel 
on Armeo Enameling Iron. Your customers will be 


better satisfied when they know that parts of the new 


appliances or housewares they buy are made of the 


“World’s Standard Enameling Lron” 


vertised for 37 years. 


ARMCO 


STEEL CORPORATION 


2641 Curtis St., Middletown, Ohio e Plants and Sales Offices from 


pRMCO 


V, 


Coast to Coast e Export: The Armco International Corporstion, 
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NEW POSITIONS 





nationally ad- 


Chelsea Fan and 
Blower Co., Inc. 


GEORGE J. READ 


George J. Read, formerly general 
manager of the Chelsea Fan and 
Blower Co., Inc., has been elected a 
vice-president of the firm. Before 
joining Chelsea he had been director 
of economic research for Consol- 
idated Edison, New York Two 
other Chelsea executives, Leslie R 
Hansel and Henry W. Clower, were 
also named vice-presidents. Clower 
will be in charge of southern opera- 
tions while Hansel will 
nanufacturing 


supervise 


Hamilton Mfg. Co. 
C. W. Haley, formerly 


ern field representative for Hamil- 
ton Mfg. Co., has been transferred 
to the firm’s home office to assist 
sales director C. H. Rippe. D. C. 
McDermand, formerly eastern field 
representative for the firm, has been 


southeast- 


appointed special utility representa- 
tive and will devote most of his 
time to contact and promotional 
work with utilities. R. C. Burbridge, 
formerly southwestern field repre 
sentative, has been named to suc- 
McDermand in New 
New 


ceed 


York 


upper 


state and England 


Wilcox-Gay Corp. 


ED MOREY 


Ed Morey has 


charge of sales for the 


been placed in 
W ilcox-Gay 
Corp. He will become assistant to 
Milton Ben 
ager ot the 
Wilcox-Gay 


sales ot rece 


jamin, general sales man 
Majestic 
Morey 


rders, rec 


division of 
will direct the 
rding blanks 
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Belmont Radio Corp. 


Charles R. Lunney has been made 
assistant advertising manager of 
3elmont Radio Corp. He was for- 
merly with WESCO's midwest dis- 
trict and prior to that was advertis- 
ing and sales promotion manager for 
Stewart-Warner 


Cory Corp. 


James E. Gallagher has been 
named eastern division sales man- 
ager for Cory Corp. He will super- 
vise the five sales territories which 
cover 14 eastern states. He was for- 
merly a divisional manager 
with Automatic Washer Co. 


sales 


Mengel Co. 


DONALD C. SIMPSON 


Donald C. Simpson has been 
elected vice-president of the Mengel 
Co. He will continue as general 
manager of the firm’s cabinet di- 
Before joining Mengel in 
1949 he was a vice-president of Glas- 
floss Corp and prior to that had 
been sales manager of the electrical 


vision 


insulation division of Owens-Corn 
ing Fiberglas Corp 


Automatic Washer Co. 


sales 


has 


Appointment of divisional 


in four territories 
ven announced by the Automat 
Washer Co. Allen D. Chantry will 
have charge of the m with 
offices in Omaha 7 
will head the 

from Dallas. Joseph J. Pence will 
supervise the mid-Atlantic and New 
England divisions with offices in 
Philadelphia while M. C. Fitzpatrick 
} 


Inanagers 


dwest 
Burchard 


division 


southwest 


cago di 


will head the (¢ 


Magnavox Co. 


Magna 
for the 


Henry Esterly, formerly 


vox district sales manager 
state of New York, has been made 
district sales manager for metropol 
itan New York. John 


Esterly 


Hogan suc- 
Was tor- 
man- 


ceeds Hogan 


merly eastern regional sales 


ager for Schick, Inc 
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ELIZABETH TAYLOR 


in M.G.M.’s “Father's Little Dividend” 


(sequel to ‘‘Father of the Bride’’) 


~, WILL JOIN IN YOUR FLOOR SHOW 


A Big Gas Industry, completely-packaged, 
nation-wide promotion for you. It’s a profit-building 
tie-up between you, M.G.M.’s big smash hit, 

your local theatres, your gas utility and 

your gas range manufacturer. 


This Gas Range Spring Style Show will bring 

crowds into your store. Backed up by a live 
demonstration of the all-star features of Automatic 

4 2) Gas Ranges Built to “CP” Standards, it will make 
money for you just as the 1950 Spring Style Show 


cS ———— - made bi fi ied i 
. g profits for every dealer who tied in. 
Cbinabeth [angler says; ; . 


Ask your gas utility, gas range manufacturer- 
‘6 ‘ on 
it's smart to cook wit! — for full details. 
an automatic 


GAS RANGE” 


ELIZABETH TAYLOR co-star of FATHERS LITTLE DIVIDEND 
An M.G.M. Picture 


“CP" is the unbiased buying guide to the finest in cooking appliances. 
“CP” appears only on gas ranges built by a member and tested to 
meet the highest standards of the Gas Appliance Manufacturers Asso- 
ciation. These standards were created for your customers’ protection 


on recommendations made by leading manufacturers, the American 
Gas Association and the LP Gas Association. 


For all types of gases — in cities, towns and on farms. 


AB ESTATE MAGIC CHEF PERFECTION 
* ACORN GAFFERS & SATTLER MAYTAG DUTCH OVEN ROPER 
x ¢ ; BLUE-BONNET GARLAND MOFFAT-ROPER SPARK 
CALORIC GLENWOOD OCCIDENTAL TAPPAN 
CLARE GRAND ODIN BEAUTYRANGE UNIVERSAL 
CROWN HARDWICK, O'KEEFE & MERRITT WEDGEWOOD 
DETROIT JEWEL INGLIS-TAPPAN ORIOLE WESTERN HOLLY 


Gas AppiiANCE MANUFACTURERS ASSOCIATION, INC. | 60E. 42d5St.,N. Y. 17,N. Y. 
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SAINT Louis 


Ready to boost your 


WRITE OR 
WIRE TODAY 
FOR OUR 
1951 CATALOG 
SHOWING 
COMPLETE LINE OF 
SPRING-SUSPENDED 
FANS! 
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(951 sales 


Your surest step to fast fan sales . . . these exclusive patented 
spring-suspended Internationals operate below a whisper—actu- 
ally sell themselves by offering the MOST for your customer's 


FAN DOLLAR! 
Silent—no hum or vibration—it floats 
on springs 
Beautifully styled cabinet 


Powerful—big 20” blades move 
more than 3500 CFM. 


Two speeds. 
Fits any window up to 44” width. 
Guaranteed 


SSS SS SSS SSS SSS SSS SSS SSeS Sees eeeeae, 
FAN DIVISION, 
INTERNATIONAL OIL BURNER CO., 
3800 Spring & Park Aves., St. Louis 10, Mo 
Please send me full details on your complete line of silent 


spring-suspended fans for 1951. 


Name 


| 
| 


Address 


CTT TTT 


City —Zone___State 


My distributor's name -_ 


City — 


een snc en eR EERE EEE 


LEAGUE ACTIVITIES 





Year Veterans Honored 


SIX INDUSTRY PIONEERS were honored by the Electrical Assn. of New 
Orleans at its thirtieth anniversary dinner last month. From left to right, 


seated, are John K. Raby, E. M. Snyder, 


Henry Gsell, and G. M. Niemeyer. 


Standing are L. L. Newman, W. E. Clement, chairman of the group’s pioneer 
committee who awarded the service certificates, and A. Baldwin Wood 


Lussky Re-elected President 
Of Kentucky Dealer Group 


Claude V. Lussky of Louisville has 
been re-elected president of the Radio- 
Appliance Dealers Assn. of Ken- 
tucky. Other officers include Dean L 
Russell, vice-president, Karl Daubert, 
secretary and John E. Bindner, Jr., 
treasurer. 


Phoenix Merchandisers Run 
Kitchen Contest for Architects 


A contest open to architects of the 
Phoenix area highlighted the “mod- 
ern kitchen” promotion sponsored by 
the Appliance Merchandisers Assn. of 
Phoenix, Ariz. during the month of 
February. Artist’s drawings, in color, 
distinctive, up-to-the-minute modern 
kitchens were submitted for judging 
and were displayed in the utility's 
downtown office. Four 40-in. ads over 
the signature of the Association 
plugged modern kitchens and called 
attention to the exhibit. 


Market Week Meeting in San 


Intermountain Group Elects 
Paul Devine to Presidency 


Paul J. Devine, general manager of 
W. H. Bintz Co. of Salt Lake City, 
was elected president of the Inter- 
mountain Electrical Association at its 
recent annual meeting, succeeding 
James L. Schricker, manager of the 
appliance division of the General Elec- 
tric Supply. Other officers include 
Jas. C. Littlefield, Salt Lake division 
manager, Utah Power & Light Co., 
vice president, and Mark Austin, Sun- 
beam Co., secretary-treasurer. 


National TV-Appliance Show 
Cancelled by Chicago Group 


The Chicago Coliseum and Electric 
Assn. have issued a joint statement 
announcing the cancellation of their 
annual Television & Electrical Living 
Show. The current international situ- 
ation and its effect on the availability 
of merchandise led to the cancella- 
tion. 


Francisco 








COMPAR'NG NOTES on league activities in their area are George Cain, 
secretary of the Sacramente Electrical League, J. Clark Chamberlain, manager 
of the Bureau of Home Appliances, San Diego, and Leroy Bennett, manager 
of the Northern California Electrical Bureau, San Francisco. 
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o 
business Is 
GOOD business! 





You're a SALES Headquarters on every gift occasion 


ren era with J ENE quauiry GiFts 


Zenith Clock-Radio. 


Gift Headquarters ...sALES Headquarters, indeed! For in critical times like these 
your customers can’t afford anything less than ZENITH Quality. Yes, people know 
that the radionic gift that they give may not be replaceable for years . . . and 
that the superb, advanced styling and engineering, the costlier parts and material 








. in a ZENITH . . . is their guarantee of satisfaction and real pleasure. It’s a gift of 
_ good sense .. . a gift of good taste! 
a Whatever occasion . . . weddings, birthdays, graduations . . . you'll realize 
Si what a terrific volume can be had in GIFT-SALES when you seii Zenith. There’s a 
bad ba be ready demand and a good profit for you in your ZENITH gift traffic. REALIZE your 
nl wv share of it... Now . . . during this heavy gift-giving season! 

IN TIME asa graduation 

gift Zenith’s brilliant NEW 

portable .:. the 401 


A big SELLER! But then ithas me 
Zenith’s Cobra-Matic plus #y| 
powerful DialSpeaker radio @ 3) A 
.». the CARLETON, = | 





Plays anywhere . a “perfect” 


gift all year round! It's Zenith's 


i 
<7 powerhouse-portable...the 


UNIVERSAL. 





there’s a HARD SELLING package of KEY YOUR GIFT CAMPAIGN 


special ENITH Promotional Material TO THESE MAY-JUNE 
~ GIFT OCCASIONS 


. 
° Graduations 
. . 
RIGHT! Zenith wants this Girt Campaign to be the biggest, most PROFITABLE Sales * Anniversaries 
Drive that any dealer ever had. And it will be... with a tremendous NATIONAL * Weddings 
ADVERTISING schedule, hard-hitting NEWSPAPER campaign that definitely “tiés-in” . . . ’ 
ne ; * Mother’s Da 
PLUS . . . a special package of dealer material. There’s new GIFT FOLDERS, GIFT h i y 
* 
CERTIFICATES, special AD-MATS, bright, attention-getting DISPLAY MATERIAL . . . every- Fat ers Day 
- 
thing you NEED and WANT for a real promotion! * Servicemen 


for your gift campaign... 





ZENITH RADIO CORPORATION 


6001 DICKENS AVENUE CHICAGO 39, ILLINOIS 








“No Winding Burnouts with 
Klixon Protectors,’ Cheers 
Up-To-Date Electric Repairman 


ALBANY ,N. Y.: Carmon Slingerland, Casey’s Electrical Repair 
Shop, gives the kind of advice ...and the kind of service... 
that’s bound to keep him and his company well abreast of 


today’s competition. 


“In our experience,” states Mr. Slingerland, “there is no 


question but what Klixon Protectors prevent winding burn- 


outs. This is especially important in appliance motors where 
Klixon protection means greater customer satisfaction and 


fewer service calls.” 


Klixon Protectors Build Customer Goodwill 
by Preventing Motor Burnouts 


The Klixon Protectors illustrated are built intothe motor 

by the motor manufacturer. In such equipment as re- 

frigerators, oil burners, washing ma- 

chines, etc., they keep motors working 

Manual by preventing burnouts. If you would like 
Reset increased customer-preference, reduced 
service calls and minimized repairs and re- 

placements, it will pay you well to ask for 


Automatic equipment with Klixon Protectors. 


SPENCER THERMOSTAT 


Division of Metals & Controls Corp. 
2504 FOREST ST., ATTLEBORO, MASS. 





LEAGUE ACTIVITIES 





New Association President 


TAKING THE GAVEL as president of the Chicago Electric Association is 


Harry Alter, (left 


George L. Seaton, of the Illinois Bell Telephone Co., 


treasurer, does the presentation in the absence of retiring president, Axel H 
Kahn, district manager of General Electric Supply Co., who is the association's 


new treasurer 


Kise Elected To Head 
Atlanta Association 


Leroy H. Kise, appliance buyer at 
Rich’s department store, has been 
elected president of the Atlanta Elec 
trical Assn. Other officers include Ed 
F. Yancey, Jr., vice-president, A. F 
Eichenlaub, honorary secretary, and 
Herndon Thomas, J. C. Brown, Vance 
Woodcox and J. H. Cawthon as new 
lirectors 


Howard Walthers Named to Head 
British Columbia League 


Howard N. Walthers has _ been 
lected head of the Electrical Service 
League of British Columbia. Brig. 
Gen. W. W. Foster was elected vice 
president while Richard Hall, secre- 
tary manager of the league since its 
foundation, continues in that capacity 


Washington Institute Sponsors 
Refrigeration Drive in March 


Dealers, distributors, manufacturers 
and the utility joined with the Electric 
Institute of Washington in a March 
campaign on modern refrigeration. A 
special slug was used in ads through 
out the month 


Los Angeles Electric League 
Plans Active Year in 1951 


\ greatly expanded program to help 
its dealer members weather the prob- 
lems that will be met during a pro- 
gram of industrial and military mobili- 
zation was announced by the Los An- 
geles Electric League through its new 
managing director, Glen Logan, at a 
membership meeting on January 25. 

More than 150 retailers, wholesalers 
and manufacturers’ executives attended 
the meeting at which Logan announced 
that the league’s program called for: a 
bi-weekly bulletin interpreting govern- 
ment orders; sales and service clinics ; 


APRIL, 


analysis and recommendations on good 
business practices for members; estab- 
lishment of better press relations for 
the league; and creation of league- 
wide promotions to increase the sales 
and acceptance of products sold by the 
members 

Proposed changes in the constitution 
and by-laws of the Los Angeles Elec- 
tric League were outlined to the mem- 
bers and guests by Jack Hargrove, 
executive of the Hargrove-Green Co., 
and chairman of the league amend- 
ment committee. (Shortly after the 
meeting, Hargrove was elected presi- 
dent for the coming year.) 

Visiting speaker was Ed Hegarty, 
manager of sales training, appliance 
division, Westinghouse Corp.. who 
told the members and guests that they 
were headed for a period in which 
they would see all the troubles of 1941, 
42, '46 

Elected with Hargrove were: execu- 
tive vice-president, M. Zillgitt, Tele- 
vision Household Appliances; secre- 
tary, Ken R. Johnson, general sales 
manager, Packard-Bell; treasurer, 
D. C. Culbreath. 


INCREASED ACTIVITY by the Los 
Angeles Electric League is announced 
by new managing director, Glen 
Logan, at annual membership meet- 
ing. 
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HOW TO RUN A SMALL BUSI- 
NESS, by J. K. Lasser. McGraw- 


b | 
Hill Publishing Co., New York. offers America $ 
350 pp., $3.95. 
A 
Pia aaeaae: Newest Line 


reputation as an authority on the sub- 
ject, has brought together more infor- 


: : s 
mation on every phase of small busi- = we of Electric 





ness operation than it seems possible , 

to pack into 300 pages. In a brisk and Be y | 

authoritative style he disposes of one ater 00 ers 
point after another with economy and % 

precision. It is not a book to run 1 

through lightly, and it is not one . : 4 

which needs to be read in its entirety. aT ; : » Bottle, bubbler, explosion proof, air and 
The reader is not likely to have all . 

the problems which Lasser discusses ces water cooled models. 3 to 10 gallons capacity. 
thrust upon him at the same time. But : 

1 businessman in search of advice on I ne : : ae 

a particular aspect of management will | f Hermetically sealed refrigeration System hit 
probably find it here. It may not be : : 

De ae ade ae ae 3 ; lubricated for life. Bubbler coolers have dual 
quite so specific a solution as he de 

mands, but a book of this type has its ’ . . aa 

Meaiany Se eenisian diciasn, be ae a lc cooling . . . refrigerates inside and out. 


individual headaches peculiar to cer- 





tain types of enterprises. In a general 





Convenient foot pedal operation on 4 bubbler 
way it covers all the ground, and in 


some fields—particularly taxes (Las- : i models. 
ser’s specialty) and office expenses— 
it is as specific as any one could ask. Fedders 5-Year Protection Plan. 
What It Covers 





\ list of all the topics covered in 
‘How to Run a Small Business” is too 
long to run here, but the main headings 
boil down to: building for profits, Ste’ : . 
keeping accounts and other records p This is the year-of-years to cash in selling 


efficiently, avoiding frauds, managing 


tenes tor eoker anit, See a Fedders Water Coolers. Approved by man- 


credit and installment sales, financing . a es 8 2 

a business, planning an insurance pro- = > ial agement, labor, medical and government au- 
gram, buying an established business, thorities as essential equipment under emer- 
deciding o1 thie torm of a Dusiness 


(proprietorship, partnership, corpora- 


gency conditions. Maintain your sales and 

tion, etc.), operating a store o1 plant . i sf . 
wholesale enterprise profitably, and profits in spite of restrictions on household 
running a business office efficiently. a li: ‘ 
An extensive bibliography at the end appliances. 


refers readers to other publications, 





lealing with specific 


seeeeeee Write or mail this coupon for money-making facts 


Phere is little or no consideration — Model 3B-3 Model 3F-4 Model 3T-6 
of the hu in element in the book, ex seasombast peta 6 gallon FEDDERS-QUIGAN CORPORATION 
Dept. EM-10 


57 TONAWANDA ST., BUFFALO 7, N. Y. 


pt as an obstacle that takes innumer 
ible forms and must be kept submerged 
vhenever possible. Casting a business 
as nearly as possible in the form of a Send information immediately on latest 


Fedders Water Cooler line and marketing. 


machine is Lasser’s province. In “How 
to Run a Small Business” he presents 
repair procedure for every type of 
managerial breakdown an operator is 
likely to face. It is up to the operator 


to use it 


Name 
Title 
Concern 
Street 


Model 3T-10 Model 3TE-10W Model 3T-10W 
10 gallon Explosion proof Water cooled 


City 


4 -QUIGAN 


CORPORATION 
~~ isse- 57 TONAWANDA ST. «¢ BUFFALO 7, N. Y. 


“THIS IS OUR DELUXE MODEL, IT HAS CHIMES 
ENOUGH FOR A HOUSE WITH UP TO SEVEN 
DOORS. AH—CAN YOU READ MUSIC?” 
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FY 7 F 
hy _ BAKE-MASTER” BAKING OVEN 


GEO. D. ROPER CORPORATION - ROCKFORD, ILLINOIS 


Offices and Warehouses in Principal Distribution Centers 
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ADAMS DISTRIBUTING CO., Boston, introduced the Coolerator line to dealers 
at an open house in February at which the firm announced details of a 
Bermuda vacation deal available to dealers for sales achievement on Cooler- 
ator products. From left to right are president L. Sherman Adams, general 
manager Ralph B. Knapp, Emil Rasa, Cooloerator district manager, and Gene 
Orren, Coolerator field service supervisor. 


Allen Made District Manager North and South Carolina. Dam- 

For Sampson Co. in Peoria age was estimated at $200,000. A 
large stock of merchandise was 

J. W. Allen has been made dis damaged 

trict manager in the Peoria-Bloom- 

ington-Danville area for the Samp- 

son Co., Chicago. He succeeds M GESCO Branch in New Orleans 

DonLouie who has been made sales Leases New Warehouse Center 

manager of the Sampson appliance The 


New Orleans branch of the 
division in the outer territory. 


General Electric Supply Corp. has 
signed a 20 year lease on a large 
Fire Destroys Office, Warehouse warehouse, sales room and office 
Of Carolina Sales, Greenville now being constructed in that city 
by Warehouse Investment Corp. 
Fire early in February destroyed The building will contain 75,000 
the office and warehouse of the Car- sq. ft. of space with 15,000 sq. ft. 
olina Sales Corp., Greenville, N. C., devoted to office space. Comple- 
distributors for Philco in both tion is scheduled for July 1 


Picture on Anniversary 


HONORED BY EMPLOYEES on the twentieth anniversary of his association 
with Emerson, A. Irving Witz, second from left, president of Emerson Radio 
of Pennsylvania and Emerson Raaio of Florida, accepts an oil portrait of 
himself. Looking on are Mrs. Witz, |. Jaffe, head of the Emerson parts 
department, and artist George Sehring, (right 
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Model 2-G-10 


“he Suburban 


Again, as so often in the past, Radion provides a terrifi- 
cally effective “shot in the arm” for your TV set-sales! 
“The Suburban” cinches those outlying prospects for you 
as fast as close-in orders are cinched by that old es- 
tablished standard of the industry, Radion Model TA-49, 
“The Metropolitan.” 

Radion cuts installations from hours to minutes— kills 
that “high cost’ bugaboo that slows up sales—saves you 
time and money, helps build your sales volume. Ask your 
jobber! Or write direct. TODAY! 


“lhe Suburban 


THE SUBURBAN — Model 2-G-10—Gull-wing conical antenna for 
up to 25 miles from transmitter, all channels. Copper coated steel 
with silver-gray baked enamel finish; plated hardware; universal 
mounting base for speedy installation on wall, roof, window or in 
the attic, with no tools needed except pliers and screwdriver. 

Completely factory assembled with 300-ohm lead-in and necessary 
mounting hardware. Individually packaged. Packed six to a master 
carton; shipping weight, 2814 Ibs. List, $12.50. 


yy ololoneololom y.\e} le) }- 


HAVE PAID GOOD PROFITS TO DEALERS! 
lf, t2° 


THE RADION CORPORATION, 1137 MILWAUKEE AVE., CHICAGO 22, ILLINOIS 
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Distributo, ae 


! Address 


JUDGE FOWLER—feature by feature, value for value— 
with any automatic water heater. It’s our guess you'll be 
amazed at how Fowler outclasses others with points of supe- 
riority that are making it the easiest to sell in every market. 

A product of America’s pioneer water heater builder, 
Fowier is backed by more than 36 years of manufacturing 
experience and has everything it takes to provide users with 
most efficient, economical water heating service. 


" ..developed by FOWLER 


" $mooth, durable porcelain bonded-to-steel inside 
the tank prevents rust and corrosion. Keeps water 
sparkling clean; adds years to tank life 


ELECTRIC WATER HEATER features include: 
Patented 3-way Built-in Insulation. 

Safe “Black Heat” External-type Ei 

Copper Heat Trap. 

Approval by Underwriters’ Laboratories. 
Capacities: 5 to 80 gallons. 





GAS WATER HEATER features offer: 
Extra-Heavy Insulation. 2'/,-in. thick Fiber 
glas blanket, from top to bottom of heoter 
Oversized Tapered Heat Five. 

Economy, One-Piece Raised Port Burner. 
Approval by AGA. 

Capacities: 22, 30, 35 and 45 gallons. 
LIBERAL WARRANTIES: 


Electric Water Heaters are backed by 
20-year pro-rated warranties 








Gas Water Heaters are backed by 
15-year pro-rated warranties 


PRICED RIGHT 
e+ for quick, 
Profitable sales. 


FOWLER (lass Cie’ 


\ 


eile & Gab 


Manufactured by Fowler Manufacturing Co., 2545 S. E. Gladstone, Portland, Oregon 





WATER HEATERS 
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Promoted 


: HIGHER NET PROFITS! 
= | LOWER ADVERTISING COSTS 


mi VADNIT 





You‘re selling a different 
market now .. . 

© short-term credit 

® pick-up-and-move living 


¢ homemakers’ increased need 
for time-saving, space-saving, 
budget-priced appliances 








eat ‘ K. G. GILLESPIE, general manager of 
. its a market tailor-made the Jenkins Music Co., Kansas City, 
for these Taylor products! Mo., for the past year, has been 


elected a vice-president of the firm 


H h b h 
TAYLOR SUMMER BREEZE DRYER Stromberg-Corlson in 1921 and joined 


Jenkins in 1939 as manager of the 
radio and appliance wholesale division 
$1 9-95 Retail 
slightly higher in West 
unique Co-op Advertising program. With 
‘ach Viking Fan you buy, you get a 


Southwestern Co., Dallas, VADNIT redeemable for $3 towards 
Renamed Medaris Co., Inc. your local advertising. Ask your job- 
ber, or write Viking Air Conditioning 
The Southwestern Co., Inc., ap- Corp., for full details today. 
pliance distributor in Dallas, has 
changed its name to the Medaris 
Co., Inc., to give the firm an ex- 


clusive name. Policies and officials 
TAYLOR CORPORATION acs ; 


Increase your net profits with Viking’s 


of the company remain unchanged 
_ er —— . W. G. Medaris is president 
ALL A 4 > Lom 


Pittsburgh Firm Sponsors 
Daily News Telecast 


C. R. Rogers, Pittsburgh appli- 
ince and television distributor, has 
begun sponsoring a daily newscast 
over television station WDTV. The 

ee e show, “Neighborhood News”, will 
inga ts present local as well as national 


ews 


SAVE US TIME Ludger Dube Wins Contest Run 


By Equipment Distributors 


idger A. Dube, a salesman fo 
AND TROUBLE” itt, Dube, 2 ssleman ior 


s Radio and Furniture Co., Law- 
ence, Mass., won a recent “kick- 
” contest sponsored by Equip- — 

ment Distributors, Inc., Boston 
says Mort Farr Dube and his wife were given their VIKING WINDOW FAN DISPLAY! 
hoice of a trip to Bermuda or a This super sal shows cust s 
week-end in New York how the fan works in the home; dem- 
onstrates the benefits of night air cool- 


oge ing; SELLS FANS! 3 VADNITS redeem- 
Scott Named Pacific Manager able for Viking Fan Display or order 


For Graybar Electric from your Jobber today! Supply 
limited. 





“It only takes seconds to slip on a Sling- 
about to assure safe, damage-free appliance 
delivery", says this leading Philadelphia appli- 
ance dealer S. W. Scott has been named 

é . ‘acific district manager of . 
Slingabouts can do this for you. Heavily e Rhecaee a the — 
. . . ) ctr oO succeeds : 

padded canvas jacket cushions appliances. Thick i. L. Warner whe. teee setheel afte 
layers of cotton padding with soft flannel lining 16 vears with the Gru n 
protect mirror finishes. Sturdy sling enables safe 
maneuvering through narrow doors and halls. . 

Slingabouts are made for all major makes of Olson & Co. Names Dillon mR to 1 : 

. ated bel As New General Manager 4 NDITIONING CORP. 
appliances listed on coupon below. 560) WALWORTH © CLEVELAND 2, OnIO 
Anthony Dillon, former national 

Ask about Wrapabouts for TV sets. sales manager for Air King Products 
Corp., has been named general man- 
ager for Olson & Co., Philadelphia 
He joined the firm last November as 
merchandise manager. He was form- 
erly with Templetone, Connecticut Name 


Send me facts about the longer margin for 


tra profit on Viking Wi ; 
WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. SE ae Se 


Send Slingabout prices for model # 


make __ Refrigerators 
Radio 
ee ae Range 
Washer 
Other 


City 7 (please specify) 


Cabinet and Hoosier Cabinet Corps 
Early in January the Olson firm 
opened its new showrooms with a 
dealer showing of five new Du Mont 
television sets. The new building Street 





Company 
Address 





siete aniaieiial 


contains 50,000 square feet of show- 


a 


room and warehouse space 





City Zone State 
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DISTRIBUTOR NEWS 





Oakland Graybar Branch Moves 
To New Quarters on Union St. 


Graybar Electric Co. Inc., of Oak- 
iand, Calif. has moved to new quarters 
at 1911 Union St., which provide 
varehouse space of 32,000 sq. ft. and 
office facilities covering 7,000 sq. ft. 
The new building also provides a 
showroom for the live display of elec- 
trical appliances 


Burka Elected President 
Of Mid-Atlantic Appliances 


s 2 Burka has been elected 
president of Mid-Atlantic Appli- 
ances, Inc., Washington, D. C., dis- 
tributor Other officers include 
S. P. Cohen, vice-president, I. 
Grossberg, secretary-treasurer and 
Harry P. Brightman, general man- 
ager 


Bergman Named Sales Manager 
Of Apollo Distributing Co. 


Harold M. Bergman, a veteran of 
over 20 years with the firm, has been 
appointed sales manager of the 
Apollo Distributing Co., Newark, 
N. J. He has been succeeded as 
district manager of the Newark ter- 
ritory by Bill Wosnitzer. In an- 
other organizational change, Frank 
Bucci has been named sales super- 
visor in charge of Crosley kitchen 
sinks and cabinets 


Williams of Modern Distributing 
Wins Crosley Sales Competition 


R. H. Williams of the Modern 
Bistributing Co., Cincinnati, won 
first place in Crosley’s recently- 
completed “Keep Their Eyes on 
Crosley” contest. Distributor dis- 
trict managers were awarded points 
tor the sales-making help they gave 
their dealers during a 90-day period 
Nashville 
Chair Co. was second and H. B 

r f Judson 


Fred Markam of the 


Burns, Inc., 
hia, was third 


Sues, Young & Brown Promise 
Increased Promotion for ‘51 


Aiming at a volume for the first half 
of 1951 not less than that of the last 
six months of 1950, with a possible 
20 percent reduction during the sec- 
ond half of the year, Sues, Young & 
Brown, Inc., distributors for southern 
California for a number of national 
lines, have announced an advertising 
and promotional program considerably 
ahead of last year. The firm believes 
that the way to meet confusion is by 
positive action, according to M. G. 
Sues, president. The program is so 
devised that it can be adapted to meet 
changing circumstances if necessary. 

\ special printed inventory form 
has been printed to assist Sues, Young 
& Brown salesmen in supervising 
In the left hand 
margin are listed what is considered 
“ideal inventories” to be carried by 
three types of stores. Against this the 
salesmen can quickly check dealer 
stocks and advise what is desirable to 
purchase in order to maintain a bal- 
anced inventory 


dealer inventories 


Philadelphia Firm Limits 
Dealer Franchises in Area 


Elliott Rowland Corp., Phila- 
delphia, has limited its franchises 
on certain lines to 40 retailers in the 
Philadelphia area. The new system 
of franchises was set up in anticipa- 
tion of approaching scarcities, ac- 
cording to Harry S. Funk, sales 
manager of the appliance division. 
Each of the 40 favored dealers will 
receive special insignias for display 
and mailing pieces 


Ray Distributing Co. Moves 
To New Savannah Location 


The Ray Distributing Co. has oc 
cupied new quarters in Savannah, 
Ga. at 2517 Bull St. The company, 
which also has an office in Charles- 
ton, formerly had Savannah offices 
at 237 W. Broad St 


New San Francisco Headquarters 


ON HAND for tne opening of the new San Francisco headquarters of Century 
Distributing Co. were (left to right) president Joseph H. Weisman, general 
manager Conrad Platt, David J. Hopkins, western sples manager for Emerson, 
and S. J. Cooper, general manager of Century’s northern California division. 
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Protected 
Profits 


SQOIT 


Franchise 





























Get Set for the Big 135% 
“Quality” Market 


The quality products market is getting bigger! 


Scott gives you quality merchandise for this quality 
market! The Scott ‘“‘Distinguished Dealer”’ 
franchise brings you these extra advantages: 


World's finest television, radio, phonograph 
combinations! 


You are protected by restricted distribution! 
Larger margin of profit to support effective selling. 


Consumer acceptance of the established 
Scott trade name! 


National and local advertising, selling aids, and 
powerful promotions! 


Scott offers a complete line of 
television, radio-phonographs and 
television-radio-phonograph 
combinations from $249, retail price. 


SCOTT Radio Laboratories, Inc. 
4541 North Ravenswood Ave., Chicago 40, Illinois 
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DEALER 
SALES HELPS 





Which LIFT-GATE Type 
Will cut YOUR Costs Most 


ANTHONY ALONE 
GIVES YOU A CHOICE... 


SAVE HANDLING TIME 


GENERAL PURPOSE TYPE Gote used 
with or without DETACHABLE romp for 
general commodity handling (diapers 
to dynamite) . . .“Level Lift”... Sofety 
toe clearance...Non-Slip surfaced 
aluminum alloy gate floor. Choice of 
New Spring “Powered’’ of “Hydro 
Power” closing. 


SPEEDS UP DELIVERIES 


whecl-on loading of bulky items. NO DEFROSTING feature of Westing- | "** to PROFITABLE 


Anthony “Lift Gates" con be stopped house refrigerators is explained in this 
at any elevation. Exclusive safety fea- 


tures, speed, and light weight identifies full-color flasher display which can Contracts and Sales! 
the Anthony Lift Gate. Choice of New . 


Spring “Powered” or “Hydro Power” be operated manually for step-by- 
dosing. 4 step explanation or automatically for 


showroom or window display 
STOP DAMAGE, ACCIDENTS 





Dodge Reports 
“PICK-UP” Type for Ya ond % ton n @ are just that; a short cut to prof- 
trucks. The hondiest, fastest “helper’’ itable contracts. 
you con hire at a cost less than you'd ; : 
expect to pay! Light weight Hydraulic @ are early news, issued daily, 
a Soule ao, tea . about construction jobs to be 
- ; . ‘Wi built... and about bidding and 
ne te ens = sa ; awards of contracts as these in- 

Fer Wierature, address Dest. 60% es —— ; dividual jobs progress. 


. : wie geal 4 are available to cover your trad- 
ANTHONY CO., Streator, Illinois “t ee J 


ing area, from a single county to 


~_ ; 37 eastern states. 
i , , ; | give you the information you 


need on just those jobs you can 
sell, 

















low Coct...iow Wane With Dedge Report 








: @ you know who and where your 
CARDBOARD DISPLAY which ap- prospects are and when they 
= pears to be a real refrigerator, de- should be seen. 
— signed by Geo. F. Hornadasch to fea- , Silidied seneek tiie . 
. awe Mergs's 195) tne. A @ you multiply your (salesmen’s) 
=] time by saving (them) many 
useless trips. 








Witzleben, Jr., Norge sales promo- 


RAD | A NT / tion mgr. at left. Interior features of 
‘ refrigerator are shown when a flasher : 
me light placed between two screens is Without Dodge Reports 
Wall-insert off. When light is on, the refrigerator @ you would spend far more time 


appears to be stocked with food looking for opportunities than 
HEETAIRES , | you have to. 


so % @ you may never have a chance to 
Automatic | | f bid many of your best opportun- 
or ' f } ities. 

/ 07 ; ; @ you can’t keep informed on the 

Manval Control | | f | changing factors and may lose 

f | out by not knowing whom to see 

and when to see them. 

- ist 3 - 

Set it...and forget it! Why not use the best sales tools avail- 

able? 

Thousands of firms are using Dodge 

Reports profitably, year after year, and 
have been over the past 59 years. 





} 

Just set the thermo- =- } : 
static control dial \ A j 
| 





the HEETAIRE will 
automatically produce 
and maintain any on 
desired temperature : sass . © | F.W. DODGE 
between 40° and 80° F 7 


immediate healthful , 
infra-red rays — turn- ie For complete details 
ing itself on and off , = MAIL THIS COUPON NOW | 
as needed. : | —while you think of it 
With BUILT-IN THERMO- | 


STATS or MANUAL Con- CORPORATION 
trol 1000- 1250-1500 

Watts . . . 120 and 240 ae e ee ee). a 
Volts ONLY 17%” high 
x 12%" wide! ; 
WRITE for all the MARKEL Built-in HEETAIRE Model 241 TE 


details—and the name Tested and listed under re-examination service “y 2 
of our nearest HEET- LN L 


by Underwriters’ Laboratories, Inc. 
AIRE representative. 


























I would like to see some Dodge Reports 
on business within my area. I do busi- 
ness East of the Rockies. 


EM-451 


Name 
Firm 


I 
| 
1 
| 
I 
mara 
ARROLITE i h i hi l Address 
MARKEL * LA SALLE is the name given to this ; A 

| 
| 
I 

— 


bronze-finished arrow mounted on a 
ELECTRIC PRODUCTS, INC. PRODUCTS INC. | reflector cone with two bronze-finished DODGE REPORTS 
| rings on its outer edge. Plastic West- Construction News Division 

145 SENECA ST. * BUFFALO 3, N. Y. inghouse identification circle, lighted 


F.W. Dodge Corp., 119 W. 40 St., N.Y. 18 
by 40-watt bulb in center. 
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——— ~ = 
X-RAY PAGES in this booklet show relationship of Motorola’s automobile 
radio to the dashboard in addition to sales information. 





JRE 
GH 


>CENT 

















THIRTY-THREE FLUORESCENT LAMPS can be displayed attractively in a 
space less than two feet square in this Westinghouse counter merchandiser. 


comrort ® Lvs ELECTRIC 
|, , CALCULATOR : inoN 





es 
tb - Hguseusaner- 
FIRST CHOICE FOR 


| every GIFT occasion 


Adherence to the traditional 
high standards of Amerwan 


“ Be ity an esign 
COMFORT CALCULATOR offered Vornado dealers by 0. A. Sutton Corp. | | || Beauty quality and desig 
This slide chart selects proper size Vornado to fit particular requirements. | _ | gr makes tt the iron that meets 





the needs of the most exacting 
user. 


@ You may offer this iron with the assurance that 
you are performing a worthwhile service for the pur- 
chaser and through this making a sale that brings a 
direct profit as well as that added profit that always 
results from the goodwill of a satisfied customer. 

- ; 360M 
{ Since 1094 Always Dependable 


: x 
SPECIAL TK SLIDE RUI.E and simplified line of range units rgake range repair AMERICAN ELECTRICAL HEATER co. 


easier, speed ordering ‘of surface units, claims Tuttle & Kift, Inc. All data 


needed is on this rule. : is 2. DETROIT 2, MICHIGAN 
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c—— -LIFT TAILGATE 
CEMCO HYDRAUL DEALER 


SALES HELPS 





only JUICE KING has 








.* oo 
AY i uate har “THEY'RE FEMINEERED” is the Cutting Mechanism 
ees B E $ T oo It’s a hydraulic operated tailgate that slogan adopted by International Har- 
raises or lowers 2,000 pounds safely and vester to promote their new plastic QUICK—FOOLPROOF! 
. P handle inserts in 
“ Biv. Can he santiy st a d | refrigerator door 
TO HANDLE rr ae i = ea aphanlna ten different colors. Flasher, side 
piece and door stickers here shown 
are part of a display package offered 
dealers 


held at any point. Mounts readily on any 


APPLIANCES 34 to 5 ton truck. 


On your truck it eases man power prob- 
Comptete epeeieations—ueere lem, means safer handling of heavy appli- 
near you — are yours for the 


esking. Write Dest. &-4 ances—gives you modern equipment. 


Columtias 


‘INSIDE SALESMEN’ 


HOT and SNAPPY 


are working for you! 








STORAGE RACK for the consumer 





THEY WORK WONDERS FOR YOU BECAUSE 
THEY PERFORM MIRACLES ON THE JOB 


And they're only two of the fine working fea- 
tures that make Columbia the leader in the 
electric water heater field. 

is the exclusive 100% efficient 
immersion type heating element. It transfers 
all the heat directly into the water almost 
instantaneously. Completely enclosed in a 
submerged copper well, this element is easily 
removable without draining the tank. 

is the patented “snap-action” 
thermostat, submerged in the water in a 
thermal-sensitive copper well. It snaps on 
and off...no arcing...no chatter. Easily 
removable without draining the tank. 








Sold only through leading electrical wholesalers 
Write for complete catalog 
NATIONAL STEEL CONSTRUCTION CO. 
500 Myrtle Street 301 Water Street 
Seattle, Washington Logansport, Indiana 
1801 Pasadena Avenue 
Los Angeles, California 





and counter display for the dealer, 
this 12’. x 17°’ metal panel has been 
introduced by Electric Sprayit Co., 
Sheboygan, Wis. to promote “’Trimzit,”” 
their combination hedge, lawn and 
overhead trimmer. Panel furnished 
without cost in each carton 


a: ~* 

“COUNTER CLOCKWISE” motion 
iisplay for General Electric's dealers’ 
counters. Light rotates around the 
clockwise” circle four times a min- 
ute, lighting up eight consumer bene 
fit spots in the circle. Shown is S. M 
Fassler, advertising and sales promo 
tion manager and his secretary 


CAN OPENER 


Sell JUICE KING and you sell 
the most dependable can opener 

made. 
Exclusive ‘ROTO ACTION” cutting 
fool 


mechanism-dependable 
proof. 


No extra levers to set 


Finish is enamel and sparkling 
chrome 

Available in white, red, yellow (All 
chrome $4.95) 


©® Knife removable for easy cleaning 


JUICE KING 
HOME JUICER 
Model JK-35 (illustrated) 

Single stroke action. 
Removable cup. Attrac- 
tively finished enamel 
and chrome. $7.95. 
Other models from $5.95 


NATIONAL DIE CASTING COMPANY 
Touhy Ave. and Lawndale, Chicago 45, Illinois 
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NEW LITERATURE | ks ee 


| 
| 
Emerson Electric Mfg. Co. aaa —— 


A new Emerson Electric general 
fan catalog, illustrating in color, and 
describing in detail their complete line 
of fans for 1951, is offered by The Em- 
erson Electric Mfg. Co., St. Louis A, 
Mo. Design and construction specifi- 
cations with complete performance 
data on the various types of desk and 
stand fans, air circulators, ceiling fans, 
kitchen ventilators, exhaust, attic and 
window fans are included in this 
32-page catalog. Copies mailed to 
companies requesting it on their com- 
pany stationery 
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Hotpoint, Inc. 


“The Miracle of the Rainbow”, a 
full-length, 15-minute color film, ex- 
plaining the advantages of the new 
Hotpoint dryer with rainbow drying 
action, is now available to distributors 
and dealers through the company 
Other films available to dealers in 
clude “Cleanest Story Ever Told”, the 
story of the Hotpoint automatic wash- 
er, and “Managed Marketing at 
Work” offering selling suggestions to 
dealers 

Hotpoint has started publication of a 
monthly newspaper, “Headliner” for 
dealers giving complete information on 


-o1d ay} Jo sUO—JEzZIEIJ UMOUY B ST OST 
ZSi-D4 19POW 
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company activities, products, economic 
conditions, service, and other phases of 
the appliance business 

International Harvester Co. 


\ 12-page, two-color handbook of ad 


OvZ-34 19POW 


vertising material has been distributed 
to refrigerator and freezer dealers by 
International Harvester Company 
The booklet, entitled “Menu for Mer- 
chandising”, illustrates and describes 
all of the advertising and promotion 
material available to dealers under the 


‘s1a[Baq] UOSTIAA 10j S}Yord UaALVAUD 
Pooy 40 “$4] S78 SPIOH 
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company’s cooperative financing plan 
The title is taken from an IH color 
motion picture of the same name, 
which dramatizes the company’s 1951 
refrigeration advertising program 


16” Breeze-About deluxe 
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Remington Corp. 


An aid to take the guesswork out of 
selecting room air conditioners to suit 
the particular needs of each prospective 
user has been designed and copyrighted 
by Herbert L. Laube, president of 
Remington Corp., Auburn, N. Y. The 
Remington “Comfort Selector” when 
set to room size, construction and ex- 
posure condition will show the model 
of Remington air conditioner which 
has just the right cooling power to 
provide comfort in the room to be 
conditioned. 


Philco Corp. 

Two new films have been introduced 
q by the Philco Corporation. “Philco 
Advanced Design,” a 74 minute nar- 
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fa a phe tens in rated documentary, shows the re- 
in today's window fans . . . equipped search, planning and step-by-step de 
pede me A nt A ty velopment behind Philco’s “balanced 
inal “Rubberide” which provides non- beam” and the first electronic built-in 
metallic contact between blade and - * . a ¢ “4 A 
motor. Meier fans offer Smart Styling © aerial for television, full-width *hori- 
New Silence + Unexcelled Performance zontal evaporators for refrigs rators, 
© Priced to Sell» Customer Setistac- “broil-under-glass” and the newest 
tion. Sell Meier Summer Comfort! 

Ask your jobber or write direct “jiffy griddle” for electric ranges. 

pa —— lg the Meier “What's Cooking,” a 25 minute film 
produced by the sales training depart 
ment, shows the new Philco Electric 
Kitchen Appliance Center, a full scale 
model kitchen. The story concerns 
TRIC & MACHINE CO.. INC. \ sales repre sentatives convincing deal 
: Bs : ie ers they should have operating model 


kitchens to increase their sales 
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ALSO AVAILABLE IN BRILLIANT 


OF THE SWING-A-WAY LINE 


THE WORLD-FAMOUS CAN OPENER 
WITH THE DEVELOPED SALES PUNCH 


CHECK THESE EXCLUSIVE Features 


A 
Si 3 mc 


THREE FAMOUS 
“SALES SEALS” 


v¥ SYNCRO-GEAR DRIVE 
VY SHOCK-PROOF ASSEMBLY 
v 5-POSITION BRACKET 


PRo 0 
wn Ue, 





b 











SWING-A-WAY MFG. CO., 4100 BECK AVE., ST. LOUIS 16, MO. 


IN CANADA -« A 


WRITE TODAY FOR PRICES Mal iquality 


NEW HAVEN QUILT & PAD CO. 


For 
Combinations 
Consoles 
Table Models x 





COMBINATION: 41” H, 44” W, 27” D 

CONSOLE: 40” H, 31” W, 27” D 

TABLE MODEL: 24” H, 25” W, 25” 4 
These waterpoof covers completely 
cover all sets. Combination and con- 
sole covers have a 2” web strap with 
adj. cadmium plated slide buckle, tie 


tapes at back. Table model has tie 
tapes at both sides. 


NeW HAVEN QUILT & PAD CO 


\ ie ae 
34 Franklin St., New Haven !! Conn 


190 


9ENCIES LTD 


PORT CREDIT, ONT 





PADDED TV COVERS \ 
Eliminate Damages 
FOR ALL SIZE TV SETS 


1‘ COLUMBIA” 
i “THE HOME OF GOOD CORD SETS” 


Careful selection of materials, precision 
work i and hnical “know- 
how” make “Columbia” Cord Sets the 
quality buy for you! Our Cord Assem- 
lies are made of the finest U/L Ap- 
proved Cord and Plugs. ORDER 
TODAY! 





Gy os 
Cord Sets for: 


®@ Television 
@ Clocks 


@ Refrigerators 
®@ Radios 

®@ Portable Tools 
@ Electrical Appliances 


We stock Anaconda U/L appliance hookup 
wire from 22 to 16 Ga. in 10 colors. 


We specialize in wire harnesses, cords and 
cables for all electronic applications. 


{ O V, 4 LA - 
j WIRE & SUPPLY CO. 


2850 Irving Park Rd., Chicago 18, Ill. 
“National Distributors and Warehouse for Ana- 


conda Densheath Television and Radio Wires, 
and Cabies."’ 








| NEW LITERATURE | IT PAYS... 


| Westinghouse Electric Corp. 


| Four new booklets have been an- 


nounced by Westinghouse Electric 
Corp., dealing with electrical living in 
the home. “Sales Features for Elec- 
trical Living Homes” is an illustrated, 
32-page booklet, prepared by the 
Westinghouse Better Homes Bureau. 
Six sales features, ranging from a 
well-planned and equipped kitchen to 
adequate wiring throughout the new 
home, are featured, demonstrating 
how a contractor can add value and 
sales appeal. 

The Better Homes Bureau has also 
published “Peps’—or Plan, Equip, 
Promote and Sell—a 20-page booklet 
which acts as a guide for builders and 
contractors. Through photographs, 
diagrams and sketches, it provides the 
builder with ideas that will help to 
make his new house an attractive 
package to the prospective buyer 

Another is a 135-page booklet de- 
signed to be a guide to planned wiring 
systems for building and modernizing. 
It gives the answers to how many 
electrical outlets for the living room, 
how many circuits are needed to meet 
present and future needs, what kind of 
lighting, etc 

“Electrical Living—and How to 
Have It” is basically a planning book- 
let designed to aid the homemaker in 
obtaining the highest degree of con- 
venience and comfort from electricity. 
Its 24 lighting 
schemes and modern floor plans of 


pages contain new 


| kitchens and laundries for the new 


or remodeled home. One section is 
devoted to other sources of planning 
help, as well as suggested means of 
including new appliances in the mortg- 
age cost of a new home, or adding the 
cost of appliances and modernization 
to an existing mortgage 

To help dealers sell more major ap- 
pliances through promotion planning, 
a new omnibus promotion guide book- 
let has been released by the Westing- 
Electric Appliance Division. 
The booklet brings together all ma- 
terials supplied by Westinghouse to 
help the dealer tie-in his merchandising 
program with the company’s national 
advertising. A full-line folder is also 
available, covering their electric 
ranges, to be used by the retail sales- 
man and as a handout for sales floor 
use, at cooking schools, fairs and ex- 
hibits 


house 


\ 32-page booklet showing in two- 
or illustrations how to build some 
two dozen pieces of electrical farm 
equipment has been prepared by the 
Westinghouse Electric Corporation's 
School Service Department. It gives 
detailed diagrams and drawings of in- 
expensive equipment that can be built 
largely from scrap material around the 
farm, helping the young farmer realize 
the benefits to be obtained from elec- 
tricity 


] 
col 


International Harvester Co. 


Thirteen full color, minute-long mo- 
tion picture advertising playlets and 
black and white television shorts of 
both 20-second and one-minute dura- 
tion are available to International 
Harvester refrigeration dealers. They 
are available in 16 or 35-mm. sizes 
The opening and closing of each are 
devoted to the dealer’s name and ad- 
dress. The company pays the pro- 
duction costs and dealers may share 
the cost of showing with the company. 


APRIL, 


THE 


TO HANDLE 
VALUE PACKED 


AC WI 


LINE 


Let Acme, America’s largest builders of 
space-saving refrigerators and refriger- 
ator-range combinations, put new punch 
in your sales! Get greater volume—faster 
turn-over because these numbers are 
value-packed . . . give your Customers 
more for their money. Built for long serv- 
ice, powered with famous Tecumseh 
units, and covered with a 5-year Warranty. 


The ACME ‘’Spa-Saver’’ 


Model S. P. Fifty 


The ACME Dual-Purpose 


Refrigerator and Electric 


Range 


TheACME Refrig-A-Draw 


Drawer Type Refrigerator 


The ACME Dual-Purpose 


Refrigerator and Gas 


Range 


ACME means a-c-t-i-o-n on the selling 
floor because customers go for the styling, 
features, convenience and all-around val- 
ue of these refrigerators and refrigerator- 
range combinations. 


Some exclusive territories still open. 
WRITE FOR DETAILS 


AC WUE 


NATIONAL REFRIGERATION 


INC, 


co., 
29-24 40th Av. Long Island City NY. 
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Save with a - 


Lift load only % inch 
for balanced roll- 
away position, roll on 

bearing loads. 


GLEASON “5505” Appliance 
Handler is easier to use! 


a The right way to handle ap- 
pliances is the easy way, with 
a Gleason “5505” Appliance 
Handler. Finger-tip balance 
under load, turns on a dime, 
big 10" ball bearing puncture- 
proof tire wheels. Heavy felt 
padded support plates, and 
safety webb straps. 23 feet of 
securely welded steel tubing 
... topped off with a beauti- 
ful white finish. 


GLEASON CORPORATION 
6511 W. State, Milwaukee, Wis. 


provides maximum 
strength for 450 lb. 











The National Appliance 
Trade-in Guide — the 
only reference book 
covering these 6 groups 
of major appliances: 


@ Vacuum Cleaners 
@ Electric Ranges 
. @ Refrigerators 
— 


ed @ Gas Ranges 
@ Freezers 
@ Washers 
Single copy — $5.00 

6-24 copies — $4.00 each 
Show your customers you are offering them a 
squore deal by showing them authentic, up- 
to-date valuations of their used appliances! 
National Appliance Guide helps you promote 
trade-in deals on a sound, profitable basis. 
Now, with the purchase of each 1951 Notional 
Guide, we send you without additional cost a 
copy of the valuable Notional TV Data Hand- 
book. Lists more than 800 TV receivers marketed 
by 28 manufacturers from 1946 through 1950. 





National TV 

Data Handbook — first 

with the most complete 
listings in this new field, 


NATIONAL APPLIANCE 
e “4 GUIDE COMPANY 
Dept. F,20 N. Carroll St., Madison 3, Wisconsin 


SEND [) copies of 1951 National Appliance 
Guide (see prices above) (with TV Data Hand 
book at no additional cost) 


SEND [] copies of National TV Data Handbook 
(only) at $1.00 per copy. 
Nome..........-+- 


Address 


City..... 
Check 


4 eS 
CL) or Money Order [) enclosed 


ELECTRICAL MERCHANDISING— 


DISTRIBUTORS 
APPOINTED 





Lewyt Corp. 


Allied Distributors-New Jersey, 
Inc., Newark, N. J., has been made 
a distributor of Lewyt vacuum 
cleaners, 


Dorby Co. 


Bruno-New York, Inc., has been 
named exclusive metropolitan dis- 
tributor for the Dorby infra-red 
broiler. 


Estate Stove Co. 


Two new distributors have been 
appointed by the Estate Stove Co. 
Rudisco, Inc., Albany, N. Y. 

Quality Television Corp., 

Los Angeles, Calif. 


Fresh‘nd Aire Co. 


All-State Distributors, Inc., New- 
ark, N. J. have been made distribu- 
tors of Fresh'nd Aire circulators 
and fans. 


United States Air 
Conditioning Corp. 

Edgar Morris Sales Co., Wash- 
ington, D. C., has been made a dis- 
tributor of U. S. Air Conditioning 
Corp. products 


| Stewart-Warner Corp. 


Two new distributors have been 
appointed by Stewart-Warner Corp. 
Gilham Electric Co., Atlanta, Ga. 

Mazda Corp., Newark, N. J. 


Sanitary Refrigerator Co. 


Crandall Wholesale Co., Detroit, 
Mich., has been appointed a distribu- 
tor of Sanitary refrigerators and 
home freezers. 


| Schaefer, Inc. 


Ohio Appliances, Inc., Columbus, 


Dayton and Cincinnati, have been 
made distributors of ‘“Pak-A-Way” 
home freezers 


Robbins & Myers, Inc. 


Philadelphia Wholesale Distribu- 
tors have been appointed distributors 
of Robbins & Myers fans. 


International Harvester Co. 


Radio and Appliance Distributors, 
Inc., Chattanooga, have been made 
distributors of International Har- 
vester appliances. 


Arvin Industries, Inc. 


new distributors of Arvin 
television and radio receivers have 
been appointed. 


Five 


Wilson's Leading Jewelers, Syracuse, N. Y. 
E. H. Krohn & Co., Phoenix, Ariz. 
Rogers & Baldwin Hardware “o., 
Springfield, Mo. 
Standard Supply Co., 
Salt Lake City, Utah 
Bauchman-LoPrelle, Inc., Dallas, Texas. 


APRIL, 1951 


America’s finest full line of farm and domestic Water Systems is a 
sure-fire profit maker for you. Whether it’s farm, suburban, resort 
or any type of installation, you have the right unit in the McDonald 


line. 


There is a McDonald Water System to suit all particular re- 


quirements—deep or shallow well—jet or reciprocating—electric or 


gasoline power. 


All McDonald Water Systems are engineered for 


years of trouble-free operation and backed by a company with over 
95 years of precision pump manufacturing experience. 

Write today for illustrated literature on the complete McDonald Line. 
A. Y. McDonald Mfg. Co. Dubuque, Iowa 


Series 2000 
Hydro -jet 
Tank mounted 








ROOM AIR CONDITIONER SALES 
UP 75% IN 1950-MITCHELL 
SALES UP 412% IN 1950! 


BIG SELLING 
3 FEATURES 
e Dyna-Cooler 
e Turbo-Dryer 
e Air Scoop 


Longest Margins for 
Biggest Earnings 


Acclaimed Everywhere 
the World’s Finest 


Ride the mrtTcHELt selling wave in 
1951, with these exclusive advan- 
tages. Get set right now for profits 

write today for complete details on the 
money-making MITCHELL dealership. 


MITCHELL MFG. COMPANY 
Chicago 14, Illinois 
Makers of the World’s Finest 
Room Air Conditioners 
Se oo 


MITCHELL is better than ever in'51! 
get your share of this big volume business 
WRITE FOR THE PROFIT FACTS 


MITCHELL MFG. COMPANY 
2527 N. Clybourn Ave., Chicago 14, lil. 


Send me all the facts and quote me dealer prices 
at once on MITCHELL Room Air Conditioners 
Dealer's Name 

Address__ 

City___ 


By 














Satisfied Users Aeross The Nation 











TODAY'S 
STAND-OUT 
WASHER 
NATION-WIDE 
IN THE 
DEALER 
PROFIT 


FIELD 


¢ 


Each One Minute 
sold can make you more money and more friends, lower 


service costs, higher profits. 


One 


Four models to meet every home budget 
action 


tops 


to business. 


Minute’s rugged auto gear 


on every model at every price—means more 
trouble-free wash days, month after month, year after year—and more clear 
profits for you. 


rugged auto type gear has only five moving parts 


large agitators for fast washing 
styling that is 


results that keep the One Minute sold—a profit source that is a big asset 


Write or wire for c 


ONE MINUTE WASHER CO. 


let 


infor 





KELLOGG, IOWA 











~ NOW-available in America!. 
‘“@ murphy 


largest 
selling radio 
in the world 


3152— 
i entens cuserbat. wh 
to 


90 
Smartty styled plastic y~ 


21s4s— 

Eight wave range super- 
het. 90 to 250 volts a.c 
Beautiful plastic cabinet 
of brown and cream. High 
priced appearance and 
erformance with tow in- 
tial cost 


192 


There's a continental flavor 
in the wrpey, Eo sevens of the 
new Murp! ‘3 fin- 
est and i he we ‘ae 
selling radio. 


Murph: 
line o 


offers a complete 
models with great 


rai 

selves through 

and unexcelled perform- 
ance. 


Round out your line with 
these “different” radios. 
The Murphy distributor fran- 
chise affords an op; 

for volume sales with a 
guaranteed source of sup- 
ply. Write now for descrip- 
tive literature on the Mur 
phy radio—the voice of the 
world! 





MURPHY RADIO LTD. 
S19 INTERNATIONAL TRADE MART 


NEW RLEANS LA 


DISTRIBUTORS 
APPOINTED 





A. J. Lindemann & Hoverson Co. 


Perkins Sales Co., Detroit, 
has been appointed a distributor of 
L & H appliances. 


Murray Corp. of America 


been 
Murray Corp. otf 


Two new distributors have 
appointed by 
America. 


Plymouth Electric Co., New Haven, Conn. 
Joseph B. Smith Co., Toledo, Ohio 


Automatic Washer Co. 


Century Distributors, Inc., Minne- 
apolis, Minn., 
tributors of 
laundry 


been made dis- 
Laundry Queen home 
equipment 


have 


Majestic Radio & Television Inc. 


Summers Electric Co., Dallas, has 
appointed distributor of Ma 
radio 


been 


jesti and television 


International Sewing Machine, Inc. 


Three new distributors of FE 


sewing machines have been ap- 
} 


yinted by the International 
ing Machine Co., Ine. 


Sew 


Eastern Co., Cambridge, Moss. 

Electrical Distributing, Inc. 
Portland, Ore. 

Reliance, Syracuse, N. Y 


Remington Corp. 


General Electric 
New York, has 


ibutor 


Supply Corp., 
been named a dis 


of Remington air condition 


Horton Mfg. Co. 


been 
Horton Mfg. Co 


Peaslee-Gaulbert Corp., Indianapolis, Ind. 
Peaslee-Gaulbert Corp., Cincinnati, Ohio 
Roberts Gas Appliance Co., St. Louis, Mo. 
Appliance Distributing Co., Columbus,Ohio 
Arnold Wholesale Corp., Cleveland, Ohio 


Five distributors have 
appointed by the 


new 


Allen B. Du Mont 
Laboratories, Inc. 


Nash-Kelvinator Sales Corp., 
Seattle, Wash., has been appointed 
northwest distributor for Du Mont 
Television sets 


Admiral Corp. 


West Texas 
Lubbock, Texas, 
distributor of 
and radios 


Distributing Co., 
has been made a 
Admiral appliances 


Ben-Hur Mfg. Co. 


Three new distributors have been 
appointed by the Ben-Hur Mfg. Co. 


Peirce-Phelps, Inc., Philadelphia, Pa. 

Associated Distributors, Inc., 
Indianapolis, Ind. 

Southern Texas Appliance Corp., 
San Antonio, Texas 


Atwater Television 
Lyn Elmore Co., Charlotte, N. C., 


has been made a distributor of At 
water television sets 


APRIL, 


Mich., 


1951—ELECTRICAL 


HAMPER-DRI an 
electric dryer for 
the bathroom... 


Here’s a fast seller that will 
really create profits for you! 


Dries hand-washed laundry, lin- 
geries, baby clothes in a matter 
of minutes. Motor driven electric 
fan unit forces air through- 
out the dryer, quickly dry- 
ing contents. Has year 
round use. Can be used 
as bathroom heater in win- 
ter, air-conditioner in sum- 
mer. Ideal as a gift— 
perfect for motels and re- 
sorts — nurseries — club- 
houses. 

Made of peg Sy rust- -proof 
aluminum — full 
high — 10” in haa 
eter. Available in 
peach, white, or 
green. Brilliant enam- 
el finish with multi- 
color floral design. 
Complete with 
cord. 

Retails for $29.95. 
Usual discounts. 
Sample orders ac- 
cepted. Hurry and 
get in on this item 
that has a wide 
market that’s un- 
touched. 

WRITE 
= OR 


Menviectering Company 
COLCHESTER ee ee 





FLEXO-STEP 


Modern . . . Popular 
Store Fixture 


Displays Any Size Or 
Shape Appliance 


Add Sales Co. is making an amaz- 
ing offer on a new store fixture 
with individual removable steps. 
FLEXO-STEP displays all types 
of merchandise in the “Buying 
Range” where it is easy to see... 
easy to handle and easy to buy. 
Dealers who have been testing 
FLEXO-STEP find a big increase 
in self-service and impulse buy- 
ing. Selling costs drop. Profits rise. 
FLEXO-STEP fixtures are built of 
strong veneer and have handy 
storage space. You are invited to 
write for Free illustrated folder. 


ADD SALES CO. 


714 Commercial, Manitowoc, Wisconsin 





MERCHANDISING 








AIR-FLO sutomaric 


CEILING SHUTTER 


TOP ViIEW~~ OPEN ~ - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practically 
flush with the ceiling. AIR-FLO Ceiling 
shutters present a refined, finished ap- 
pearance. Their natural aluminum color 
blends with any decoration, eliminating 
need for painting and no grille or winter 
cover is required. Furnished in 5 differ- 
ent widths, single panel up to 73” long. 
No operating mechanism shows. Built-in 
fusible link. Meets fire underwriters’ re- 
quirements. Write for illustrated catalog 
43A of the complete AIR-FLO line. 


VIEW FROM BELOW -- CLOSED 


(with moulding) 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
Detroit 16, Michigan 











Easily, Quickly, Safely 


with 


ROLL-OR-KARI 


DUAL TRUCKS 


Handling stoves, refrigerators, freez- 
ers and other heavy, awkward loads 
is a cinch with Roll-Or-Kari Dual 
Trucks. Adjustable to any size load, 
Roll-Or-Kari Trucks with the pat- 
ented Step-On-Lift and Web Lock 
and Tightener are easy to attach 
and easy to roll. Foot lever on each 
truck raises truck to rolling position. 
Folding handles. Capacity 1,000 Ibs. 
Shipping weight 40 Ibs. 

Roll-Or-Kari Dual Trucks are your 
insurance against time losses and 
breakage losses. Write today for full 
information. Dept. B. 


ROLL-OR-KAPI CO. 


MANUFACTURERS 


ZUMBROTA * MINN. 





ELECTRICAL 


| 


| vision 


DISTRIBUTORS 
APPOINTED 





Air King Products Co., Inc. 


Four new distributors have been 
appointed to handle Air King tele- 
and _ radio and 
recorders. 

Liss Brothers, South Bend, Ind. 


Silkworth Distributors Co., Inc., 
Flint, Mich. 


sets wire 


| West Central Distributors, Rochester, N. Y. 


MERCHANDISING—APRIL, 


Hough Wylie Co., Charlotte, N. C. 


Bendix Radio 


The J. V. Clement Co., Atlanta, 
Ga., has made district mer- 
chandiser of Bendix TV and radio 


been 


Hoffman Radio Corp. 

G. T. Patterson Co., New Or- 
leans, La., has been made a distribu- 
tor of Hoffman radio and television. 


Bendix Home Appliances Division 
Avco Mfg. Corp. 

Two new distributors have been 
appointed by Bendix Home Appli- 
ances division of Avco Mfg. Corp. 
Northern Ohio Appliance Corp., Cleve- 

land, Ohio 
Reinhard Bros. Co., Minneapolis, Minn. 


Deepfreeze Appliances Division 
Motor Products Corp. 

Elcon Products, Inc., Minne- 
apolis, Minn., have been named a 
distributor of Deepfreeze 
ances 


who died suddenly in December. 


Nat'l Engineering & Mfg. Co. 

Marshall & Peron Co., Los An- 
geles, have been made distributors 
of National “air-flo” dryers. 


Sentinel Radio Corp. 
Two new distributors have been 
named by Sentinel Radio Corp. 


Elliott Rowland Corp., Philadelphia, Pa. | 


Lee Distributing Co., San Diego, Calif. 


Proctor Electric Co. 

Lee Distributing Co., San Diego, 
has been named a distributor of 
Proctor electric housewares. 


Coleman Co., Inc. 
rhree distributors of Cole- 
man heating equipment have been 
announced 
Jericho Plumbers Supply Co., Inc., Center- 
each, L. I, N. Y. 
General Appliances, Jacksonville, Fla. 
Pearce & Johnson, Jacksonville, Fla. 


new 


Vactric, Inc. 


Twelve new distributors have 
been appointed by Tri-Coro, Inc., 
domestic distributors of Vactric 
floor polishers. 


Colen-Gruhn Co., Inc., New York 
GESCO, New York, N. Y. 

GESCO, Newark, N. J. 

GESCO, Boston, Mass. 

GESCO, Washington, D. C. 

GESCO, Atlanta, Go. 

Seaboard Distributing Co., Miami, Fla. 
GESCO, St. Louis, Mo. 

Plymouth Electric Co., New Haven, Conn. 
Nelson Hardware Co., Roanoke, Va. 
Walker Martin & Co., Raleigh, N. C. 
Bowers Wholesale Corp., Norfolk, Va. 


1951 


appli- 





Lowel, to Look “7 


THE BEN-HUR FAMILY freezes 
leftovers — for welcome meal varicty 
Avoids and 
food-cost savings help pay for the 


later. meal-monotony, 


freezer, too. 


Important sales-clincher for Ben-Hur 
dealers is the copyrighted “Let's Prove 
It” form, an easy and sure way to 
prove exact food-cost savings for any 
family. Speeds up your freezer sales 


and profits. Write for details. 


BEN-HUR MFG. CO. 
Dept. EM — 634 E. Keefe A 


kee 12, Wisconsin 




















FARM and HOME FREEZERS 
HEALTHFUL LIVING THROUGH FROZEN FOODS 





Neat from the customer's side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 

; , i oon’ , 





laced. Order additional secti 





as your needs demand. 


Save Time, Temper, Money! 
Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each 


in place, yet is d 


section stays 


a 





or 


Remove any single section for page replacemen 
without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens 
of thousands in use. Order yours today! 
Se eS a ee 


pla 





ORDER TODAY! ALL SHIPMENTS EXPRESS 4 


Come Mfg. Co.; 428 Stevens St, Genevo, til. 


entiemen: Pledse ship me: 


ow--Ne. 12 EVER READY Holder. 15 in. wide, 
12% in. deep, 5% in. tilt. Sturdy steel, 


dork green boked enamel. Copacity, 12 sec- 

tions. With wings and 2 sections: $5.65 Ea. 
ooe.Ne, 24. like No. !2. With wings ond 2 padegs, 

sections. 29 in. wide, 12'% in. deep. Capoc- Beene 


ity, 24 sections. $8.50 Eo. 
..--Add't Sections, $!.00£o 


wwe 





NOTE: Check Kolamazoo 4-post (1), Ring Binder 3-post 


t 
MONEY BACK GUARANTEE! 8 
oe ee 

















MERCHANDISING 


SUPPLEMENT 
Products, Services — For More Sales, For More Profits 
UNDISPLAYED RATE: DISPLAYED RATE: 


2.00 per dine » Der $17.20 per inch per insertion. Contract rate on 

Ae : request. (An advertising inch is measured 
vertically %” on one column. There are 4 
columns—48 inches to a page.) 


insertion. Minimum com 
ne in small black fa 
line count as line. Disorant 

lt payment is made in advance 
for 4 consecutive insertions of undisplayed 
ads. 

















CUT delivery time, SAVE 
unnecessary damage and work 
with the YEATS APPLIANCE DOLLY 


Second story delivery problems are ended when you use the dolly 
with the caterpillar STEP GLIDE. This unique feature 
eases the largest appliances over stair edges without 
any marring. Aluminum alloy frame, 56” tall, has 
smooth runners on back for easy off-on truck loading, ‘curved cross 
members in front for round appliances and is padded with felt. 14’ 
web strap fastens appliances tight with the patented (30 second 
action) strap ratchet—oa Yeats exclusive. Write for full infor- 
mation. 
: 1 
Yeats Appliance Dolly Sales Co. mitwadcer’? His 








Keen's Model EBC 
Stairway Endless Belt 


‘over. New 


Dliance 
safely 


withe at mar Prine 
fi "i 


quickly in dollie udiess belt tread will 
magnesium, curve a and wD ‘ane members rubber 


KEEN MFG. CO. 


span any stair riser. Light in weight and strong. Made of 
padded. Weight 35 It Write for catalog 


505 Dogwood, Harlingen, Texas 





A-P Controls Corp. 174 
— National weenie te 


ada “Sales Co. 
Admiral Corp. .. ; 
Air Conditioning Products Co... 
Amana Refrigeration Inc... 
America & Southern Corp. . 
—. or Div., 
Mfg. C 
American Eleertical ‘Heater Co.. 
American Screw é 
American Stove Co 12 
American Telephone & Telegraph 
C 12 


Ayco 


0. banat i 
Anker Corporation of America 104 
Anthony Co. 186 
Apex Electrical Mfg. Co., The 

Second Cover 
Appliance Mfg. Co 113 
Appliance Parts Jobbers Assoc. 

Inc. 126 
Argyle Mfg. Co 192 
Armco Steel Corp 176 
Arvin Industries, Inc 120, 140 
Automatic Washer Co 109 
Bendix Home Appliances, Div. 

Avco Mfg. Co 7 
Ben-Hur Mfg. Co... 193 
Berns Mfg. Corp.... 102, 103 
Better Homes & Gardens vo Va 
Blackstone Corp. ...... ae 
Blake & Johnson 


Calgon, Inc. ae , 95 
Camcar . wea . 








SEARCHLIGHT 
SECTION 


(Classified Advertising) 
EMPLOYMENT @ MERCHANDISING 
SELLING — USED OR BUSINESS 


OPPORTUNTIES 








Modern Appliance Displays ARMATUR . 
Need LIGHTED MOTION! | | .o.. ES REWOUND 


The Action 
Display-Way 
To Boost 
Your Sales! 


$935 
and up 
Vacuum cleaners, electric tools, 
business machines, polishers, sanders, 
grinders, and all small appliances. 


VACUUM CLEANER PARTS 


Best grade belts, bags, hose and other 
vacuum cleaner parts. 


Send for armature and parts price lists, 
free. 


PENN APPLIANCE DISTRIBUTORS 
126 S. 2nd St. Harrisburg, Pa. 


THE OLDEST NAME in turntables assures 
you profitable, trouble-free operation 
Used by merchants nationwide for unusual 
action displays. Model 712 ROTO-SHO 
iMustrated, revolves 3 time a minute, per- 
mits novel, self-contained lighting effects 
as well as ration of electrical devices. 
Table 18” diameter. A.C. only. Sturdy 
Steel construction. Guaranteed. Write to- 
day for complete turateble catalog in- 
cluding build-up fixtures! 








®@ Carries up 
to 200 Ibs 


© Lights turn 
with table 


GENERAL DIE AND STAMPING CO. 
Integrity Since 19 
Dept. 65, 267 Mott St., New York 12, N. Y. 


ox, eee FREE 
Washing 4-7 6 a Cleaner ca. 
from one , A. cours. ——— 
Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicage 47, Iiinels 

















RESISTANCE COILS Hanp Trucks for Safe & cow 


handling of 
RANGES, REFRIGERATORS, ) 
DEEP FREEZE AND AIR 
CONDITIONING UNITS, % 
RADIO & TELEVISION 
SELF-LIFTING PIANO nit co. 
FINDLAY. OHIO 


WESTWARD 
Wan en WASHING MACHINE C0. 
mip sleeve. Crime MEND - IT SLEEVE ™ ura. Manufacturers of Parts 


Sant with Plyers. 136 wonita Av., Piedmont 11, waa 400 St Aub 
CAN BE MADE 


NEW HELP Prorrasce: 


bo — save time, damage and accidents, and SPECIALTY 
a year’s se in 30 minutes all in one ——$$—______ 
ge by sending for free a, on “APPLI- 
ANCE HANDLING MADE EAS 


Write today. Prompt, effi 
Neal Products, Marlboro 32, Mass. prices Parts 
2051 Boston Rd., Bx., N. ¥. Da 3-8984 


SPECIAL on amy TO ORDER 
SEND CARD FOR STOCK LIST AND PRICES 
‘alain teen, te 


Stenderd Electric Stove & Mfg. Co. 
W. Central Ave. Toledo + ; Ohio 








MEND - IT - SLEEVE 


Permanently rs broken cotls 

tn electri ric app Some and tadue- 

trial Sn ge Splices Ht 

ance cord, te 

tion wire, and mm similar uses. 
lade i, 5 sizer 


ime-Tes' 4 Suncast. eoncmnleat 











Vacuum Cleaner Repairs. 
ent service 


on rebuilt cleaners United 
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guaranteed Low 


SALESMAN 


Young, experienced & aggressive with fol- 
lowing among appliance & TV dealers. 
Desires to 
in Northwestern Ohio ae Southern 
seats. 
SA-9296, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 














REPLIBS ( Boz No.): Address A office nearest ‘you 
YORK: 330 W. 42nd 8 18) 
MOHICAGO: 520 N. alichigan’ Ave. (11) 
SAN FRANOISOO: 68 Post St. me 


SELLING OPPORTUNITIES OFFERED 


MANUFACTURER’S AGENTS Rotacut and 

Farmco rotary power mowers. 10 gas-elec- 
tric models. $59.95 up. Delivered. Liberal 
deal. Farm Products Co., FR-2284. Excel- 
sior Springs, Mo 











MANUFACTURER OF anationally-accepted 

line of electric portable and built-in heaters 
seeks aggressive representation Texas, Okla- 
homa, Louisiana. ust know electrical dis- 
tributor trade. Full details in reply. RW- 
9214, E lec trical Merchandising. 


~ SELLING OPPORTUNITY WANTED | 


MANUFACTURER'S REPRESENTATIVE 
Maintaining own office, with two assistants, 











now selling nationally advertised line, con- 
sidered the leader fn its fleld, to electrical 
distributors, department stores, and to 
dealers covering Virginia, Maryland, Dela- 
ware, Pennsylvania, and the District of Col- 

. desires an additional line for all or 
part of this territory. RA-9283, Electrical 
Merchandising. 


~~ BUSINESS OPPORTUNITY 


Radio- TV- Appliances, 
Ohio City. Sales $350,000 yr.; same owner 22 
yrs.; business center; bidg. "2 floors 60x100 
modern equipped; complete sales, service 
depts; sound equipment 6 trucks; rare buy 
Apple Co., Brokers Cleveland, O. 


WANTED 


Electrical Appliances Wanted. 
Canadian distributor wishes to purchase auto- 
matic washers, dryers and dishwashers, name 
brands only. W-9113, Electrical Merchandis- 
ing. 





SPECIAL SERVICE 





Wanted—Field Service 
assignments Electrical and tor Mechanical 
Equipment, operating in Westchester Countv, 
N. Y. Nineteen years a in major ari 
traffic appliance repair. Address details t> 
P. ©. Box 135, New Rochelle, N. Y., for 
resume. 


APRIL, 
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put 


BACK ISSUES 


to work 


Whatever you do with this 
magazine after you've clipped 
pertinent articles or advertise- 
ments, please don't destroy it. 
HERE’S WHY: 

Churches, Boy Scouts, civic 
and veterans organizations 
will welcome all the waste- 
paper you have. They can get 
a good price for it. Increase 
their funds. 

And, you can make a direct 
contribution to American mo- 
bilization by saving paper of 
all types — whether in maga- 
zine form or not. Since the 
Korean War began, there's 
been a great increase in the 
demand for products manu- 
factured from wastepaper. 

Save it for your favorite or- 
ganization. Chances are they 
have scheduled pick-ups. 











CRAWLS On Roller Bearings 


up and down steps. 


Everybody likes this 
APPLIANCE TRUCK! 


The ideal truck for every purpose! No 
lifting . . . no fatigue . . . carries a full 
load safely up and down stairs and 
crawls over obstructions. Your men will 
appreciate the Escort truck. 

ideal For Handling: 

© Refrigerators 

* Water Heaters 

© Gas and Electric Ranges 

* Music Machines 

* Any appliance 





The Famous 
Crawler Tread 
couse eeasmese 














Stevens Appliance Truck Co. 


Old Savannah Road, P. O. Box 897 
Augusta, Ga. 





INDEX TO ADVERTISERS 
APRIL, 1951 


(Continued from page 194) 


Murray Corp. of America, The 
Home Appliance Div 


National Appliance Guide Co... 
National Cash Register Co., The 
National Die Casting Co.... 
National Electrical Mfrs. Assoc. 


National Locke ... eee 
National Pressure Cooker Ge... 2 
National Stee! Construction Co. 188 
Neal Products .......... . 194 
Nesco, Inc. . 147 
New Haven Quilt & Pad Co.... 190 
Norge Div., Borg-Warner Corp > 


One Minute Washer Co.. ee 
Oster Mfg. Co., John... 6 
Owens-Corning Fiberglas Corp 


Palmer Mfg. Corp...... 
Parker-Kalon ... 

Pheoll 

Philco Corp. . 

Prentiss Wabers Products Co... 29 


Radio Corp. of America, R.C.A. 
Victor Div. ... ; 134, 135 

Radion Corp., The 

Ray-O-Vac Co. . 

Raytheon Television 

Regina Corp., The 

Revco, Inc. 

Revere Camera Co... 

Robbins & Myers Inc., Fan Div 

Rockford Screw ... 

Roll-Or-Kari Co. 

Roper Corp., Geo. D Bay.” 

Royal Vacuum Cleaner Co...... 17 


Saturday Evening Post, The.150, 151 

Schweitzer-Cummins Co., Ventil- 
ating Div. . ; 

Scott Radio Laboratories, Inc. 

Scovill . 

Searchlight Section 

Self-Lifting Piano Truck Co.... 

Sentinel Radio & Television Corp. 160 

Servel, Inc. .. 

Sessions Clock Co., 

Shakeproof . ; 

Shetland Co., Inc., i,” 

Shirley Corp. 

Signal Electric Mfg. Co 

Smith Corp., A. O., Water Heater 


Div. 
Southington Hdwe. 
Speed Queen Corp 
Spencer Thermostat Div. Metals 

& Controls Corp......... .8, 180 
Standard Coil Products Co., Inc. 97 
— Electric Stove & Mfg. 


Stendord Sewing Equipment Corp. 
Steelman Phonograph & Radio Co., 
Inc. 162 
Stevens Appliance Truck Co.... 
Stromberg-Carlson Co. ......... 
Successful Farming 
Sutton Corp., The, O.A......... 
Swing-A-Way Mfg. Co. 90 
Sylvania Electric Products Inc., 
Radio & Television Div 129 


Tappan Stove Co., The 

Taylor Corp., The 

Telechron fac. ...........0006 163 

Thor Corp. 

Tuttle-Kift, Inc. ......... 

Viking Air Conditioning Corp... 

Wales Beech . 

Webb Manufacturing Co 

Welch Co., W. W. 

West Bend Aluminum Co 

Westinghouse Electric Corp., Ap- 
pliance Div. .. 3 

Westward Washing Machine Co. 194 

Whirlpool Corp. 

Whitehead Mfg. Corp., D. W... 

Wilcolator Co., The 

Wilson Refrigeration, Inc. . 

Woman's Day 

Woman's Home Companion 


Yeats Appliance Dolly Sales Co.. 194 
Zenith Radio Corp 


This index is publisbed as a convenience 
a ie readers, Every care is taken 

it accurate, but ELECTRICAL 
MERCHAND! ‘SING assumes no respon- 
sibility for errors or omissions. 





\ KITCHENS 











@ Top-quality, outstanding beauty, distinctive features, com- 
plete line, nationally advertised, competitively priced. Leads 
in value. See your distributor or write us for full information. 


. 


SHIRLEY CORPORATION,-+ INDIANAPOLIS INDIANA 











How to test, repair, and service 
all home electrical appliances 














| Shows how to service and repair 


89 | © wafflebakers 
sean ail ce diees 110, WW 
65 


| © irons and ironers 
| © toast ® etc., etc. 





THEORY pape’ isa Nay 0 and practical handbook for all who want © 

CONSTRUCTIONS to cash in on the continually growing and profitable field of — 

electrical appliance servicing. It contains all necessary elec- 

TROUBLE- erica and msothenlen! Candemeutala, along with clear instruc 

SHOOTING tions and over 700 illustrations—sectional, exploded, o ional, 
REMEDIES 


and servicing views of equipment—picturing details of electrical © 
appliance construction, —— and servicing. Explains the 
on everything from toast- WHY as well as the HOW of electrical devices . . . gives the © 
rg 7 principles, methods, and advanced ‘echnical know-how you need 
to solve everyday problems . . . includes suggestions on how to 

set up and operate a servicing business of your own. 


ELECTRICAL APPLIANCE 
SERVICING 


By William H. Crouse 
Formerly Director of Field Education. Deleo-Remy Division, General Meters Corp. 
854 pages, 727 illustrations, $7.50 
This on-the- "wee manual ia with basie Principles that will help yeu better 
ry operates. Then, it proceeds 
through heme wiring Ady te 


and air pom te al tor + «+ « covering 
construction, 6 and servicing of each. 


SEE THIS BOOK 10 DAYS FREE 


P= oe ce ee ee ow oe oe oe oe oe ee oe oe oe 
| McGraw-Hill Book Co., Inc., | 
cides © suying machions. 6 330 W. 42nd St., New York 18 


© broilers and roasters © ranges 











electrical appliances such as: 


a me Crouse’s ELECTRICAL APPLIANCE SERV- 
PEG oe ee 
® vacuum cleaners ! — FR fy ra 4-4 * 4 
' © clothes dryers i ith this coupon ; same return pri 
* garbage disposers 4 Name 
© water pumps, lawn © water heaters | Address 
mowers, and floor © coffee makers 
woxers © clocks 
® food mixers © dishwashers 
® air conditioners 


© fans and blowers 
© washing machines 


This offer applies to U. S. only. 
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The Road Ahead 


T is becoming increasingly apparent that the press 

notices predicting the early demise of the appliance 

and radio industries in a war economy are, to say 
the least, exaggerated. The patient, far from collapsing, 
is exhibiting all the signs of a spry and healthy constitu- 
tion. It is true that cutbacks and limitation orders on 
materials, scheduled to go into effect in April, have 
not yet made themselves felt. But the record for the 
first quarter of the year should show tidy increases in 
volume all along the line. Production has been main- 
tained at about last year’s levels and the public's appetite 
for our goods seems undiminished. 


Figures for the first three months, for instance, show 
2,000,000 TV sets sold as against 1,605,200 for the 
comparable period last year, a jump of 25 percent. 
Radio sales (home, portable and auto) hit approxi- 
mately 4,300,000, a 29 percent rise over the 3,343,400 
units sold in the first three months of 1950. Refrigera- 
tors, for the first two months, are up 9 percent; ranges 
18 percent; washers 7; ironers 19; dryers 77, and 
cleaners 11 percent, It makes surprising reading in 
view of the fact that 1950 set all-time highs and the 
papers have been full of dour prophecies of shortages 
and even complete curtailment of civilian goods pro- 
duction. 

The prospects for the second quarter look good, too, 
The NPA have finally come up with a formula to cut 
steel 20 percent (with the average quarter of the first 
six months of 1950 as a base) and to let aluminum and 
copper go on the theory that the steel cut would indi- 
rectly result in less use of the other two metals. The 
order, however, applies only to manufacturers and 
assemblers of finished products and does not include 
fabricators, who are still cut back 25 percent on copper 
and 35 percent on aluminum. The 20 percent steel cut, 
though, applies to manufacturers of all types of appli- 
ances, radio and television. It is across the board 
for the second quarter and will probably be hiked to 30 
percent for the third quarter. Even so, 80 percent of 
the steel, based on 1950 levels, is still a lot of steel and 
will permit continuing high levels for production and 


sales. 


HE gimmick in the prospects for the continued 

prosperity of the industry, of course, lies in the 
possibility of all-out war. Fear of such a war reached 
a high pitch when the Red Chinese erupted in Korea, 
but the eventual containment of the yellow hordes at 
close to the 38th parallel has done much to buck flagging 
spirits. Competent observers feel that, unless Russia 
gambles on war in the next three to four months, she 
will have lost the initiative because of the growing 
military might of the United States. That would push 
the question still further .ito the future and provide 


the basis for a complete revaluation of the whole 
mobilization effort. 

In the meantime, it is our studied opinion that, 
despite the general aura of the madhouse prevailing in 
Washington, the administration is keeping its eye 
firmly on the ball insofar as the civilian economy is 
concerned. Perhaps it was due to the influence of 
Mobilization Director C. E. Wilson’s _firmly-held 
opinion that the American economy would stand for 
both “guns and butter” ; perhaps it was due to a realistic 
appraisal of the time it would require to convert civilian 
goods manufacturers to war contracts; or, it may have 
been an earnest desire to keep the national employment 
and incomes at record levels to provide the tax basis 
for a war economy. At any rate, the government is 
edging cautiously, rather than plunging headlong, into 
the war conversion morass—a policy which should 
provide the appliance and radio industries with much- 
needed reassurance for the long pull. 


A of which brings us to a much-needed repetition 
of some fundamentals with regard to our selling. 
We need to abandon “scare” advertising of shortages, 
higher excise taxes and baseless rumors of poorer 
quality of newer models due to the use of substitute 
materials. In the long months ahead all such oppor- 
tunist tactics to move swelling inventories will inevit- 
ably reverberate on dealers employing them. If we 
cry “stinking fish” long enough, the public are bound 
to take us at our word. We need to remember that 
the public want honest value for their money and will 
shop long and hard for it. We need to forget that we 
are in a sellers market and remember that many 
economic factors are at work to reduce both the number 
and the buying power of our customers. Those factors 
are higher prices for our goods, higher income taxes 
on consumers, stricter controls on installment credit, 
a mass displacement of manpower into the armed 
services and into defense plants, a drastic curtailment 
in the number of new homes being built and programs 
to drain off “excess purchasing power” through the 
sale of defense bonds. 

It all adds up to the fact that, instead of shortages, 
we have a selling job to do; that we expect to remain 
in business and should conduct it like a legitimate 
business instead of a bucket shop and, finally, that 
we have a valuable stake in the public’s confidence in 
the products we sell and the service we render. 


Ber ce ~~, 


Epitor 





How to wring 
extra profits out of 
April showers 


For women who are still tied to the old-fash- 
ioned clothes line*—and there are fifty million 
of them—it’s often a race to get the clothes on 
the line and dried before an April shower comes 
along. But let it rain! You can capitalize on the 
weather. Point out to prospects how much faster 
and easier washing is with washers equipped with 
Lovell 77 Instinctive Wringers. And of course, 
you know that the Lovell Instinctive Wringer is 
found on top models of America’s finest washers 

the ones it pays you to promote. The salestalk 
below will give you a start. 





=- IT’S A BREEZE to doa heavy 
SAFE operation gives the 77 5 ~ : 
wash with a Lovell wringer. 
Instinctive Wringer extra sales I W a 1 00% f th 
" “ ‘ ° ° ave s aoes oO w 
appeal. A slight, instinctive pull QUICK as lightning, you can , liftin “ 70 ' 
; ‘ wa 6 reavy lifting! 
stops the rolls instantly. No other swing the Lovell 77 from one : 5 
wringer gives you this protection! position to another. No grop- 
ing for a release lever. A lady- 
like push is all it takes! 


pti WORK BETTER, LAST LONGER 
GENTLE as a Spring rain, Lov- 
ells soft, but firm balloon BRIGHTER, CLEANER washes 
rolls are kind to delicate fab- are easy with Lovell’s Pres- 
rics, buttons and zippers. sure Cleansing Action. Dirt 


that would normally remain © Power Electric Rolls with three laminations of 


© “Guarded Top” Construction gives housewives 
added protection. 


in the fabric is removed. rubber give right cleansing pressure. 


© Hardwood Bearings never need oiling, won't 
stain wash. 


® Single Leaf Spring gives balanced pressure. 
_ e All-Steel H-type frame prevents twisting or 
TI PRESSURE CLEANSING seit 
1V gl W Ri & G e RS *NOTE TO WASHER SALESMEN: Although automatic 
i 


clothes dryers are the fastest growing postwar appliance, 

° (see Lovell ad on page 00) supply can’t begin to catch up 
Lovell Mfg. Co., Erie, Pa. to demand. Fifty million women are still forced to struggle 
ALSO MAKERS OF LOVELL DRYING UNITS with a clothes line. We regret that material shortages make 
it impossible for us to supply all the Lovell drying units— 
or wringers-—that you want. 





WRINGER-TYPE WASHERS ARE YOUR BREAD AND BUTTER—THE BEST ARE LOVELL-EQUIPPED 

















“Here’s the Start of a Happy Ending...” 


KNOW IT'LL BE A HAPPY ENDING FOR THEM—AND ME! They'll 

find—as so many of my customers before them have found—that 
Kelvinator builds a freezer you can trust. It will give them just what 
they need most, especially in these times—unfailing, ruggedly dependable 
protection of their valuable frozen food supply. 


“So itll be a happy ending for me, too. For Pll have one more well- 
satisfied customer . . . and I'll be free from the complaints and service 
calls that can make life so miserable for a dealer.” 


There are good reasons for this. 


First of all, built into these Freezers is Kelvinator’s unique “know 
how” and long experience as pioneer maker of low temperature cabinets 
for the ice cream industry . . . and oldest maker of electric refrigerators 
for the home. That’s why Kelvinator Freezers have freezing coils in all 
1 walls... and at the bottom of the fast-freezing section. That’s why 
they're Chest-type design, to keep cold from “spilling out”. 


cET MOR a_i 


TUNE INI cBes-Tv NETWORK! Kelvinator “Stor 
of the Family’’ show, starring Morton Downey. 
See your local paper for time and station. 


ELECTRIC REFRIGERATORS. 


KELVINATOR, DIVISION OF 


NASH-KELVINATOR 


Built into Kelvinator Freezers also is one of the most efficient cold- 
makers known—a heavy-duty version of the famous Kelvinator Polar- 
sphere—rugged, plus-powered, faithful in performance as the day is long. 


Built, too, into Kelvinator Freezers is outstanding quality—quality 
in design, in materials, in workmanship. And in the new 1951 Kelvinator 
Freezers, new user convenience has been added by such features as the 
handy Pastri-Rack, shown above, to keep pastry, cakes, etc. from 
crushing and to make contents easily accessible. 


This insistence upon the highest standards of quality and performance 
adheres faithfully to the pledge of Kelvinator’s Franchise. And it’s true 
not only of Kelvinator Freezers—but of every single product and part that 
Kelvinator produces. 


It is this, above all things, that makes Kelvinator first choice among 
so many buyers ... another important reason why the Kelvinator 
Franchise is the most valuable in the appliance industry. 


€ 
elnascectovr 


THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 


. RANGES... FREEZERS... 
CORPORATION, 


WATER HEATERS... AIR DRIERS 


DETROIT 32, MICHIGAN 














